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We, the Brits, have always been 
an outlier. Not quite as 
advanced on urban cycling 

trends as the rest of Europe, but ahead on 
off-road riding culture, yet arguably trail-
ing the USA in some respects, notably 
gravel, but even that’s different here. 
We’re an island, with our own complexi-
ties, laws, regulations, standards, customs 
and quirks. Sometimes we can be incred-
ibly hard to understand for an outsider 
and truth be told, sometimes we can’t 
make our minds up internally too.  
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Two highly recognisable faces from the bike industry, 
Adam Garner and Dale Vanderplank, are back in the 
business. Under the Adaptive DCS banner the duo 
are providing a plethora of services to harmonise 
routes to market for brands. 

ADAPT, OVERCOME
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Our government’s faces and minds 
change like the wind and as a result our 
businesses sometimes can’t decide 
whether they’re staying, leaving, investing 
or divesting. Welcome to the UK; possibly 
one of the most puzzling territories in the 
world to do business with. Local knowl-
edge, then, is quite important.  

Adaptive DCS is the new venture of ex-
Moore Large directors Adam Garner and 
Dale Vanderplank. The duo are looking to 
play translator of the British market to 
the long line of brands either currently 
looking for a route in, or simply a better 
understanding of why we require such 
wide tyre clearance on our bikes 
compared to the drier climates. The busi-
ness will offer distribution, consultancy, 
sourcing services, marketing and other 
services to its clients.  

Dale begins by saying that distribution 
is tough, but it’s not become “obsolete” 
in the market’s turbulence.  

He says: “Where a brand is on its jour-
ney can play a significant part in the 
decision about how best to approach the 
market and that for me is one of the 
reasons why the distribution landscape 
is going through such dramatic changes. 
Remaining agile as a business, by being 
both willing and able to adapt to the 
changing needs of the market, is going 
to be fundamental to long-term success.” 

16,000 square feet of space located in 
the south of Derbyshire – that’s enough 
to comfortably host 50 containers’ worth 
of product – is a heck of a space, but 
indicative of the quick momentum the 
duo has been able to build with both 
clients they’ve worked with for years and 
new business alike. The difference is 
that none of the stock held is bought or 
owned by Adaptive DCS. Brands can opt 
simply to use the facility and invoice 
dealers directly or have the team handle 
the paperwork on their behalf. The 
menu of services is apparently open and 
adaptable, with Adaptive doing “as much 
or as little as a brand requires.” 

“The benefit in us not buying stock 
like a traditional distributor is focused 
on the point that there are too many 
margins in traditional distribution and 
we want to offer the brand more flexibil-
ity to be able to reward the dealer, 
reward the consumer, or do other things 
with the extra margin like investing in 
more marketing or events and improv-
ing customer service,” explains Adam. 

On site there’s an office that coordi-
nates the effort, with a handful of staff 
on hand to manage the logistics and any 
mechanic work that needs doing.   

“The operation is typical of any ware-
house, goods are organised on a variety 
of racking systems and shipped out the 

same day via one of our carrier services. 
Unlike other 3PL sites, we know bikes, 
we know what makes them work and 
this allows for really speedy customer 
service requirements for our clients,” 
says Adam of the setup.    

Needless to say, part of the duo’s brief is 
to make sense of the now unique trading 
rules with the UK for international 
brands. They’ve been there and done it 
many times before, getting goods through 
customs first go. In a world that demands 
fast door-to-door service understanding 
the nuances of accessing Britain’s market 
can make all the difference. 

“There are obvious challenges around 
cross-border trading with the changes 
brought about by Brexit.  For brands with 
limited experience of that, passing goods 
through customs can be a minefield, 
especially with small, more frequent 
orders going to multiple delivery address-
es. We live in a world where choices 
around who we buy from and what we 
buy are endless, so any complications, 
delays, or additional cost around either 
the order process or simply receiving 
goods can be a barrier to successful trad-
ing,” explains Dale.  

Once a brand is landed the fun can real-
ly start. It’s one thing to be able to set up 
the infrastructure to sell, but quite another 
to make sales and drum up demand in a 
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Adaptive DCS offer OGA UK (Tern Bicycles) 
– warehousing, distribution and support

“ONCE A BRAND IS LANDED THE 
FUN CAN REALLY START. IT’S ONE 

THING TO BE ABLE TO SET UP 
THE INFRASTRUCTURE TO SELL, 
BUT QUITE ANOTHER TO MAKE 

SALES AND DRUM UP DEMAND IN 
A SPACE WHERE THERE’S NO 

SHORTAGE OF COMPETITION.”
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space where there’s no shortage of 
competition. Here the duo is offering up 
what they say is a ‘light touch’ marketing 
service that can steer a global brand’s 
campaigns in the right direction.  

“What we do is support ideas in terms 
of access to media contacts, getting 
reviews published and PR done. All that 
we create is local market-specific 
content, we work closely too with local 
athletes and creators.” 

As the pair did at Rouleur Live with the 
3T brand, they’ll also be the local face of 
a brand, representing labels on their 
behalf at shows, events, races, and 
demos, thus saving the brand cost. For 
3T, Adaptive DCS will handle all sales 
activity taking an inherited list of local 
stores and developing that business over 
time. In this instance, the duo know they 
have on their hands a brand that’s got a 
strong following and thus isn’t a hard 
sell. That said, brand credentials are one 
thing, placing a product in stores that 
have become increasingly selective over 
shop floor priority is harder. 

Knowing well the recipe for success in 
getting bikes into stores from a standing 
start, Dale says.  

“Gone are the days when a brand can 
place unrealistic demands on its 
customers and expect them to roll over 
and accept it. There is way too much 
choice available now and in part, that's 
come about because people are 
prepared to shop about, to find brands 
that want to work with them. There are 
also so many other factors that come 

into play, not least having great products 
and a first-class backup service, but also 
support with marketing, to help drive 
customers to their stores. Getting prod-
uct to the account in a timely way to 
secure a sale too.” 

Of course, the market is more unset-
tled at present than at any time in most 
of our memories. Brands are finding 
themselves without sales channels and 
local partners at a moment’s notice and 
at no fault of their own. “We would like 
to sympathise with all those affected by 
the most recent of market changes; 
having gone through similar difficulties 
we know it isn’t easy,” explains Adam. 
The pair have weathered their own 
storms and with that comes a resilience 
and understanding of the market’s 
turbulent evolution as it happens. There 
has likely never been a trickier time to 
make a market entry.   

“Again, it comes back to knowing the 
market, knowing what works, and know-
ing what doesn’t,” concludes Adam, 
adding: “There’s been so much change in 
a short period of time and one thing is 
clear, distribution needs a new approach, 
that’s what we have done and we provide 
access to the UK market in different ways 
and at varied levels of input.”    

 
CONTACTS...  
e adam.garner@adaptivedcs.com 
t 07971 991630  
e dale.vanderplank@adaptivedcs.com 
t 07971 991632
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SUPPORT IDEAS IN 
TERMS OF ACCESS TO 

MEDIA CONTACTS, 
GETTING REVIEWS 
PUBLISHED AND PR 

DONE. ALL THAT WE 
CREATE IS LOCAL 

MARKET-SPECIFIC 
CONTENT, WE WORK 
CLOSELY TOO WITH 

LOCAL ATHLETES AND 
CREATORS.”

WHAT THE BUSINESS DOES: 
• Provides UK retailers with some of 

the best brands.  
• Mixes up standard distribution, 

providing more profit/margin for 
the brand.  

• Allows brands to build and tailor a 
package that works best for them.  

• Offers a one-stop solution for the 
retailers’ needs: sales, marketing, 
aftercare.  

• Connects brands with their 
customers, offering specific 
market intelligence.  

  
THE SERVICES OFFERED: 
• Import/Export Clearance  
• Marketing and Events   
• Customer Aftercare  
• Returns and Warranty   
• Distribution and Fulfilment  
• Agent-based Sales  
• Warehousing and Logistics  
• Mechanics, PDI and Servicing 
 
THE CLIENTS 
(at the time of writing): 
• Greyville – Consultancy 
• OGA UK (Tern Bicycles) – 

Warehousing, distribution and 
support 

• EMU Bikes – Warehousing and 
distribution, plus PDI of all bikes 
before sending to dealer or 
consumer.   

• Hatat Rentals – Import, export and 
logistical requirements for the 
cargo and bike share markets   

• 3T Bikes – Sales representation, 
marketing, events and bike demo 
events.  

• Outdoor Revolution – Consultancy 

WHAT IS THE BENEFIT 
OF ADAPTIVE DCS?

Adaptive’s growing clients 
roster includes 3T and – as 
this magazine goes to press 
– Italian shoe brand UDOG
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