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Abstract

Introduction

This study aims to analyse demographic, socio-economic and psychographic variables
underlying consumer expenditure on sports apparel, i.e. sports clothes and shoes. It is
acknowledged that background variables of this kind provide a marketing tool to
segment sports markets [1]. In the literature a relationship between demographic,
sociocultural and economic determinants and sports expenses has been demonstrated
[2]. For example, men generally spent more money on sport than women. Other social
variables, however, seem to be inconsistently correlated with sports expenses. It has
been shown that sport-related variables are more important to explain sports expenses
than social background variables [1]. Active involvement in (recreational) sports is
rapidly growing among adults, especially among women and older adults [3]. As a
consequence, it is expected that this demographic segment has increased its interest in
sporting goods. Given the purchasing power of adults, they become an interesting
target market for the sporting goods industry. This is the third segment, after university
students in sport programs [4] and teenagers [5], being analysed in the framework of a
series of international comparative studies on sports consumption.

Methods

Data are retrieved from a cross-sectional sample of parents of school-aged children in
Belgium (Flanders). In total 1355 adults (i.e., parents between 27 and 87 years of age)
participated in the study. A standardised questionnaire, originally developed for
university students [4], was adapted for children and adult populations. The
questionnaire includes three sections, i.e.: (a) consumer expenditures on sporting
goods, i.e. apparel and equipment, (b) participation in leisure-time sports activities,
and, (c) socio-cultural and socio-economic background of the families. The focus of
this contribution is on apparel expenditure only. ANOV A-statistics were applied to
describe differences in sports apparel expenditures between sport participants and non-
participants. Secondly, grouped data regression models were estimated to examine the
effects of the independent variables on the consumer expenses in sport (Grouped Data
Procedure in Limdep [6]).



Results

Only a minority of the adults does not spend money on sports apparel (8,9%).
Interestingly, the proportion of inactive adults (27,7%) outnumber the non-consumers,
indicating that sports products are consumed by non-participants as well. Sports
participants and non-participants both wear sports apparel during work and/or leisure
time (F=0,432, NS). Table 1 presents the results for a selection of grouped data
regression models for sports apparel. In the first model age is negatively related to
sports apparel expenditure, whereas there is a positive relationship in the two other
models. In all of the models it is clear that subjects from the highest educational group
are likely to spend more money on sports apparel compared to people with a primary
educational level. The second and third models include psychographic variables such
as attitudes towards sporting goods and watching sport on TV. In the third model
sports related variables such as the level of sports participation and sports involvement
of friends strongly contribute to the explanation of the expenses on sports apparel (t-
values included Table 1).

Table I Cogfficients for Grouped Data Regression Models of Self-Reported Expenditure on Spores

Appars]

Wrnable Madel] Model! lodals

Estmae  tvalue | Estmats tvlue | Estimae =l
Cavzrani -131.58+ L33 -318,1E%=# 643 | -ITLAGHEe -£,20
Sex

Mile g}

Famale -5 400 334 -1E58 -1,BE -25,20% 1,40
Age -1,32 -1.41 147 112 LB5* 02
Educational level

Primary (ref’)

Secandary 4509 156 43, B0 207 ns 1,59

Higher {7 year degroa! LT L LTT 63, TE" 293 37,80 153

Higher (4-3 year degrea) el 308 72400 321 18,5904 141

Higher fiiversioy level) 123,05 457 123, 4+ 29 110, TG de 4,55
Family size

< 3 membars (v}

4 mgmhars 6,24 043 987 0,735 305 0,38

J mgmbars -1.38 249 E4 040 3.B2 0,27

= & members -TOTeH 347 HETLD 365 | -E0TEMe 18,76
Spi00ts participation parmear

Ne frgft)

Yes 35, 5pe4s 445 | 4pa7ees 227 | 4aamees 1050
Lewel of sporis pariicipaton

None rgfl)

Maderare 0B 63w 10,57 189 37%ee 10,38 136300 #+ .09

Meadium 303, Taeer 1317 155 Baves 12,05 152 S4res pad 1

Tterse 412 D0 155% 33B,0E%e 13,08 B Rl 1080

Irrgguiar (Teascmal cniy) 225,73 £72 215,590 201 164, TTeee €70
Ardtmds towands spoming goods 29.444ee 2,20 25, 1 e 1038
Spiorts partcipation Sends 13, 5144s 736
Watching sport on TV (frequancy) -11,51%+ -1,62
Likalihgod Eatta Tast (DF) 464 35(14; p=1001) 143,101; p=.001) 157, 39(2; p=2001)

T=pe T, Th= pe UL, T = pe




Discussion

The results indicate that consumer expenditure on sports apparel is determined by
demographic, socio-cultural as well as psychographic variables. Among others,
education, family size, active sports participation and attitude towards sporting goods
are found to influence the amount of money spent on sports apparel. These findings
are in line with the results from other studies [1][2]. Similar to previous findings, the
results of the different models show that sport-related variables stronger determine the
financial expenses on sporting goods than the social variables. Although inactive
adults also seem to be purchasing sporting goods, sport expenditures do increase with
a higher level of sports involvement, whereas social background variables only play a
secondary role.
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