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A PAGE IS TURNED

Translation of lead in to trade information article in

dynamic element in the clothing trade.
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' Gap 
Magazine' in ah issue totally devoted to sports wear and equip­
ment "This issue of Gap Sport reflects we hope, the gaiety and 
health of a market which confirms its self more and more as a

UNEPAGE , 
EST TOURNEE.

numcro de Gup Sport reticle 
J _niiu> I'esperons. I.i gaiety el Li 

sank- d'un marclie qui saUirni 
de plus en plus commc lelcment 
dvn.imiquc du scctcur s elements.

Creativity dans les ptoduits. ferm, 
des tendances sport dans le I’rct-a- 
I'orlcr quotidien. mainticn de la 
consommalion, autant de raisons po­
les lubricantsd'cntrcprendre et de 
pcrsiscrer; autant de raisons pour Ic 
dclaillants d’cspcrcr dctcnir les tenuc 
"basic* de domain

Cc constat positif n’cllacc pas les 
Jg points noirs: importations excessive- 

-• distribution anarchiquc pesant sur le 
pnx. malaise national de I'economic.

Cependant le sport uujourd'hui 
nest ni luxe ni distraction mats 
ndcessite. II va garderct meme dug 
sa place dans noire sie de tous les 
jours, gagnant toutcs les tranches da 
II hissera son empreintc sur les 
prochaines pages de 1'histoire du 
vitemcnl. Uh guide recent deriumbt 
soixante ci on/c sports S'il n'y a p: 
autant de formules de sente, il en 
existe quand menre plusicurs. Cei'e- 
qui riussisscnt ont toutes un 
denominates commun. Ic br.n 
assortiment. Gap s ous aide a Ic 
composer. H.V.

Creativity in the products, firmness of sport trends in todays 
ready-to-wear, there are many reasons for manufacturers to 
keep working and perserverance Many reasons for retailers to 
hope to keep going with the 'basic' of tomorrow
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many 
ominator

The constant positive does not delete the bad points of exces­
sive imports, distribution, heavy on price national unhealthiness 
or the economy.

Never the less - today sport is neither a luxury or a distraction, 
but a necessity. It will keep if not enlarge its place in our 
everyday life. Gaining with the passing of time it will leave 
its imprints on the pages of the history of clothes. A recent 
guide identified seventy one sports. If there is one there are 

formulas for sales, those who succeed have one common den-
- a wide assortment Gap will help you put the look 

together.
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INTRODUCTION

years

seen as

: in the 
and con-

Because of the increased interest in health and physical fitness 
manufacturers with a product to sell have played on this trend 
in their publicity, going so far as to sell totally unrelated con­
sumer products from the sports angle for example, perfume, luggage, 
motor cars, cigarettes and alcohol.

a new

In recent years there has been a huge growth worldwide 
numbers of people participating in sports activities 
sequently there has been a growth in the sales of sports equip­
ment, clothes and related products, for example: exercise 
manuals, Health foods, Vitamin pills and diet books. (The 
Scarsdale diet book sold 501,000 copies in the last three 
ref. 5) throughout Europe and the U.S.A.

The fashion world has not been slow to pick up on this trend and 
has included in "Fashion" ranges a wide variety of sports garments. 
These clothes have helped bridge the dividing line between fashion 
and sports clothes. The reverse of this inter-relationship can be 

sports companies begin to work with fashion designers such 
as Pierre Cardin on their sports range.

As people' s attidud.es change towards sports and fitness, 
emphasis is emerging on both life style and clothing, active 
wear and active people. It is the emergence of this new 
attitude towards clothing and living, and the drawing closer of 
fashion and sportswear, which I have been studying and which I 
have attempted to describe in this thesis.

attidud.es
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AMERICA SHAPES UP

I

as

so.
runn-

American writer J.D. Reed5 believes that "as recently as 
20 years ago for most people, the body was hardly more than 
an interesting mass somewhere down there below the head. It 
could be barricaded in gray flannel and wantonly pleased in 
steak houses and French restaurants. If the body belonged to 
Clint Eastwood or Sophia Loren, it was interesting. Otherwise, 
except in bed, it was ignored by the public in favor of more 
important pursuits like winning the space race or building the 
New Society. Of course,Muscle Man Charles Atlas beckoned to 
boys from ads in comic books (Don't let bullies kick sand in 
your face, weakling) and a few grown-ups even lifted weights 
at Vic Tanny's.

By the early '70s. however, a sweeping change was literally 
afoot. At a cocktail party, the old-fashioned kind with fat- 
laced canapes and spirituous liquors, some gaunt, countercul­
ture Ph.D brandished his glass of club soda and announced 

"The Body is the temple of the soul".
It did not matter that the notion was as old as ancient Greece, . 
recent as the 1910 Boy Scouts Official Handbook: Americans 
make a specialty of reinventing the wheel every decade or 
The philosophy seized folks overnight, and the sport of mass 
ing had begun. Suburbanities jogged like herds of oestrous 
gazelles down side streets. Marriages were threatened when one 
spouse trained for a marathon and never arrived home for an even­
ing meal. Dinner itself became a lean affair of crudites and 
boiled fish .
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"On any given day in the US, 70 million americans - almost one 
half of the population will practice some form of corporeal self 
betterment". Reed finds this figure a particularly startling one 
as in 1960 only 24% worked out. Paring it, preening it, pumping 
it up and pounding it down, the body national is being rejuven­
ated with a relentless impatience, slimmed with a fanatic dedication.

The fitness boom has grown for a decade, and improving the body 
has become an enduring, and perhaps historically significant, 
national obsession. These days even the wise guys order a sec­
ond Perrier.

Executives started pumping lorn: and Arnold Sehwarzenegger 
wrote two best sellers (one for men, one for women) which he 
recommends weight lifting as the route to physical and mental 
well being: He now has many followers devoted to his theories 
(including myself) .
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,^‘tate‘r?ILW^ford,Conn.  , Xerox executives manage their muscles in the company’s elaborate f^ess center

Not long into his daily workout, White has soaked through his T 
shirt, emblazoned XHMP - Xerox Health Managerment Program. His 
face is mottled with exertion, his eyes narrowed to the 1,000- 
yard stare of a man at the limit of endurance. Beta endorphins, 
chemicals released by the body during sustained strenuous exercise, 
calm his nerves, suppress his appetite and relieve his pain. In­
creased blood circulation as a result of the exercise may improve

To Europeans the story of information systems manager Audley 
White, reported in 'Time Magazine' is an unusual one to say the 
least. By 7.15 every morning he is to be found working out in 
the Xerox Corporate Fitness Centre at Stamford Connecticut, 
rounded by $61,000 worth of chrome, leather and cable: stationery 
bicycles, cross-country skiing simulators, rowing machines, 
Nautilus weight stations and racks of dumbells positioned around 
the spacious, brown-carpeted gym. Down a hallway hung with mod­
ern paintings are whirlpool baths and a sunning room studded with 
ultraviolet and infra-red lamps. Near by: offices for a physician 
and a full-time exercise physiologist.

Ref. 25 !

On jogging tracks, in diet clinics and health restaurants and 
on the operating tables of plastic surgeons, a wholesale att­
empt to transform the body is avidly purchased with VISA and 
Master Card.



4
,4 .* compulsory for Executives, 

Maybe White as 
running shoes im-

People have become deeply suspicious of the food they eat. Con­
venience foods and the microwave ovens in which to prepare them 
have turned the supermarket into an additive minefield: saturat­
ed fat, nitrites, saccharin, sodium and caffeine. Shoppers pause, 
read package labels, searching for poisons real or suspected.

Though this $700,000 Programme is not 
participation is a route to faster promotion, 
he pounds out the miles in his $40 designed 
agines a vice-prsidency waiting for him at the invisible end 
of the treadmill. In my personal experience young american 
executives consider dedication to health and fitness as going 
hand in hand with their Harvard M.B.A. American personnel de­
cisions increaslingly take physical fitness into consideration 
when executive management positions are being filled: A 'ten 
mile a day' jogging forty five year old runs less risk of having 
to take early retirement due to heart failure or ill health than 
the, until now, average over weight expense-account business man.
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Sports Trader Ref. 6. records the Level of sports participation 
in the US as having reached enormous proportions during the 1970's 
and although there are now signs of a slowdown in the overall in­
crease in participation, the numbers involved are nevertheless 
still most impressive to European eyes, even given the fact that 
the population of the United States is equivalent to the population 
of the UK, France, West Germany and Italy put together.

I consider the Discovery of the writings of Adelle Davis, while 
researching this study, to have had a considerable influence on 
my eating habits, state of health and work. The extra stamina 
gained from healthy eating has given me extra confidence to 
tackle extra projects I never would have considered before.

One need not be a granola and bean-sprout faddist now to 
question processed foods. In the '60s, when Adelle Davis 
(Let's Eat Right to Keep Fit) preached against the dangers 
of good old American "enriched" white flour, she seemed no 
more than another village crank. To consumers obsessed with 
the astounding levels of sodium in processed foods, the know­
ledge that two slices of Peperidge Farm white bread contain 
more sodium than a 1-oz. bag of Lay's potato chips is now an 
important fact of life. Label reading is not the passion of 
literary or political elite - but a way of life for many.
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TABLE 1

Sport

1 2%51 %
12%37%
9%21%
7%1 6%
5%1 4%
6%11%
7%12%
5%9%
3.5%8%Golf
7%8%
5%8%
4%6%Skiing

May 1981.Source Sports Trader -

Swimming
General Exercise

Tennis
American football

Hunting
Baseball

At any 
time

% of the Population 
taking part

On a regular 
basis

Fishing
Jogging 
Softball 
Basketball

The only realistic way of measuring the level of sports part­
icipation in any given country is to express the number of part­
icipants in each sport as a percentage of the total population 
of the country. On this basis research by Sports Trader shows 
that "over half the inhabitants of the United States are swimmers 
over one third indulge in general 'keep fit- and one in six go 
jogging". They were further able to make an estimate of the 
number of people who take part in various sports on a regular basis 
and here also the rates of participation are impressive. The table 
below is based on a total US population or 222 million.
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and $240 million for barbells and aerobic dance programs, 
clubs and corporate fitness centers add another $5 billion, sport­
ing togs and gear $8 billion, gadgetry - from water filters and 
orthopedic shoe inserts ($150 a pair) to stop watches $1 billion 
more. Bicycling has rolled to $1 billion in annual sales. Equip­
ment for enthusiasts ranges from a Raleigh Rapide ($165) to a 
$2,000 Gios Torino, plus plastic helments and even eyeglasses 
with rear-view mirrors.

In the US the shopping spree has been a wild one. The market 
for all kinds of sport shoes alone has reached $1 billion (ref.6) 
although perhaps a third of those are worn for fashion rather 
than fitness, in itself a commentary on comtemporary values. 
While a fraction of these expenditures is not fitness related, 
Americans also spent $5 billion on health foods and vitamins: 
roughly $50 million for diet and exercise books: $1 billion on 
cosmetic surgery: another $6 billion for diet drinks
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This year 25,000 runners applied

The numbers are staggering.
are 
working out in the 5,000 
overweight Americans

A record 30 million confirmed runners 
lapping about the U.S. Thirteen million biceps builders are 

health clubs built in the U.S.: 20 million 
- and 20 million more who believe they are -

The latest boom: distance swimming, which already accounts for 
another $1 billion in swimming pools: goggles, fins, etc Even 
walking has become a fitness fad. Major sport shoe companies such 
as Nike and Etonic will be pacing the market with new models 
ranging from $55 to $70. The almost new field of sports medicine 
is now a legitimate $2 billion specialty. The total bill by year’s 
end: more than $30 billion. The surest indicator of the current 
dominance of fitness was the flood of applicants for the twelfth 
New York City Marathon. New York Road Runner's Club President 
Fred Lebow spent $1,000 out of his own pocket a decade 
233 marathoners entered the event, 
for 16,000 places.
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will join in the battle of the bulge by dieting this 
an
to freshen their features and tuck in their tummies, 
give the surprisingly durable trend an 
and Mrs. Reagan have joined the race.

Between the calorie counting and aerobic breathing, the yoga and 
the yogurt, the rolling and the rope jumping, exercised Americans 
will admire their improved chassis in 300 million sq. ft. of new 
mirrors. The reflections of these new Adams and Eves glowing rad­
iantly through the steam rising from the hot tubs are provocative 
indeed.

year: 
alltime high of 440,000 patients will elect cosmetic surgery 

As if to 
official fillip. President 
A Universal-type weight­

lifting machine has just been installed in a spare room of the 
White House family quarters for almost daily workouts.
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Thus the size of the market needed to clothe this teeming mul­
titude of devotees is obviously considerable. Sports Trader 
estimated that retail sales of all kinds of active sportswear 
and footwear were worth just over $10 billion (around £4.5 
billion) in 1980, a per capita equivalent of $47.

Concerning the types of clothing products on the market. 
Sports Trader found that the most successful in recent years 
include ski clothing, tracksuits and swimwear. They consider 
all these have benefited from fashion trends within the US - 
ski clothing because of the quilted look for rugged outwear, 
tracksuits because of the general sporty look and swimwear be­
cause of the influence of the one-piece competitive maillot on 
beach fashions. referred to in Market Size and Trends.

Time Magazine put the sales of sports equipment, clothing, and 
related products very graphically on May 7th with this amusing 
illustration.

They portend even more than they posture. While Americans 
may seem younger, feel healthier and slimmer, the passion for 
muscularity reverberates in the country's collective uncon­
scious. More than waistlines may be getting leaner. In fact 
the glorification of the body, the absorption with physical 
beauty, the passion for youthfulness and health that are now 
part of everyday American life at home and on the job, 
transforming the nation's character, like it or not.
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Sports Trader's overall conclusion for the future prospects
in sports clothing and footwearin the US is that the boom

but that the very fastperiod of the late 1970's is over,
growth over that period has left a market whose size and■ variety is big enough to absorb new products and new styles

In particular, there is aof both clothing and footwear.
'leisurewear'good future for those products which offer a

element.
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FINDING THE TIME

■ I

"I

days.
am-

There are three main elements in the leisure time available to 
people who are working according to Ref. 3:

- leisure time on working days, mainly in the evenings;
- leisure time at the weekends of working weeks;
- leisure time in holiday periods, including public holidays.

For the analysis of lesiure activities and leisure markets, 
knowledge of the way in which the pattern of leisure time is 
changing is as important as forecasts of the total amount of 
time available. Holiday leisure pursuits are naturally very 
different from those carried out in the evenings of working-

And the leisure behaviour of the unemployed is likely to 
be noticeable different from what would occur if the same 
ount of time were spread out among all workers.
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TABLE 3
ZLLUSTRATION_OF_HOW_THE_AyERAGE WORKER'S TIME IS ALLOCATED*

Week-ends

Total 120.0 48.0 168.0
Number of Weeks 46.88 5.12

985 985 440

2,410
* manual workers in 1976:

H
n
II a

II
II

0

*

55.0
44.0
21 .0

27.0
NIL

21 .0

Holiday
Periods

82.0
NIL
86.0

amount of leisure time available to the 
rise by nearly 100 hours a year or some 

The increase will probably be rather

Working Weeks 
Weekdays

Ref. 3 expects the total 
average manual worker to 
4% between 1976 and 1981. 
less for non-manual workers, and this growth is well below the 12% 
rise seen since 1970.

II Leisure hours per year
Total leisure hour 

per year

some 49% is probably spent on 
Work plus travel to work currently takes 

or 27.5% of the total for 
leisure. Of this, equal amounts equivalent to just over 40-s of 
all leisure time arise on working days or during the weekends of 
working weeks, while 18% occurs during holiday periods (including 
public holidays).

Of the 8,760 hours in the year, 
essential activities.

further 23.5% leaving 2,410 hours, 
Of this,

Hours per week
Essential activities** 
Work plus travel to work 
LEISURE

figures are approximate only, 
sleeping, personal hygiene, eating etc. 

Source Ref. 3

Ref. 3 gives, us the table illustrated below which illustrates 
roughly how the average manual worker's time is allocated be­
tween these three types of leisure. The estimates are based 
on time budget data plus information on working hours and hol­
idays for this group of workers. The position for non-manual 
workers would be broadly similar but with a slightlylarger leisure 
total and somewhat greater emphasis on leisure time on week­
days and in holidays.
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on

*
1 976 1981

% I% %

2118 53044011Holiday Periods■ 1002,5051002,4101002,260

manual workers*
Henly Centre3Source0

0 ex-

0
0

0
0

2

i

930
1,015

315

41
45

985
985

41
41

1,010
965

40
39

Total Leisure Hours 
per Year

Hours
P-a

Hours
P-a

Hours
P-a

Amount of leisure time 
per year available on:
Working_Weeks
Weekdays
Weekends

These forecasts imply that there will be a 
to all forms of holiday 
cursions, and even -DIY,, as 
The figures also draw attention to 
weekends and holidays.

notable further impetus
activities including day trips and 

well as formal holidays away from home, 
the changing role of both

100 extra leisure hours a year would permit rather more than 2 
hours to be taken off the average working week. But, as the 
table below shows, we believe that the bulk of increased leisure 
will in fact be taken in holiday periods with a further decline 
in the relative importance of leisure in working weeks, especially 
at weekends. A strong move towards greater work sharing, dis­
cussed further below, could alter this continuing emphasis 
holidays.

LEISURE TIME PER YEAR
1970

Ref. 3 forecasts another large gain in leisure time by the end of 
1981 and illustrate their forecast with the chart below.

TABLE 4
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VI
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VI
VI
VI
VI
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Three factors which have an effect on the amount of leisure time 
available and sport equipment sales according to the Henly Centre

In the past it was possible to make a fairly clear distinction 
between working days, the two day weekend of the working week, 
and the holiday weeks when those who could afford it went away. 
Now, with the growth in holiday entitlement and public holidays 
and flexibility in working hours (with, often, a shorter day on 
Fridays), weekends and holidays have become more fluid. With the 
habit of taking long weekends and short holidays spreading down 
the social and income scales Ref. 3 have found that the "trad­
itional weekend leisure activities, such as spectator sports, have 
suffered while holiday type pursuits have gained. They expect 
this trend to continue, reinforced by the spread of ownership of 
leisure durables such as caravans and boats".
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A.

B.

C.

In general then, the amount of leisure time available has been in­
creasing and will probably continue to increase.

in recent years the increase in unemployment, espec­
ially amongst the young, has undoubtedly increased the 
overall amount of leisure time available".

the raising of the school leaving age and the general 
increase in further education has led to increased 
participation in leisure activities. Those in full- 
time education are more likely to take part in sport 
than similar age groups who go out to work - probably 
because more facilities are readily available.

"the proportion of married women going to work has 
increased sharply from around 40% to 50%. Although 
this has the effect of reducing the amount of leisure 
time, it also increases the discretionary income for 
expenditure on leisure pursuits.
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POPULARITY

I

74 Activities

other team sports,Cluster 1

Cluster 11

i

Sub-group 1 Air Sports,
Sailing

Sub-group 2 Show sports, Hockey, Skating

The general household survey wished to identify leisure time 
activities, their popularity, and the types of persons part­
icipating in them. - Index A - Ref. 7 made an analysis of these 
results and identified various clusters of leisure activities 
that are closely associated, i.e. showing a substantial overlap 
in participation. These show that on the whole like goes with 
like, e.g. if one plays one particular outdoor sport, one is 
likely to play others or watch outdoor sport. Of 21 clusters 
or sub-groups identified twelve involved mainly sporting act­
ivities .

Outdoor athletics, rugby, gymnastics,'Other 
Outdoor sports', watching 'other outdoor 
sports', 'other indoor sports' watching 
'other indoor sports', watching rugby.

-lister_Analysis_Groups_Based_on
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Cluster 1 1 1

Cluster 1V

table

Field sports, fishingCluster V

Cluster V1

Cluster V11

'other homeCluster V111

■I
■I

is character-

Ml

Ml

I

istic of older sports 
other sports.

IV is associated with the man-
2 is character-

Motor sports, watching motor sports, ten-pin 
bowls.

Bowls, watching cricket, watching other team 
sports, watching water sports, other entertain­
ment .

Camping/caravanning, rambling, mountain­
eering, outdoor swimming, other water sports.

Sub group 1 Golf, tennis, badminton/squash, 
indoor swimming

Sub-group 2 Football, watching football, 
tennis, billiards, darts.

Sub-group 3 Cricket

Cluster 1 tends to include the expensive sports while Cluster
11 includes a number of sports generally considered to be minority 
pursuits. Sub-group 1 of Cluster 
agerial and professional groups while sub-groups 
istic of skilled workers. One assumes Cluster V1

enthusiasts playing bowls, but watching

Riding, watching horse racing, 
based activities', 'other activities'.
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SEASONAL VARIATIONS

Indoor Sports

11.9 9.3
2nd 19.1
3rd II 24.4
4 th II 13.8 10.4

10.6

8.8

k-

!

1 st Quarter
II

There are fairly sharp seasonal variations in outdoor sports 
participation; .indoor sports show the lowest participation rate 
in the third quarter when outdoor participation is at its peak.

_________________________ TABLE 5___________________________
Proportion Participating in 

Previous 4 weeks
Outdoor Sports

1 ■< *

!'■

Source: General Household Survey 1973
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E2£ULARITY_ANp_FREQUENCY OF SPORTS 1973

Males Females All Rank
Rank

% % %

B| 5.2 3.9 4.5 1 1,220 4

4.1 3.2 3.7 2 1,190 5
5.8 0.8 3.2Fishing 3 990 8

Bl 5.1 1.2 3.1Golf 4 1,480 3
2.83.4 3.1Rambling 5 1,130 6■■ 6.0 0.2 3.0Football 6 1,890 1

■I 4.9 1.0 2.9 7 1,830Darts 2

2.4 8 610 12
760 112.3 91.82.7Tennis

1,040 72.0 104.1 0.1Billiards

10790111.71.22.2
17210121.20.12.6Cricket

800 9131.20.4Bowls 2.1

300 15150.9
480 13140.90.41.5Table Tennis
460 14160.7

KI 170 20170.7
170 21180.7
220 16190.6
190 1820
14021 22

190220.2 19

60230.2 23

Bl Household Survey 1973Source: General

g

1

Horse Riding
Sailing
Mountaineering etc
Field Sports
Cycling
Rugby
Athletics
(Outdoor)
Ice Skating
(indoor)

Ten Pin Bowls/ 
Skittles

Canping/
Caravanning

0.5
0.4

'Days per '000 
Per Annum

Badminton/Squash
Fives

■S 
ik

Swimming
(outdoor)
Swimming
(indoor)

Estimated participation 
frequency over total pop.

4 Week Participation Rate 
In Most Popular Quarter
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13 Ref- 35No.

M£N7>

M/M mturnfM.Mr

run, 
well as

This trend in physical health is eiptomized by the "Californiria 
Girl" type actress such as Farrah Fawcett and Meryl Hemmingway who 
smile their perfect smiles at us from TV Sets, Posters and Adver­
tisements and who swim, run, drive, roller skate faster than anyone 
else both in reality as well as in the roles they play.

We get an insight into the sports equipment market from key 
notes ref.1 who tell us that this market"is one of the few UK 
markets to have sustained growth through the economic recession 
that began in late 1973. The major reasons for this have been 
increases in leisure time, particularly among white collar workers 
(blue collar workers have tended to compensate for diminished basic 
pay rates by increased overtime working), and a sociological trend 
toward concern over personal physical health, characterised at a 
mundane level by the current fad for gentle running exercises known 
as 'jogs', and backed by Government keep-fit advertising".
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Key note explains how:

Ref. 11No. 14

on cigarette manufact- 
and their ability to 
a series of legis-

Martine Navratilova,-nee en Tche- 
coslovaquie et naturalisee amen- 
caine depuis octobre 1980, actuel- 
lement classee numero deux, 
adopte toujours le tandem short 
ou jupe et T-shirt. Minijupe en 
polyester et coton blanc (225 F) 
avec un polo en coton raye orange 
et rouge (210 F). Kim.

in fact, vital to 
fascination of watching people compete 
led to increased television coverage 

of sport is general.

Much of this new ethic has led to attacks 
urers for promoting 'unhealthy' products, 
advertise has subsequently been curbed by

The tobacco companies' response has been entirely pred-
They have put the .monies they would otherwise have spent

superb athletes can be

lations.
ictable, 
into sports sponsorship so that, currently, 
seen displaying a tobacco company's brand name.

An example of this is Martine Navratilova pictured above wearing 
the Kim Cigarette Logo. Sports sponsorship is, 
the marketplace, since the 
for large sums of money has 
and, hence, media coverage
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Key Note''

a Beyond
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4
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Bjorn Borg 
plays

3

penn
The match ball;

1
believes that sports equipment market " is dominated 

by Dunlop (Dunlop Sports, Slazenger, John Letters ' Carlton) 
through its holding company International Sports. Dunlop have 
around 30 per cent of the total market. Wilson Sporting Goods, a 
Chicago-based American company, are a major supplier of golf and 
tennis equipment, and probably are approaching a 10 per cent share 
of the UK market. Both these companies are involved heavily in 
the major sectors of racquet games and golf equipment", 
these two there are probably no more than a dozen or so companies 
with a turnover in sports equipment of more than £1m per annum. 
However, the Department of Industry lists 74 companies classified 
sports equipment manufacturers, while the trade magazine, Sports 
Trader, Biblography, registers over 800 manufacturers and suppliers 
in its Annual Buyers Guide. Some of these are large companies op­
erating in, say, the metal or leather sectors who see sports equipment 
as line-extensions of their existing products.

Bjorn Borg perhaps the biggest tennis money winner is 
for Penn tennis balls as seen from the sticker above. 
The spin-off is the interest this aroused in the consumer for 
participating in sport and the consequent purchase of the equip­
ment that enables him to do so.



24

■
M
■
hi

II
i

"Changes in the distribution pattern are taking place, however, 
as the market begins to interest the large retail groups. Sports 
goods are being increasingly viewed as an important component of 
the total market for leisure goods, and Harrods and Debenhams, for 
example, have opened large sports and leisure centres within their 
stores".

Clothing manufacturers have also realised that a movement into 
sporting products opens up new markets thus expanding production 
and hopefully increasing turnover and profits. Key note tell us 
"most sports equipment is still sold directly from the manufactur­
ers to some 2500 small retailers, the major exception to this 
being golf equipment, 80 per cent of which is marketed through 
club professionals and centrally bought by their own body, the 
Professional Golfers Co-operative Association".

Harrods in-store development is called Olympic Way and occupies 
nearly half an acre. Debenhams have been planning to open sports 
complexes complete with squash courts, swimming pools and so on and 
have also taken up sports sponsorship. The Lillywhites chain, who 
major on sports goods, and have manufacturing interests through 
their control of the London Instrument Co., have a sports store in 
Cheltenham with floor space of 6,000 sq. ft. and are now opening 
sports departments on the shop-within-a-shop principle.
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As mentioned earlier, major developments are taking place within 
the distribution of sports equipment, especially at the retail end.
In November 1977, Hamleys opened a 50,000 sq. ft. sports and 
leisure goods store in Wigmore Street, London.

Mention has already been made of sports sponsorship. Also necessary 
to the sports equipment market is the continual growth of sports 
facilities. Squash is the obvious boom sport. Key Note reports in 
1972 there were 696 clubs affiliated to the squash rackets association 
and these operated, between them, 1287 courts. The latest figures 
available are the 1976 when there were 1100 affiliated clubs with 
4500 courts. By 1978, the number of squash clubs was estimated at 
1300. One of the functions of the Sports Council is to help local 
authorities provide sports centres and despite a total current bud­
get of only £15.2m which is described as 'shoestring' (the Council 
is asking for £27m for the next financial year), they have done 
remarkably well. In 1971, there were 43 council-owned sports cen­
tres. By 1978, this has risen to over 400 and the Council has set 
itself a target of 779 centres by 1981".
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Advertising support for the operation has 
£50,000 of which has been below-

tailing, 
a 'feel' 
Yardley, the specialist golf equipment retailer.
Fraser group acquired Astral Sports and Leisure, which has a 
number of in-store operations.

Key Note reports that " on the manufacturing side, Kangol, who 
make such things as crash helmets and car seat belts, set up a 
subsidiary called Novasport in January 1978. Currently, Novasport 
is almost exclusively a marketing operation but it is expected 
that the company will venture into sports goods manufacture in 

Novasport are handling 400 products in 3000 variations 
and claim to have the largest branded sports equipment and clothes 
range in the country, 
been in the region of £190,000, 
the-line".

Both Rothmans International, the tobacco firm and the leisure 
and gambling group, Ladbrokes, have moved into sports goods re­

Ladbrokes have opened pilot outlets in order to gain 
of the market, while Rothmans purchased Archers of

The House of
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CONSUMER_SPENDING
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TABLE 7
HOUSEHOLD_EXPENDITURE on sports goods

■
■ 1970 0.054 4.3 1.26 52

0.0521971 4.5 1.15 50■ 0.053 4.61972 1.14 52
1973 0.071 4.8 1.43 71

■ 0.0891974 5.1 1.73 90
2.275.4 1271975 0.123
2.40 1365.41976 0.131■ 1552.695.41977 0.146

■
■
■ SO

I

j ♦
f

Av.Weekly 
Expenditure

£

Av.Exp. Per 
Rec.H/H

£

Total Annual 
Expenditure 

£m.

H/Holds Recording 
Expenditure

%

The former, which measures average weekly household expenditure, 
gives expenditure on sports goods excluding clothing as follows

2) Expenditure by children under the age of 16 is not re­
corded, so the actual totals are likely to be slightly 
higher.

Source:

It can be 
iture rose 
iture has more

Notes : 1) As the number of recording households is fairly small 
and the standard error is quite large in some cases, a three year 
average has been taken except for the final year where a weighted 
average of the last two years is used.

Special Analysis of the Family__ Expenditure_Surveys_1970-77

seen that the proportion of households recording expend- 
quite rapidly between 1970 and 1975. Overall expend— 

than doubled since 1973.

There are two other sources of information on consumer spending 
available - the Department of Employment's annual Family Ex­
penditure Survey and the estimates produced by the Henley
Centre for Forecasting.
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TABLE 8
CONSUMER_SPENDING_ON_SPORTS_GOODS_&_EQUIPMENT

1970 PricesCurrent Prices

Em.Em.
115.21381591972
123.01611981973
146.01612351974
175.61602811975
202.91743531976
230.41814171977

that about 45% of expenditure in 1977 wentNote:

H
terms

I 
*

!

M
N

Consumer 
Price Index 
(1970=100.0)

tl

hi

j

The Henely Centre's estimates, which cover a rather wider area 
including sports clothing, show a slightly lower growth trend.

Henley estimate 
on sports clothing.

Source: Henely Centre for Forecasting.
I.P.C. Marketing Monograph general conclusion is that in volume 

expenditure probably increased by around 50% between 1970 
and 1973. The recession halted growth during 1974 and 1975, but 
in spite of the continuing squee<e on real incomes in 1 976 and 1977, 
demand picked up again in those years.
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■I
+7.3%

w of sports

M TABLE 10

■I 1973 1977 % change 1973-1977

■
■ + 116.8%51302366

H
■

Source: Department of Industry.■ darts, table

»

M
91
M

5008
6991
4009

4280
322

1730
1659
2854
N/A
2156
1126

12371
8877
6694

11593
415

3527
1989
2956
4368
4277
2592

+
+

Racquets, racquet frames, 
cricket bats 
Golf clubs
Golf balls (new)
Gynasium equipment and 
appliances
Tennis balls, inflatable leather 
balls, golf balls (recovered) 
Cricket and Hockey Balls
Cricket, golf bags etc.
Sports gloves
Darts & dartboards
Skates
Fishing Tackle
Table Tennis equipment inc. tables

1974
55.4 1976

76.3 1977
69.7

1978
74.8

+ 147.0%
27.0%
67.0%

+ 98.4%
+ 130.2%

Ref. 8 gives sales figures for UK Manufacturers sales 
equipment:

+ 170.9%
+ 28.9%
+ 103.9%
+ 19.9%
+ 214.1%

The growth sectors of the market are racquet games, 
tennis equipment, gymnasium equipment, specialised sports goods 
carriers and fishing tackle. Golf remains important in terms of 
value sales because of the high unit costs involved. However, this

, . 4= ■ ^4- 4.^ i-hp effects of inflation. That golferssector was the first to reel tne eiieuco c 
. - j • „ hv the sector containing recovered golfhave economised is shown r>y tne sec tai­
balls which continues to enjoy healthy growth.

UK Manufacturers' sales of sports equipment by sector 
E1000 msp.

The Department of Industry's Business Monitor series give sales 
figures for UK manufacturers of sports equipment.

T5blS-2i_yK_Manufacturers_Sales_of_Sports_Eguipment
1973 1974 1975 1976 1977

Em rsp 42.3 55.4 64.2 76.3 94.7
% change - +31.0% +15.9% +18.9% +24.1%

Source: Department of Industry.
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w No. 17 Ref. 31

■ SPORTSWEAR

n
Em. Em.a 1971 3.671.20 3.671.20 100

1972 3.93 1064.161.54 1.45
6.551973 1127.342.38 2.13
7.10 1301974 9.222.90 2.23

0 6.96 15010.451975 4.35 2.90
9.61 16916.241976 3.576.04

11.88 19022.581977 3.256.18

Non-Proofed Clothing 
Specifically made 
for sport

Proofed Clothing 
for Climbing, Ski­
ing, Sailing etc.

Em. (1971 
Prices)

Em. (1971 
Prices)

Wholesale Price 
Index Clothing 
(1871 = 100)

Source: Ref. 7.
Sports Trader offers an explaihation for this dramatic rise
(see page )
Between 1960 and 1 973 the tennis equipment market grew by about 

two-thirds in volume and the badminton market roughly doubled. 
Squash from a much smaller base increased sixfold.

TABLE 11
MANUFACTURERS' SALES OF 

1971-1977

'■-St
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No. 18 Ref. 35

M TABLE 13
U.K. §ALES_OF_GYMNASIUM_EQyiPMENT_1  971 =1 977

Manufacturers' 1 .49Sales 5.20
0.45 3.43Exports
0.10 0.73Imports
1.14 2.50Home Sales

Business MonitorSource:

Ref .
value of U.K.
export market.

7 reports that along with this rise of 119% in home sales the 
production has almost quadrupled through the strong

1 971
Em.

1 977
Em.

*

-
!

R15
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I
£m.

2.131. 1971 3,420 4.69 3,4324.984,303

I 2.382/ 1977 1,800 22.03 7,35016.8611,360

■ Business MonitorSOURCE*

Manufacturers' sales of swimwear have more than doubled; in 1977H 13 million items of swimwear were sold at a wholesale valueover
of over £24 million.u

B
B
a
a
a
R
a
a
a No. 19 Ref. 15

a
a
a

«-***/—
CaWurM 
Z-M UanaM

OTHER of which 
Units (000's)

TABLE 14
MANUFACTURERS' SALES OF SWIMWEAR

1 971-1 977

WOMENS' & GIRLS 
£m. Units (000’s)

KNITTED_______
£m. Units (000's)
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LEATHER

I Em. Pairs(000’s) Pairs (000' s) Em.

1972 6.22 3,346 1.16 4020.831,419
I 21.251977 5,364 1.75 1,4901,417 4.09

H Source:Business MonitorTotal Em. Pairs

8.2119720 27.091977

K
II
n
n
ii on

many

I
R
■
fl
fl
fl
fl
fl

5,167
8,271

TABLE 15
MANUFACTURERS' SALES OF SPORTS FOOTWEAR 

_____1 971-1977

OTHER MATERIAL
Pairs (000's)

WOVEN MATERIAL
Em.

faster rate than equipment during 
change in social attitudes to­

wards dress, which has allowed the wearing of casual sportswear 
occasions other than the playing of sport.

•i//

’ from special^ fc 
I |V* windsurfing centres throughout the UK

The volume of waterproofed clothing for climbing, sailing, skiing 
etc. manufactured in the U.K. nearly trebled between 1971 and 1977 
and other clothing specifically made for sport more than trebled.

fo*sr. 

/ wu ■

This Airea has probably grown at a 
the Seventies, partly because of a

The Surfboot. A relatively 
new piece of footwear for 
surf boarders.

At*- mt** 
fl
■ /astzaZ

CRMRRO
Surfboot |

A Model ’82 I

L- \ riri J
•* \ aa-'xf r*' J &

KJ
evK
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consumer sector can
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9
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9
9
9
9
9
9

Expenditure on equipment for racquet games has been one of the main 
growth areas.

1973 the sports goods 
volume between 1970 and

!

In spite of the general recession after 
market has probably roughly doubled in 
1978. It is unlikely that any other major 
claim such a high growth rate.

Sports clothing and Footwear may well have grown at an even faster 
rate than equipment. Imports, particularly in the footwear market, 
have grown substantially.

This growth is confirmed by the rise in industrial production by 
U.K. sports manufacturers and the even stronger import trend. 
Imports now probably claim over a third of the equipment market.

In any month in the most popular quarter, around a quarter of men and 
a tenth of women take part in active outdoor sports of some kind.
The proportion for indoor sports is lower. The young and higher 
socio-economic groups are most likely to participate. The playing 
of a particular sport tends to be associated with linked activities, 

racquet sports and golf tend to be played by the same people.
Outdoor sports participation is very seasonal reaching a peak in the 
third quarter, indoor sports show less variation. Not surprisingly, 
cricket and outdoor swimming show the sharpest variations.
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Ref. 13No. 20■ So'a, Ccoyc Concert

N
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. Sport sells perfume, Coty actually went 

perfume ’Le Sport'

SPORT_AND_CONSUMER PRODUCTS

*

i

N

\iul»x' The rv» w apjx-jl l.c Spin" The Iragrarxe thai » •_i't ii

not been slow to recognise the growing 
' keep fit':

the
the American and French 

sports theme for consumer 
seem to be catching on. The sports 

products as cars, cos- 
cigarettes and

The advertising world has 
interest in sports and 
Advertising is very strong on 
products , but other markets 
theme is used to advertise such diverse 
metics, mineral waters, holidays and ironically 
alcohol.

as far as naming the
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No. 21 Ref. 10
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No. 22 Ref. 35

I
lotion by Stendhal.moisturisingTennis sells a

I

ombination of stamina, strength and 
has

I

OCHAS
IWW
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No. 23 Ref. 35
Dans les

f
Weight lifting sells Body Lotion by Facella.

fl
H

I
I
I

I Ref. 32No. 24

Triumph underwear.look sellsThe locker room

I

S0UPLESSE:28F.

SANSTROPSE RUINER. 
EH PARFUMERIE.

a
■

G^me pro'CCt'iCB Corps.
Ext’a.i d’or -jL':;awl“c • *

5: ’3
Pour 50 fare unJpfou loot w\

Face ’a, ur.e gattr-- <io procMK. T 
c!o <ch <-! de mfcqu ’Soge.

; c n :L'cj|rd- •

JO'J’yeG^r/’e

TRIUMPH HAS THE BRA FORTHE WAY YOU ARE 
..Kl L.’ flE Everyday dcthcsweren’

K designed to take the strain o 
I; energetic movement
|: Nor was your bra.
fij You need abrathatmcwes

II stretches and bends when 
' I you do One wsth comfortab’t
■ | non-si p straps that you can
| | count on staying put 
I | It’s calied the Triumph
I Sport Bra.
t There are two styles to
C choose from m smooth,

J J; stretchy Cottyiene? afabnc 
Ep B exclusive to Triumph.

| C ottyfene is made with
138 ■ L/cra*Io &w Hi’-round firm

W support, plus the cod corr/ori 
| you’d expect mem cotton.

III Pict ured here >s the Tn 
Action 2C61 w-th its deep U- 
back ano sear- 'ess cups -n 
sizes B. C and D it’s ideal for 
those who I ke to pby a hard 
and fast game

For the less energevc the 
front •fastening, central-strap 
back Fn Action 5001 <$ perfect 
tt too has seamless cups, m 
Sizes A. 8 ano C

Our latest addition to the 
f range s the Tn Action 4001 
j; made m a new open-kmt

■ R fepr.c .••■th cotton, nylon and
6 Lrra. It’s arable m wh.te and 

I B s’. ntone. both with contrast
trim Theadjustablestrapscan 

I p. be wom >na conventional.
8 haitcr-M-:k or crossover styfe. 

|: fi Sov/hatevervourgamcis.' 
I ;j xvear the Triumph Sport Bra 
I i! and you’ I be free to enjoy the 
| | acton
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No. 25 Ref. 35R Swimming sells cosmetics which protect and moisturise lips.

ft
2

No. 26 Ref. 9

I racing sells foot cream.Horse

I
I
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Barielle
Total Foot Care Cream

A thoroughbred did the legwork 
for your soft, beautiful feet.

BercZun Wiites Inc 558 Madison Avenue. N Y 1002? 1579 Barr,c!!e. Lid

Who would imagine a preparation 
we created for the calloused, yet deli­
cate areas on the legs of million 
dollar thoroughbreds would do won­
ders in keeping your feet luxuriously 
soft and smooth?

We discovered a similarity with 
a thoroughbred's calluses, and the 
calluses on a woman’s foot

So we refined our basic formula to 
create BarieileTotal Foot CareCream.

It concentrates on calluses. Hard- 
| ened soles. Chapped heels, arches.

And dry flaky areas in between toes.
And it's so gentle. It doesn’t con­

tain peeling ingredients or camphors 
to irritate sensitive skin.

Our thoroughbred did the iegwork. 
So let Barielle do the footwork. And 
pamper your feet to beauty. From the 
creators of Barielle Nai I Strengt hener 
Cream.

E
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Sailing sells a new colour range from Estee Lauder.H
■
i
II 1 \Ek ' /

I
..I V

I
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TAMPAXI Les

No. 28H Ref. 33

feminine productsI

'.change in the wind the. spang tstee Ijudermtrrxf.,. ri

SI
yESTEE LAUDER1"

Snorkeling sells 
/>. ■

‘ r

Er" '•

tampons doux avec les femmes

r' ■?■' •*

I

Jif \ 
r

cP*
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B No. 29 Ref. 31

Dance sells electric razors.I
n
■

i
I
I No. 30 Ref. 18

I sells underwear.Ballooning

II

II

I
I

Le Lady Braun elegance. Si doux, et incroyablement efficace. B R fl U fl

Lady Braun elegance. 
La douceur en douceur.

$R'’
Body Things by Maidenform ,
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No. 31 Ref. 16

Swimming sells mineral water.

I
■
i
i
i Ref. 35

I Tia Maria.sells alcoholSailing

I

No. 32

ih.it you look alter 
exercise, plus

• an important 
wait r. without so 

•r that trickles tltrough
■ Ashbouni- .Nestle

it to fruit juiii s

B

B
B

As! ibou nie’ Water- 
the natural drink for you. 
Yours is the only body you’ll ever have. s,. it's vital tl 

it well. .And looking alter your body moans taking tin right • 
tin- right food and drink. That's win \fkh-urnr Wat. r plays, 
part in helping you to k< ep fit. It's totally pun English «. 
much a* a truce of a calorie. Just crystal clear water that 
the cleansing layers of the Ih-rbyshire p« aks i hen. at A

I simply bottle it tor you: addingnothing hut thesparkl,.
.-IxZrX^/rKr Wati-r tastes d<-licious <m its own or add i

| tor a deliciously ditt.-rent a|>j»< a! And n-r health < nthu'iasts who u • 1 
stronger drink won't break the ntb-s lo'. '- .are. Water does w..ndertu) 
things Io wine and spirits too

■A'.libounie'Waier-a iiatiiml lorBritain.
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I te C^r»n» Sortjag Is tetjrz-.ztoftoffevft |

Freedom of Women sells cigarettesR Climbing and the New

Virginia Slims

R
R

Ifsnewlfsbeig.

More

fcu’ve come a long way, baby

VRGNA 4

h’l
In the crush- proof 

purse pack.

Cycling sells cigarettes - More : This advertisement is in­
teresting as it is also aimed at the young active executive
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kim

I Beautiful tennis playing women sell Kim:cigarettes

I freedom,

I A.
. X

I
I

No. 36 REf. 19

I and vitality sells Club Mediterranean HolidayWater-skiing youth

I Resorts.

I personally find advertisements 32, 33, 34 interesting - youth, 
beauty and the career girl are images I would not ass­

ociate with such an unhealthy habit as smoking - this is a good 
example of Advertisers trying to create an image.

CUIBMEDnTRRANEE.V
230'000 - 90 - W. ucct ; ' 

- Poet-Cl?c'ocwna 75033C«fe>CC
»»«*pnof«senprora>oe !3B ;
(9 'B0;30n 32 0uess (®;8?22» $X 1 ,J® 

O0, 0b»50 S-XfiuKi 'W.S’SUO ■
* S3 942ZAG«r*i» '27,29 n 44 j •. K 
Lr-. Ajencn Oc zizr/.-zi -ws '
vsvogn AjnotTxfxxJoOar&jc:’ Arse 
'•xr ! >^ess DcrjSfec •.-jufx-. eizaa> !

>:<9r-. rsrsy. v:-.cjr CK JC-cK

0<-rxr-.-c-i
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Now it’s official:I Maui is the best.

I
I
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Ref. 29No. 37Hawaiian Islands ol all.M] uniTeo AiRLinesR
a and Tennis sell Hawaii and United Airlines.Golf

a
a
s
3

I
Ref. 35No. 38I

involved in the■
I

Tennis sells luggage
of sports players

by Filia.
, particularly

Filia are very
Tennis and Snow Ski

tennis!
sts.j.sGOlFCGVt
Ur— ’■ ■■ ’• •-

sponsorship 
personalities.

act. . mar t't' ru v
champrcr.sHp cm*-' a'' 

si just o sben dr-.r a:-art Ar 
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IHEVrRA

I

Ref. 4No. 39

fl Tennis sells Trevira synthetic yarn and fabric.

II

i Ref. 18No. 40

1 Golf sells ladies dresses by Enea Gabrielli.

I

GMRKLLI
Milano

I

i

SOLE U.K. agent: Mr. RONALD SAMUELS 

12 Poland Street - LONDON WIV 3DE 

Tel: (01) 734.5002 - Telex 268048
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No. 41 Ref. 29

1

J

■
1

4 for cars
2 for beer

for Sports shoes

Polo Ponies sell mens aftershave for Ralph Lauren, the designer 
who has taken a polo player as his company logo. The logo now 
appears on ladies and gents clothing as well as his extensive 
ranges of cosmetics and perfumes.

When studying the creation of a sporting image for very un - 
sporty consumer products, I found that a French magazine "Actuel", 
a weekend publication aimed at family readership, illustrated 
just how prevdlant the practice has become among advertisers - 
one issue in May 1981 carried 14 advertisements.
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I for Sports Clothing 
for Cigarrettes 
for Windsurfers 
for Music Cassetts

6 direct sports products. Windsurfers, Running Shoes, and sports 
clothes.

One of the cars is pictured with a windsurfer on its roof and one 
of the bears is pictured on a camping holiday: Over half the 
advertisements in this one issue had a direct or indirect sports
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i Ref. 18No. 42

I

I

I

I

All this activity and 
fluence on fashion 
she must not only be beautiful but 
of a gymnast.

Iman, one 
Italian designer 
fashion photography.

energy naturally has had a great in­
photography, and on todays fashion model, 

she must also be somewhat

of Merles top ten models seen here in pose for 
Armani's clothes, a pose typical of 1980
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♦ No. 43 Ref. 16

No. 44 Ref. 14

I
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1
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I

and Vitality ofall the Energyshots show

todays

I

This could be from an exercise hand book, but it is in fact from 
a Fashion spread in English Vogue.

These two 
fashion

fashion
model -
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Ref. 13No. 451
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Ref. 17No. 46
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■
I 
I

achieved their slim but strong 
I would say that 

particularly the girl on the right.

north beach leather

Dublin's own Sharon Bacon demonstrates in an article on Beauty 
Secrets the exercise routine she goes through every morning to 
stay fit and supple.

gVMM.ui.ljj-rr?TT
w. xr.r> rurr u — 

I ESMfcVi
te. Tim. 'Uz. L'-.M?

•* 1*9 !*.■) U..M

1 Srr””™'
au . iata an *»•« r*~. *.| ►. ... r ■*. >9 .**» nr ru.«u:

Sharon's
! shapely 

secrets

These three models could only have 
shape by lots of exercise and healthy eating: 
all three work out with weights
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I 25§IGNERS_CREATE_2SPORTY FASHION"

line of casual 
offices or parties.

store could keep
In one

J J
- -

I

of this new look 
of her boutique 
clothes.. "I

in part two we have seen how Advertisers, Photographers and 
Models have been greatly influenced by the increasing public 
enthusiasm for sports and healthy living. The Fashion Business 
and its designers has also felt this enthusiasm, and many have 
taken this spirit of Freedom, Ease of Movement, and Vitality, 
and create clothing full of colour and energy. The forerunner 

was American designer Norma Kamali, the name 
"O.M.O." On My Own sums up her attitude to 

can make something to wear out of anything"
25, she told Time Magazine, and true to it, in 1 974 Kamali took 
a nylon parachute, rip cords and all, and produced the first 
fashionable jumpsuits. A couple of years later, Kamali,
of a sleeping bag, realized she would no longer have time to go 
camping, once her favorite pastime. So she cut up the bag, 
fashioned a fiber-filled coat and thus was born the precursor of 
the down clothing rage..

"In 1980" 
weren't wearing gray and more, 
to sweat-shirts ? So I bought 
cutting and sewing". 
staple of Army—Navy stores, 
haute couture outfits 
None of the items sold for more 
Kamalis in supply long enough to 
day, New York's Saks Fifth Avenue

she told Time Magazine " I noticed one day that joggers 
and I thought, hey, what happened 
some sweatshirt material and began 

She had taken the dull, cotton fleece, a 
and turned it into a 

that could be worn to 
than $80, and no 
satisfy her votaries, 
sold out its entire stock.
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No. 47 Ref. 21I

more
wanted.
fashion.

ft

I
i
i

Sweat Shirt and Pleated skirt from Norma Kamali’s best selling 
80/81 range; when asked if she could explain the fantastic 
success of her sweat-shirt range by Vogue ref. 17, she told them 
she believed that :

II

There has been the most incredible change in the attitude 
of women towards themselves and towards their clothes.
For instance, in the mid-6 O's, most women would buy clothes 
to please their husbands - after all, these men were paying 
the bills. Then in the '70s, women started working and 
earning their own money and became more adventurous in 
their attitudes. Women became more aware of their, bodies. 
They started taking better care of themselves through ex - 
ercise and diet-and, as their bodies improved, they became 

confident. This changed the kinds of clothes women
Today, women are most interested in easy, comfortable 

Designers can't get away with tricks anymore".
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The pieces in Kamali’s new collection for 
Jones Apparel work together or stand alone. 
A tunic-length sweatshirt worn belted as a 
dress, right; over matching pants, below.

I am 
suede and matte jersey 
to wear.

British Queen of Fashion - Jean Muir also looks to the movement 
of the body when designing. She told Vogue ref. 17 "My keys to 
design are the body (how it moves and what it has to do) . The 
creative spirit, and practicality or versatility". She continues 
"Most designers superimpose a shape on a shape. I design for a 
woman’s body as it really is. I know what it feels like to wear 
something that has too much fabric or something cut in such a way 
that you can't move easily. I always try everything on myself - 
and ! bet Sonia Bykiel does too - and I concentrate on how whatever 

fitting feels and-moves. ' Jean Muir's favourite fabrics are 
knitt, two sensuous and comfortable fabrics
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Ref. 26
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k Activewear

I
V

onomic,

of Actionwear, he envisages
to come.

I
I
I
I
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I

Jourre;

he sold 3.7 million pieces 
million in the years

This year 
selling many more

French Fret a 
and fabric reasons

words"Training" 
in the

In twenty 
up a 150 million franc (17.1 

sales outlets.

1

I1

' -
C ■ T'

PESIGNERS_CREATE_FASHigNABLE_SPORT

"Sweat-shirt"
Modern French language.

No. 49

and "Jogging"

worn even

Andree Courreges, when asked by Elie Ref. 
"look " in an Article Called:

’The true "Training"* suit, from its origins across the Atlantic
has become the fashionable "Sweat-shirt" and the "jogging". The

Porter business has transformed it for social ec-
but it still retains its original name."

Hello Sporty People, Hi Courreges summed it up in 5 words - 
Freedom, Life, Light (Lumiere) Colour and Fantasy". Since 1961 
Courreges has been creating clothes with a difference.
years he and his wife have built 
million IRE) business with 60 boutiques and 250 
In his Haute Couture and his more recent Pret a Porter ranges he 
has included a large percentage of Active Sports wear. When 
Elie asked who wore these clothes, he replied the passionate 
jogger and their exact opposite, the sports fanatic and those ob­
sessed with comfort. For those who love the world . Active­
wear has entered little by little into the modern women's Ward­
robe . Preceded by unstructured clothing, the fashion of cotton 

in winter, and jeans for all hours, even the evening, 
has become the base for every put together wardrobe.

* Note: The english
are in common usage
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"Today actionwear 

are not".

ement), will be 
Seen below.

(Survet 
ges. a long time"

Activewear 
says Courrei

Pierre Cardin claimed to have seen "Activewear" as a coming 
fashion look years ago, he told Fashion Showcase, ref. 27 while 
he watched women having lunch at chic French restaurants in 
their tennis dresses. "Ird say to myself, Have they just fin­
ished playing tennis, and they are sitting in a nice restaurant 
in their sweaty tennis dresses ? Or, are they going to play tennis 
after a three—course lunch ? No, I realized they were not going to 
touch a tennis racket, at least not anytime around lunchtime. They 
wanted to look active. That was the point. Cardin also believes 

is for women who are active and for those who
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line.
unisex.

"What could be more

jr he asks.suit
com-

a i
I

II

in black, 
in it.I

grey, 
fort. Because it is worn 
has carved its niche as 
reges, Cardin also believes 
he concluded " the average woman 

active 
People are

a woman wouldn't dare perspire

also, the true 
taining its growth, 
not just a trend".

comfortable to wear than a soft, fleecy sweat 
" he asks. "Even though now it is fashion and it has lost its 
ugly image, activewear is an alternative to jeans for
Because it is worn in the streets as lifestyle dressing, it 

part of a woman's wardrobe. Like Cour- 
Activewear will be with us for a while, 

is wearing it for comfort, but 
, sport apparel business is growing and main- 

staying in physical shape, and that's

Most activewear lines are spectator-oriented for spring '82.
Pierre Cardin makes this polished cotton and terry group above 

white and red so chic,
This is its third season to do the women's activewear

The look has a man-tailored approach to it without looking 
It's chic and the PC logo still holds magic.
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in Sports 
the wearing
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aging 
activities.

I

SO»e f»r
• Poe,

and like 
it has become 

line between true 
magazines have been 
what were traditional 
senting their products

1

With fashion
Fashion"
Sports"

designers like Kamali, Muir, creating "Sporty 
Courreges and Cardin creating "Fashionable 

increasingly difficult to draw a dividing 
sports wear and a fashion garment. Fashion 
presenting fashion in a sports context and 

sportswear manufacturers have been pre- 
as fashion.

compecf-e*p»*ed '•*
reuier c*c«SrK •mrgm

Pwr ‘ *'■* mtoc« tee.ce De-,<<-«, rov
•'«— repeiu -Aen ,ov "ee4 me— 
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boot: roz u*» 

for r-j? 4et>h o' me p>"/ 'Xfe 'c'*i 
prcfx-r-e erm M we to r^ej«-Se-t
Spoet, T-Xe 5p0rtrfl»etrf fcxo-Psid
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equipment manufacturer placed this advertise- 
Trader, "Pony Sport" "Pony After Sport", encour-

Of their socks after as well as during sporting

5poM.UK
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Swimwear manufacturers catalogue looks 
sports shot.

ctE5

This photograph from a
like a fashion spread than a
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shirt but

fit,ement says
atas theI

Jl
I

Chain Store's answer 
but with the Lacoste

p
I

’JCPenney

"The same 
well known knit,

ing them for years.
in American flea markets.

to the boom, an 
Alligator replaced with a fox.

comfort, quality, looks and easycare fabric 
about $5 less.

THE FOX.
The same fit, 
comfort, 
quality, looks and 
easy-care fabric as 
the well-known knit. 
At about ’5 less.

Only at JCPenney. 
A oood looking, great fining shirt 
that won t cost the sh.rt oH your 
!*Clt Dacron* PO’yestcr lor easy 
cane. 35% combed cotton for comfort. 
Frost yellow. Augusta green, wh.to, 
navy, frost blue, beige and other 
fashion colon Sizes S.M.L.XL.XXL. 
A»aJtab<* at Urge JCPenney stores 
■w Oraw. CUIOJ.

Probably one of the biggest activewear 
look and particularly the Lacoste Shirt, 
fortable garment to play many sports in. 
Vogue for "the Prepy Look " 
fashion, 
sive shirt.

successes was the Lacoste 
A practical and com- 
A few years ago with the 

this one shirt became not only high 
but also a status symbol, as it was and is a very expen- 

Inverted snobbery took over and anyone who was anyone 
was seen in an Old Lacoste. Anyone could walk in and buy a new 

"True Sporty Types" or those with "Taste" had been wear- 
Second-hand Lacosfs had a great re-sale value 

Photographed above the J.C. Penney 
exact copy of the original 

As the Advertis-
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1 came to fashionas1 in

I were

11.

Les mis Docksides’ americains 
dans les Magasins Manfield.

Cent annte. Io Docksides 
»e muJuphenl dans les ma^isins 
Manfidd,

En direct de chtz Scbago.

sailing shoe and the 
the Lacoste Shirt, 
Nave blue and Sneaker White). to 

returning to sport where new colours 
and exciting.

"Sneaker".

Another striking example of this crossing and re-crossing of 
the dividing line is the sports shoe.

This shirt is one example of a garment crossing and re-crossing 
the dividing line between activewear and fashion. The white 
shirt of the tennis court became the multi-coloured fashion 
shirt, and when it returned to tennis in its coloured version 
helped break down the tradition of white only on the courts - a 
tradition which is rarely adhered - to now and even at champion­
ship level.

pictured above the "Topsider 
These shoes have done the same

its original colour (Topsiders 
be re-coloured by fashion 

accepted as new
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I
I Keds Sneaker in an advertisement from a

U.S.I
■ and new technology.

1

I
I
i

w

Breaking down the barriers, presented
The Sneaker or

I 
I 
I 8

r

Pictured above,
Fashion Magazine.

on one page as both a fashion and a sports shoe.
tennis shoe has also been greatly influenced in shape by fashion
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This new approach to footwear shown above, using Velcro as fastenings 
was quickly adopted and adapted by sports manufacturers, 
its applications seen below was the Apres Ski Boat.
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in sports 
mixture c

I

new form j— 
quickly picked 

up with the 
am still 
shoes, which for 
large.

how hazy the 
has become. Numbers 
traditional fashion 

settings.

In conclusion, I feel these 
dividing line 

62, 63, 
looks 
Number 

of everything, all on

1

returned to fashion for menswear in 1 980 and was 
-- 1 up by women that manufacturers could not keep 

demand. I experienced this myself in Paris and I 
wearing (with 2 pairs of socks) my small size mens 

the sake of fashion . I bought two sizes too

last seven photographs illustrate just 
between fashion wear and activewear
64 show Activewear presented as in

and 65, 66, 67 show fashion presented
68 is from Elie magazine and is a 
one page.
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Activewear presented in
Traditional Fashion
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articles such as shirts 
often,it

In this study of 

participation in 

of sports equipment 
Designers and Trade 
in these areas.
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consumer products has been in­
in sports, and fashion models 

"The Energy Look" re-

We have seen how fashion clothing has influenced sports wear and 
fashion designers have found a new outlet for their talents in the 
designing of sports clothing. We have seen the cross pollenation 

between the fashion and sports worlds, with examples of simple 
and shoes crossing and re crossing the 

has become difficult tc define it.

We have seen how advertising for 
fluenced by the growing interest 

have now to be fit and supple to achieve 

quired by the 1980's photographer.

I

interest in fitness 
comfort, and sense 

characteristic of our times

ctive sports wear I have shown that the

£’Ort;''ng activities is growing, the sales
and clothing is increasing. Fashion
Magazines are predicting continual growth

I think this 
style,the clothes, 

bring,is a 
many years to come.

and searching for a healthy life- 
of well being that these 
and will be with us for
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L'image, le langage et leur controle, voila 
notre tendance en ce mois d'elections. Le 
controle de la communication est au centre 
des sourdes luttes entre les grands groupes de 
1'audio-visuel. Un langage common bien lisse 
suffit peut-etre pour tout tenir en main. Voila 
pourquoi nous nous glissons dans les coulis­
ses du cinema frantjais.

Que veut dire la liberte d’expression quand 
on s’aperfoit que les musiciens afrocubains de 
New York ne survivent qu'en enregistrant une 
musique qu'ils n'aiment pas trop, la salsa, 
controlee par un trust specialise.

La guerre Pepsi-Coca elle aussi montre bien 
jusqu’ou vont les affrontements d images au- 
jourd'hui. Et nous avons tellement peur de 
perdre le monopole du langage qu on 
dispute ferme pour savoir si les singes 
droit a la parole.

Comme le dit Coluche a Un homme 
politique qui fait rire n a aucune chance d etre 
pris au serieux.»

He, mieux vaut en rire, mais ?a n'est pas 
drole.

■

■ i 68 b's rue Reaumur - 75003 Paris Tel ■ 774 75 RO

| Edito

ous n e 
▼ vous in- 

| teressez pas a la politique ?
, • Vous avez tort, les mecs ! . Un comble :

f, . c est Coluche qui nous alpague il y a quinze 
I jours, lui qui ne votera pas. Raconter sa
I campagne nous a paru interessant. Coluche a 
t . revele le vide politique qui hante cette elec- 
■, tion. Pourtant, la politique a vide le clown.

. Une bagarre tres stricte a bani son langage 
pt faubourien de la tele et de la radio. Prive 
p-i d images, il a fini par avoir un probleme 
fT d'image.

L’imape. le lanpatre er lenr rnnrrnle voila

5-43. Rubriques
45. Passions : tennis, meteorites et cheval
Que fait de ses milliards un champion de tennis tchecoslovaque ? Comment 
savoir 1’age de la lune ? Peut-on exporter du sperme de cheval ?

54. Une nouveile drogue & Berlin : la Prusse
Flambee d’admiration pour la Prusse un peu partout en Allemagne, a 1'Est, a 
1'Ouest, a droite, a gauche, meme chez des ecolos et des anciens maos.

62. Pas un geste ou je te grille !
Un gamin de neuf ans braque une grosse banque au cceur de New York.

70. Pourquoi Coluche a dispam
Tous ceux qui sont venus le voir quand il avait 11 %. Et comment on 
ferme la gueule. Le clown en salopette a-t-il fait si peur ?

76. J'ai fait les folies de Paris-Hollywood
Que decouvre un faux producteur americain qui s'installe dans un 
Paris ?

80. Mais ou t'en vas-tu guitars ?
La guitare-baton montre son nez, suivie de la flute en altuglass et de l’arc-en- 
bouche a micro-contacts. Les amphis et 1'electronique ont libere les instru­
ments.

88. Ce singe se prend pour un homme
Un singe gui parle est-il encore un singe ? Nous sommes alles interviewer des! 
chimpanzes aux Etats-Unis. Une culture singe est en train de naftre.

98. Peau artificielle pour les grands brules
On a trouve le true pour faire pousser de la peau en eprouvette.

108. Pepsi attaque, Coca vacille
« Garmon ! un Coca I» On vous apporte un Pepsi. Qu’est-ce que fa veut dire ?
116. Salsa meets jazz : ca fait bourn ! |

Chaque fois qu’un percussionniste cubain debarque a New York, il est! 
meilleur que le precedent : les batteurs de congas connaissent soixante et ur 
rythmes differents.

126. Notre imposture chez les riches
Deguise en ma.tre d'hotel et femme de chambre, nous sommes partis a la 
recherche de la France des cousins et des chateaux. Et nous nous sommes fait 
engager par de curieux patrons.

178. Calendrier
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Preconisation exclusive (Jp Pilote 3 000.

les performances, les equipements et 1’economie de la voiture de 
demain. Changement de vitesse Super-Shift, arbres compensateurs, 
diesel a turbo compresseur, direction auto-stabilisante, volant re- p 
glable, 4 freins a disques, convertisseur hydraulique anti-vibrations. 11 

Pilotez la voiture de demain, roulez en Mitsubishi.
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En France les 
soldats desertent. Irakiensparanos

cas d'invasion sovi^tique de la Pologne, des boat-people t&me- 
-es pourront gagner les cbtes su^doises J deux cent cinquante 
jmdtres au nord de Gdansk. La Suede pr^voit d’en accueillir neuf 

tie en deux jours.

l E$ OLIVIERS SONT MECONTENTS
ins le Midi, quand le vent souffle de la mer, il porte tout un tas de 

sidus toxiques qui se deposent sur les arbres. Les forets du 

toral vont se transformer en bois sec.

oitie plus de dteerteurs recenses en 1978 qu’en 1973. 4 856 

ilitaires ont quitth les casernes en courant, soit 0,54 % de 

•nsemble des effectifs. La plupart appartient a des families 

imbreuses et modestes.

intrairement A ce qu’affirme une grosse campagne de pub, le 

imant est devenu un mauvais placement. Le prix des pierres 

ilfees a baissd de 50 % sur le marche des professionnels. En 

vanche, les emeraudes, les perles et les rubis montent tres fort.

3 million de cheques sans provision en 1980, c’est-a-dire 32 % 

■ plus qu’en 1979. Mais le nombre des gens privte de leurs 
fequiers par les banques a baissd de 3 %.

La proliferation des chiens errants provoque plus de plaintes que la 
violence et les probfemes de circulation rdunis. A New York, les 
sales betes fechent sept tonnes et demi de crottes et trente-cinq 

mille litres de pisse dans les rues.

Depots deux mois les militaires s agitent un peu partout. Putsch ou 
tentatives de putsch en Espagne bien siir, mais en Thailande. au 

Soudan, en Mauritania, au Surinam.

Premiere prise d’otages dans une prison psychiatrique, en Prusse 

Orientale. Les prisonniers de Tcherniakhovsk ont retenu leurs 

infirmiers et dresse des barricades pour protester contre ces 

medicaments redoutables qui provoquent I’angoisse.

Les habitants de Novosibirsk trouvent la vie difficile. Ils recoivent a 

peine soixante grammes de viande par jour. Ou disparait le reste 
des rations 7 II sert a nourrir les chiens domestiques et les renards 

blancs qu’on sieve pour leur fourrure. Pour avoir un beau pelage, 

ces bestioles consomment egalsment une telle quantity d’huile de 

foie de morue qu’il n'en reste plus pour les enfants.

GRANDE-BRETAGNE : MONTMARTRE A HONG-

Douze jeunes « artistes » franqais ont efe arretes par la police pour 

avoir vendu au porte-h-porte des tableaux « typiquement montmar- 

trois » qui dtaient en fait peints d la chaine t) Hong-Kong.

Est-ce la guerre qui rend les Irakiens paranos ? Us commencent $ 

exteuter leurs savants, sans autre motif apparent que la peur qui 
prend souvent les militaires devant les gens qui en savent trop.

A Osaka, au ddbut des anntes soixante-dix, on avait cree des 

n hbtels pour bdbes ». II s’agissait d'aider les prostitutes et les 

entraineuses de bar. Elies pouvaient y laisser leurs enfants plu- 

sieurs jours ou plusieurs mois. Aujourd'hui, il n’y a plus assez 

d'hbtels pour bebte. Deux mille quatre cents baby hdtels accueil- 

lent pourtant d6jh cent mille marmots.

La temperature de la terre va se rechauffer, A cause de tous les 
dtehets qui forment teran dans /'atmosphere. On peut craindre que 
sous I'effet de la chaleur les roquettes sovfetiques ne se dtelen- 

chent toutes seules.

FA :LA P'.
pus voulez entendre un poeme ? Si vous habitez Kiel, Hanovre, 

itrebruck ou Mayence, vous decrochez votre telephone. Un re­

indeer vous fecitera des morceaux de poteie allemande moderne 

j classique. Gros succes. Les Allemands vont installer des telc- 
times pohtiques a Stuttgart, Hamburg, Munich, Breme...

UNE :V!VELE PRESIDEN T LENNON L__ _  __ I
« Quotidien du Peuple » I'affirme : il n’y a pas encore eu en Chine 
e seule bonne analyse marxiste-feniniste du Rock. Impossible 
e les milliards de personnes endeuilfees par la mort de Lennon 

lent simplement corrompues ou dteadentes.

^uis Reagan, c'est Hollywood partout. La location des limousi- 

aJ_grimpe en ffeche, les diners fins, les visons et les nceuds 

qTAJons reviennent j la mode. Depuis fevrier, un traiteur en renom 

fPATashington a augmenfe son chiffre d'affaires de 20 %,

TATSUFc
/Vew York existe une sorte de club ou les excifes peuvent venir se 

^fouler. Contre dix dollars ils donnent des coups de pied contre 
gf Portes et cassent des piles d'assiettes. 
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Ford Fiesta, la vie a I’aise. Ford Fiesta, la vie moins chere.
I vraies places, un grand coffre, avec 5,61 d’ordinaire aux 100*, 1ererevision 
tayon arriere,(1.205dm3 de volume des 2.500km gratuite, revisions 

principales tous les 20.000km. 
"8,2hires a 120Km/h ct 7.9 lures en circuit urbain (Normes UTAC).

Ford Fiesta, la vie active.
Traction avant, moteurtransv&i 
et du punch en 3,56 m hors f, | 
pour se faufiler partout. fl
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Un petit joint
POUR LA ROUTE

La tele fait 
LE TROTTOIR

Les alcolos
NE FONT PAS DE 

VINAIGRE

d
PALL MALL FILTRE 

American tobacco Company.

I
plr

A!

| Detecteur de\
I r * mensonge, bouteille et petit joint)

... .. ? r .. .... _____________ ”■ T-”?-___ ____ Z3MB0P,

' un petit 
drogome-

Vision d'avenir: des tas de gens marchent dans 
j rue, la tete penchee en avant, le bras gauche 
Heve, comme s'ils regardaient I'heure. Ils vont 
pus dans le meme sens. C'est devenu obligatoire. 

y avail trop d'accidents: on a du instaurer des 
ens uniques pour pietons, des rambardes de

Pour etudier les effets de I'alcoohsme, des 
chercheurs faisaient picoler des rats de laboratoire.

• Horreur! s'ecrient les adversaires de la vivisec­
tion. Vous n’avez pas honte de saouler ces pauvres 
betes '

— Les rats tiennent I'alcool beaucoup mieux 
que nous, repond le docteur Timothy Peters, 
chercheur britanmque. Un rat qui aurait la taille 
d’un homme pourrait s'envoyer douze bouteilles 
de scotch par jour sans risquer la cirrhose.»

En cherchant a percer le secret de leur endu­
rance, Peters a decouvert que les rats ont un 
metabolisme completement different du notre. 
Les cellules de leur foie possedent des organes 
specialises pour degrader I’alcool en acetaldehyde 
puis en vinaigre. Cette reaction se produit aussi

Securite le long des trottoirs et supprimer les 
reverberes.

Les responsables de ce nouveau coup porte a la 
vie sociale sont lesjaponais. Ils ont trouve pire que 
le walkman : la tele-bracelet.

Pour fa, il fallait miniatunser, inventer un autre 
systeme que le tube cathodique pour former 
1'image. Les Japonais ont confu un ecran a cris- 
taux liquides, comme pour les montres et les 
calculatnces. Lecran, extra-plat, se regarde a la 
lumiere ambiante. Plus il fait jour et-pius I'image 
est nette. II a I'avantage de consommer dix mifie 
fois moins d’electricite qu'un tube cathodique.

Matshushita, Toshiba et Hitachi viennent cha- 
cun de mettre au point un prototype Le plus petit, 
celui de Toshiba, a les dimensions d'une calcula- 
trice extra-plate et ne pese que trois cents gram­
mes. Le probleme, comme on vise une clientele 
jeune, c'est d’arriver a produire des engins pour 
moms de 2 000 F.

Seiko, le fabricant de montres, semble avoir pris 
une longueur d'avance. II est le seul a presenter un 
veritable prototype de tele-bracelet. L’lmage, lege- 
rement bleutee, mesure vingt-trois millimetres sur 
trente trois. Elie devrait etre vendue pour 800 F 
maximum en 1983.

Un barrage de police sur la route. Une voiture 
i’arrete.

«Soufflez la-dedans, dit le flic
— Pffou !»
Le ballon est un peu bizarre, mais I'automobi- 

iste ne s'inquiete pas : il n a rien bu avant de 
prendre la route

« Attendez un moment», dit le flic, et il tend le 
gallon a un type en blouse blanche qui s'enferme 
Jans une camionnette. Quelques minutes plus 
ard, le type en blouse blanche revient

• Posit if», glisse-t-il a I'oreille du flic.
Le flic se tourne vers I'automobiliste
• Alors, mon gaillard, on setait roule 

oint pour la route ? Rien n echappe au c 
re. Suivez-nous.»

Encore une invention qui vient de Californie. Le 
irogometre detecte dans I'haleine les moindres 
'races de tetrahydrocannabinol, le principe actif 
:le la marijuana, meme si fa fait deux heures qu'on 
. fume son dernier joint. Pour I'instant, I'appareil 
In est encore au stade experimental. Il faut plu- 
|ieurs heures pour analyser le ballon en labora- 
Dire. Mais son inventeur, le docteur Stanley 
Iross, pense qu'il sera bientot aussi mamable que 
alcootest.

chez I'homme, mais beaucoup moins bien. 1
£a fout par terre toutes les theories de I'alcooTX 

lisme faites a partir d'experiences sur des rats. ngl
Quand il a voulu voir ce qui se passait vraimer 

dans les cellules des alcolos, Peter a trouve qu' IB 
leur manquait une enzyme, celle qui transforme; 
I'acetaldehyde en vinaigre. Du coup, cette subs 
tance s’accumule dans le sang et reagit avec de tK 
molecules du cerveau pour former un derive d 
I'opium. Resultat: des le premier verre, le type sc j 
met a planer. II en reprend, et comme fa ne luii / 
donne pas d'aigreurs a'estomac, il devient encor^S 
plus accro. IB

« Si ^a se trouve, conclut Peters. L’alcoolism 
serait du a une anomalie genetique. Les gens^tl 
auxquels il manque la bonne enzyme seraient^B 
disposes a boire.» '
—— ■imr1 T —HKR . r. ra

Un bon truc pourI
LES MENTEURS E

Le detecteur de mensongc, ou polygraphe, a urlBf 
petit avant-gout de chaise electrique : on vousiff' 
colie des electrodes sur la poitrine et sur les mains, 
et on vous bombarde de questions embarrassamBg! 
tes. Lorsque vous dites un gros mensonge, votre ]■) 
coeur bat plus vite, votre respiration devient sacca 
dee, les paumes de vos mains transparent et lai 
resistance electrique de votre corps diminue.

Le docteur Martin Orne, de l’universit6 
Pennsylvanie, n’etait pas convaincu de 1’efficacitc M 
de la machine. Pour verifier, il fit 1'experience avec-BL 
quarante-quatre etudiants volontaires qu’il repartit i‘ v 
en quatre groupes. BLj

Au premier groupe, il donna 1'ordre de repon- 
dre la verite aux questions des examinateurs. Auxm{ 
trois autres, il demanda de mentir. Mais 1'un des- 
groupes de menteurs refut des comprimes 
d'Equanil, et un autre de faux comprimes: Ornei^ 
lui-meme avait menti en disant aux cobayes queB, 
e'etait de I'Equanil.

Et puis tout le monde passa a la question.
Resultat : la machine designa correctement tous 

ceux qui avaient dit la verite. Elie detecta les trois- B 
quarts des menteurs qui n'avaient pas pris deB 
tranquillisant, et elle se planta completement avec " 
ceux qui en avaient pris. -
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Changer de ton dans 
ibbile. Opel lance un super 
Jll’: la Kadett CB. line serie Speciale 
I) incorporee. Elie a tout pour faire 
Telle.
JETT CB .• EQUIPEMENT AFFIRMATIF I Volant sport, compte- 
#suie-glace arriere. Question gueule, tu la recois 5/5 : 
» metallisde, bande laterale tricolore, sigle exclusif CB.
JETT CB .• ELLE ROULE QRO2I Traction avanf, 6 CV, janfes 
h, question de route, tu peux la moduler sur toutes 
bences. Elie reste branchee I
1 - I—Q_____________ I___

LA KADEH CB : UN PRIX CHARLIE BRAVOI 37.200 F* seulement. 
CB comprise (22 canaux FM, 2 W). Mais attention, c'est une serie 
limitee. Ne reste pas en stand by3. Branche-toi vite sur la longueur 
d'ondes de ton concessionnaire Opel. - Roger?4.
Allez 73 + 51 + 8815
LEXIQUE CB: 1. voiture - 2. super - 3. attente - 4. compris - 5. amities, poign&e de ma 
grosses bises.
’ Modele 81 -1200 S - 3 portes. Prix cl6s en main.

©m ©iw iws ©
. I A / r " 1-----------■ ii .-■.mi ,i ____ _____ ____
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le droit de respirer 
jnu

lieres ehaussures 
jfe

SI

L '^X
Un pied prive d'air dans une chaussurede sport, c'est 

antinaturel et malsain. Preuve en est. tous les ddsagrements 
(mycoses, champignons, ampoules, etc.) dont se plaignent 
de nombreux joueurs de tennis.

Aussi. apries des recherches en laboratoire et des 
enquetes aupres de joueurs projessionnels. TBS cn’e une 
chaussure de tennis nh'olutionnaire : une chaussure a “air 
pulse". Le systime it “air pulsf combine deux elements 
totalement nouveaux. une reserve d'air et une ventilation 
interieure. La ri'senv d'air est siluee a I'interieur du talon. 
.4 chaque retombee du talon stir celle d, elle est utilisee 
comme une pompe pour renouvcler Pair a Pmterieur 
de la chaussure.

Avec son systime a clapci. ccUe pompe aspire lair 
pris it Pexterieur pour le jaire circuit a TiniCneur. Ceci, 
grace u une premiire pourvue de canaux de distribution. 
Cette veritable chambre it air joue le role d'amortisseur lors 
des retombees du pied.

Par ailleurs. cette chaussure benejicie de I'avantage 
technique propre a toutes les ehaussures TBS : la "i oule 
plantaire suspendue" qui attinue jusqua environ 30% 
des repercussions d'ondes de chocs le long des janibes. Il 
exisle plusieurs modules de ehaussures de tennis TBS en toile 
et en cuir. en vente chez les meilleurs specialistes du sport.

TBS.L’imagination technique.
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Qua nd le silence 
prendra la parole

:ur 
d’eux-

ce,

entendra la greve de ceux

qui fait du mot le 
temps necessair^^^i 

de silence, ou nous n'aurjMMlEj

IWrd'entre 
^uence. Et le 
>as celui qui, le 
e dernier mot,

clame la pan 
assez d
asse:
qu

ui
I lot 

de
sous 

_ Sts, de 
L>?g. ,e Polo.

f des ra- 
f (e prendre 

pWr pour eux. 
Mira la parole, 
p auront plus 
s, silence...

ons le silence. Un moment — Donnons 
■arole. Parce qu'il est une autre forme de 
ue — un dialogue 
s du silence — le t 
■ion du silence. Imaginons al< 
■e de silence, ou nous n'aur^ 
Jfclence pour parole. Quar^Wl

;la parole, <ja evitera 
fcpn 1’air, lancees co- 
^kjh'aura plus'■

qui en ont assez du 
silence, de cette majorite silencieuse qui re- 

--i------roj-Tf^p.1’ ’ -^de ceux qui en ont 
ceux qui en ont 
■travail, de ceux 

p commun, 
Ik dans les

■ent met- 
, < qui en 
fc x qui se 
Kts, ceux 
^Bjs ceux

I fort la 
; travail, 
■ grand 
nsports,

Goutez la force, la finesse d'une grande biere d’Alsace, 
brassee par Kronenbourg. Goutez la legerete d'une 
biere sans pesanteur. Et evadez-vous avec elle.
BIERE OBERNAI. DES CALORIES EN MO1NS,IE PLAISIR EN PLUS.

bl 

deuu^^^^Hj 
le

les plu^H|||| 
ricn a

I siisor^Hgl 
lui la p.mSBgl 
dialogue

■ lence du s^B 
oiration uB 
,ogue de sil

pa 
^■^Tmposera le 
■rsilence.

certains mots, qui font souvent si per 
■on nose les pror ’’—nr d'eu:
es, par un simr 
i aussi fait se 
out simpler 
s. Ce n’er 
«Silence 
Unte!^^, 
Mai 
Et '

Et un silence qui veut en dire long, 
ra enfin le dire. Un silence jusqu'alors 
lent deviendra totalement incomprehen- 

On se comprendra a demi-silence. On 
era son silence d'honneur. On pourra se 
e dans le silence de la mer, comrne on se 
aujourd'hui dans un flot de paroles. Les 
,es d'Evangile deviendront des silences 
eux. Quand, au Tribunal, on criera « La 
e est a la defense •, il sen suivra un 
ce de mort. On n'en viendra plus aux 
, mais aux silences.

routes ces affaires, qui passent trop 
ent sous silence feront enfin du bruit, 
tut s'il s'agit d'une simple affaire de mots, 
ae deviendront ceux qui font des affaires 
de simples paroles, ceux qui ont la parole 
; qu'ils ont de Largent, ceux qui font 
:t Largent sous silence, ceux qui sont en 
res avec Largent et ceux qui ont a faire le 
Ce sur leurs affaires, et qu'il ne faut jamais 
e sur parole.
A ecoutera aussi des chansons de silences, 
.'on ne tiendra plus compte ni de la 
i<jue, ni des paroles, mais des silences.
Cs disques entiers de silences. Des plages 
isques silencieux, des plages entieres de 
Ce, des greves desertees par la parole. Des 
cs silencieuses. Meme si une greve essaie 
jurs de faire le plus bruit possible. On

Des disques entiers de silences. Des plages 
de disques silencieux, des plages entieres de 
silence, des greves desertees par la parole. Des 
greves silencieuses. Meme si une greve essaie 
toujours de faire le plus bruit possible. On 
entendra la greve de ceux qui en ont assez du 
silence, de cette majorite silencieuse qui re­
clame la parole. La greve de ceux qui en ont 
assez du travail, la greve de ceux qui en ont 
assez de ne pas avoir assez de travail, de ceux 
qui en ont assez des transports en commun, 
ceux qui en ont assez d’etre tasses dans les 
transports en commun, ceux qui veulent met- 
tre leurs transports en commun, ceux qui en 
commun, manquent de transports, ceux qui se 
sentent communs dans leurs transports, ceux 

t un silence admiratif pour tour 
qui les ' 'jnsportent. On entendra tresB 

qui dorment pendant le
BjB qui travaillent dans le ' 
^■rpmmeillent dans les tran-' 

de dodo au boulot, 
et^Rivrant la bouche du r 
'un dodo sans boulot, d 

j, de dodo sur les«^_ 
is les noix de coco 
x, de boulots dan* 
’S rouleaux, de ’ I 

* melo, de 
de ceux

qui ont

greve
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petits mais la chemise Lacoste est toujours d la 
mode. Aujourd’hui le monde entier vit en Lacoste.

Lo raquette presence est one requeue Lacoste.



Cinema suite de la page 147
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MERICAINE SUPER LEGERE. NICOTINE: 0,4 MG. GOUDRONS: 3,9A

<

les voir, je 
aux Ameri-

ressortir un succes de 1'an dernier pour asstirj 
la recette.

A 20 h 30, le concierge du Bristo^H 
previent: ■ Mme B. vous attend.

— Faites monter...»
J'ai la voix tellcment lasse que le conc^— 

me demande si je vais bien. Mme B. 
encore une rousse, assez belle. Elie port^™ 
gros scenario et s'aperfoit bien que je rerti: 
que ses jarretelles. Bref, elle a un sujet et^_ 
m'annonce sans complexe que Dennis IE 
per a accepte de jouer le role principal®

de 1'Est, ils ne glandouillent pas, ils se demer- 
dent et foncent.

•J'ai quatre heures de film, venez 
suis certaine que fa peut plaire 
cains.>

Elie m’emmene. Elie veut me coller quatre 
heures de projo. Okay. On passe prendre une 
copine a moi et on se tape route une bobine : 
carrement 1'enfance de Maria. Ai'e. C’est dia- 
lectique et tout. Je le lui dis. Qa ne lui fait rien. 
Pas vexee une seconde, Maria m'enverra une 
invitation quand son film sortira.

Dans la rue, ma copine m'explique que 
meme si 1'un des trois geants, Gaumont ou 
UGC sortait le film de Maria, i! serait liquide 
en une semaine ou deux. Il font ce qu'ils 
veulent : ils peuvent le mettre dans une petite 
salle et ne pas le laisser moisir. Ma copine 
prend un autre exemple :

■ Tiens, fa arrive en ce moment a Brialy. 
Les maiheurs de Sophie... Ne parions pas de 
qualite, ni de style, voyons juste 1'effort de la 
chaine pour distribuer le produit et le vendre. 
Gaumont place le film dans un bon cine pour 
demarrer, le Franfais. Mais regarde les autres 
salles : ABC, Athena, Gaumont-Convention... 
pas genial. Tu vois : une seule salle pour creer 
un mouvement d'interet, e'est plutot mince.

— Je ne comprends pas la manoeuvre. Ils 
ne croient pas au film ?

— Non, ils n'y croient pas, mais ils ont 
signe et ils sont obliges de le sortir. En le 
testant au Franfais, Gaumont se garde de 
toute fafon une ouverture, au cas ou le Brialy 
plairait. ■

11 y a trop de films 1 Quatorze sorties cette 
semaine, une rafale. S'ils ne marchent pas tout 
de suite, on les vire et on passe a autre chose. 
Au pire, s'il y a un trou, on peut toujours

ques, degraissent la production, preparent le 
travail aux gros et n'en tirent aucun benefice.

Dimanche matin, le telephone sonne tot:
■ J'ai lu votre annonce dans le Monde, je 

voudrais vous voir. ■
La voix est agreable, je joue 1'Americain 

efficace : > Venez tout de suite. ■
La fille hesite longtemps :
• D'accord... J’habite a cote.»
Le temps de sauter sous la douche et la 

voila, petite et rousse, des lunettes d'ecaille sur 
un visage mal reveille. Suzanne P. est tres 
intimidee par le Bristol et ma casquette.

• Alors Suzanne, qu'est-ce que vous avez ?
— Euh... Un long metrage. Cja se passe 

dans le Sud de la France, pendant la derniere 
guerre... Ecoutez, j’ai envie de vous le lire... Je 
Pai pas lu depuis un certain temps... En fait je 
l ai ecrit il y a six ans.»

Hou la 1 Je n'ai surtout pas envie qu’elle me 
le lise. Je lui arrache ce maudit synopsis des 
mains, et je comprends au premier coup d'oeil.

< Ce n'est pas un synopsis ! (ja ne raconte 
pas une histoire, en tout cas fa ne donne pas 
envie de lire le scenario... Vous 1'avez relu 
recemment, votre true ? >

J’observe la parano de Suzanne grossir a 
vue d'ceil.

• Non... Moi je le connais, le scenario... 
Vous comprenez, je ne sais pas vendre. •

Je la calme. En deux mots, fa raconte une 
femme qui evoque ses fantasmes.

« Mais elle ne fait rien pour se liberer, votre 
femme 1 Pire, elle se suicide !

— Qa tourne autour de la vie et de la mort.
— Mouais... On est en 1981, les choses 

evoluent, les reseaux, 1’homosexualite, les 
clubs de rencontres. Elle ne prend pas sa vie 
en main, votre heroine. Comme e'est ecrit, fa I 
ne peut aider personne.

— Oui... A lepoque je n'allais pas bien. I 
Aujourd'hui, peut-etrequ’elle sen sortirait...

— Qu'est-ce que vous faites dans la vie ? I
— Psychiatre. •
Bourn ! Suzanne P. va retravailler son sujet. 

Promis. Et Maria Koleva la remplace, une 
Bulgare qui entre vigoureusement dans ma 
suite du Bristol et commence a m’expliquer 'I 
oue mon annonce est imprimee juste au- 
dessus de la sienne dans Le Monde. On p. 
represente une de ses pieces dans un sous-sol 
parisien, on a meme tourne le film de cette 
piece.

— Vous avez des scenarios ?
— Oui. Mais je prefere livrer un film 

acheve, comme fa je n'ai pas de problemes de 
censure. J'ai le materiel, une camera, un nagra, 
une salle de montage dans une chambre de 
bonne a la Bastille... •

Quelle energie 1 Elle me fait penser a For­
man et a Polanski. Ah, ces genies de 1’Europe
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IBouchons, klaxons, ronchons,cm

1 
sans limitation de kilomdtrage, 3 mois pour le prix de vente ■ 
hors taxe et ces garanties sont toutes valables dans les 650 * 
points de service V.A.G. du rdseau Volkswagen et Audi.

Done maintenant si vous vove^ 
mobiliste souriant dans les c..,^UU|( 
regardez bien, il est surement en Polo.

ou Location de 6 mois d 5 ons par VoIU

Quant a ses garanties elles sont nombreuses et n 
au de ce que vous venez de lire: la Polo est ■ °U 
is par control centre les perforations inter;9aranti.e I 
osseries dues a la corrosion*, Ivotre concessi^3 1
5 donnera toutes les informations necessaires)^^ , ,^nc rnamrenant si vous vovez lin * 

Elie est aussi garantie 12 mots pieces et main-d'~,, mobiliste souriant dans les emboutl-H Quto’ 

*«*" Poto.U mo “ „
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de choisir une cassette Maxell

MAXELL, LAHIFI-PLAER

Qus ' ' u la ■ ’ sfcp@s 
on a v

Void une gageure dans le domaine du reglage chrome.
Avec la cassette Maxell XLIIS. les enregistreurs les plus performants 
peuvent enfin donner le meilleurd'eux-memes. C'est un modele de 
perfectionnement. Elie offre une gamme dynamique impressionnante 
sur tout le registre des frequences, notamment dans les extremes. 
Soutenus par les basses a I’ampleur imposante, les aigus repondent 
dans toute leur clarte au realisme des mediums. R^duits jusqu'a 
n'etre plus perceptibles, le souffle et la distorsion ne s'opposent 
plus au rendu du son le plus pur. Dotee d'un mecanisme de haute 
precision, la XLIIS ne connait ni pleurage ni scintillement.
Pour la position Chrome, le choix s'impose: XLIIS, une cassette de 
prestige signee Maxell. Commetoutes les cassettes audio Maxell, 
elleestgarantiei viec).
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•Echango InvnMat. en cas ib«n improbable, d insatisfaaon jur STnpleoeman<jeaHjrmjn Fr n r. 
. limitation de durce ROT^c^til ^«,^ntadmisencasd obso!«c1.-n:eouU[wtwca$wtte

Distribu6par Harman-France
33. Av. du MI-de-lattre-de-Tassigny. 94120 Fontenay-sous-Bois
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categoric lourd.
18 mai 1980: Sainval vice champion 
d’Europe categorie moyen.
Bruno Sainval diffusion, 
94, rue de Grenelle - 75007 Paris, 
tel. (1) 320.62.46 +

25 Octobre 1980: une planche Sainval 
Vecteur’S de serie tire un skieur nautique.
13 Octobre 1980: Sainval champion du

I’EXPLO/r
I
] Wr^80

r^o80
^2e^80

monde longue distance feminine.
7 Septembre 1980: Sainval champion de France open 
categone feminine.
7 Septembre 1980: Sainval champion de France open 
categorie moyen.
7 Septembre 1980: Sainval champion de France open

/

/ /
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• J Saimal Competition



Ge qui est formidable, c'est qu'on pourrait k> 4 
gourmande alors que c'est un modele de sobriete> 
90 km/h, 8,0 I a 120 km/h, 8,6 I en ville IPob 
ipeciale), elle boit peu, et de I’ordinaire I 

oustenez a cequeje continue? Eh I 
ien e e est equipee, d’un double circuit 

nntrei(nu9ie en dia9onale, dune direction 
o-stabilisante et de pare-chocs boucliers avarf'

Dans les embouteillages, la petite Polo se glisse com me 
une souris,- son petit tour de taille etsa direction a cremaillere 
lui permettent toutes les astuces pour se faufiler. II faut dire 
que pour arranger les choses elle a du nerf et de la reprise, 
la petite, meme si tout pa se passe en souplesse. Vous voulez 
un petit exemple de son talent ? 0 d 100 m en 12,9 secondes 
(Polo GLS) et quand la route se ddgage, si elle en avait le 
droit, elle vous piquerait un petit 154 km/h sans broncher.

• Consultez votre concessionnaire, pour connaitre les modalites de la garantie carrosserie centre les .few.Modele represente: Polo GLS, jantes speciales et peinture metallisee en option. 3 provoques par la corrosion.


