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SPORT MARKETING RESEARCH INSTITUTE

University of Northern Colorado

Mission

The University of Northern Colorado Sport Marketing Research Institute (SMRI) aims to enrich the learning experiences of graduate students studying sport administration by conducting field research for sport enterprises that wish to better understand how their presence affects our community. Toward this end, the SMRI provides high quality research opportunities for graduate students preparing for careers in sport management and in so doing, provides a valuable service for sport organizations.

Our Strengths

·  Researchers are graduate students from a nationally recognized (NASPE/NASSM approved) sport management program

·  Highly qualified researchers with extensive research experience

·  SMRI Board of Directors consist of faculty who are respected internationally

·  Ability to provide high-quality service at low cost due to low overhead

·  Serves philanthropic interests of companies that want to support education

·  Experience with local and national sport organizations

Previous and Current Clients

USA Taekwondo, Denver Nuggets, YMCA of the Rockies, Budweiser Events Center,

Larimer County Fair, Greeley Stampede, Race for the Cure, World Archery

Championships, LPGA, University of Northern Colorado Athletics

Research Services

Customer Satisfaction Service Quality

Economic Impact Public Relations

Marketing Sponsorship Recall/Recognition

Spectator Analysis Clientele Studies

Analyses

Descriptives/Frequencies

Crosstabulations

Analysis of Variance (ANOVA/MANOVA)

Multiple Linear Regression

Categorical/Thematic Analyses

*SPSS 13.0 for Windows is utilized to perform all analyses.

PROCEDURES

Purpose:
The purpose of this study is to obtain demographics, member behavior, purchase intention, and lifestyle information from the current members of USA Fencing. Information obtained from this study will provide USA Fencing and their current sponsors with an easy-to-read document so sponsors can effectively evaluate their investment. Information from this study will further assist USA Fencing staff members in educating potential sponsors with more valuable data about USA Fencing so sponsors can best leverage their association with the organization.

Protocol: 

Data collection took place from January 4 to January 24, 2007. In an attempt to survey members from a variety of geographic locations, Internet survey protocol was employed. At the beginning stage, email invitation with a link to the survey was sent to the potential respondents by USA Fencing. A material incentive (a raffle to win USA Fencing merchandise and apparel) was provided to encourage potential respondents’ participation. All respondents were advised that participation is voluntary and that all information is remained confidential. No questionnaire required the respondent to disclose his/her name or other identifiable personal data. Initial communication with members of USA Fencing was made on January 4, 2007. Due to a very strong initial response from the membership, no follow-up email was necessary and the survey was closed after 20 days in order to begin data analysis. The absolute cut-off date for receipt of the surveys was set on January 24, 2007. 

Questionnaire Parameters:

Questionnaires were designed to reflect the needs of USA Fencing. Survey items included questions about the demographics, member behavior, purchase intention, and lifestyle characteristics of the membership of USA Fencing. USA Fencing was provided the opportunity to ask 5 questions (Q18~Q22) in addition to the standard demographic and sponsorship survey.

TOTAL SAMPLE SIZE: 658
EXECUTIVE SUMMARY

Initial communication with members of USA Fencing was made on January 4, 2007. Due to a very strong initial response from the membership, no follow-up email was necessary and the survey was closed after 20 days in order to begin data analysis. The absolute cut-off date for receipt of the surveys was set on January 24, 2007. A total of 658 surveys were completed. 

Initial analysis of the results indicated that the membership of USA Fencing is predominantly Caucasian/White (83.4% of the respondents), affluent (43.9% of the respondents have annual household income of over $100,000), and highly educated (56.9% of the respondents have at least a college degree). Further, approximately half of the respondents are married (46.8% of the respondents) with no children under the age of 18 living at home (58.8% of the respondents). They are typically homeowners (56.3% of the respondents) and frequent Internet users (91.9% of the respondents make purchases via the Internet and 63% spend at least 7 hours per week using the Internet).

61.7% of the respondents have been members of USFA for less than 5 years. However, they are likely to be very actively participating in fencing (64% spend 5 or more hours participating in fencing every week and 58.7% participate in 4 or more sanctioned events each year). Also notably, most members are actively following fencing via the Internet (72% spend at least one hour per week on fencing-related websites).

The data also indicate that USA Fencing’s membership is highly involved in the sport and the organization. They are also loyal to the organization with 85% of the respondents indicating that they are at least “likely” to purchase a product or service from a USA Fencing sponsor. This is significant since approximately 55% of the respondents spend an average of at least $100 per month on fencing-related goods and services.

More detailed information about the results of this survey is available in the “Conclusions” section as well as in the “Charts & Graphs” section. Further, there is a “Recommendations” section included to give you some ideas about how to use this valuable information about your membership. If you have any additional questions about the results of this survey, please do not hesitate to contact the Sport Marketing Research Institute.

RESULTS

Demographic Information

· 61% of respondents were Male and 39% were Female.

· Respondents ranged in age from 13 to 66.  41% were between the ages of 13 and 33. 40.3% were between the ages of 34 and 54. 10.4% of the respondent were over 55.

· 83.6% of respondents were Caucasian/White.

· 44.1% have annual household incomes of over $100,000. 
· 56.9% of respondents have at least a college degree. 18.5% indicated that their highest level of education is some high school or less than 9th grade. 
· 47.6% of respondents indicated that they are single. 46.7% of respondents indicated that they are married.
· 58.8% indicated having no children under the age of 18 living at home.  36.2% indicated having one or two children under the age of 18 living at home.
· 14.2% indicated living in CA.
· 30.3% of respondents indicated that they are student. 18.3% considered themselves to be Upper or Middle Management while 21.3% considered themselves Trained Professionals.
· 56.3% of respondents own a home.

· Over 91% make purchases via the Internet.
Membership Information

· 32% of respondents have been members of USA Fencing for less than two years while 24% have been members for over ten years.
· 40% spend 1-2 hours per week on Fencing-related websites

· 45% spend 1-2 hours per week reading Fencing-related publications. 
· 65% spend 5 or more hours per week participating in Fencing-related activities such as coaching, officiating, training, etc.)

· Over 76% of respondents indicated that participating in Fencing is their primary reason for membership.

· Over 87% of respondents attend at least 2 USA Fencing sanctioned events annually while over 78% participate in at least 2 USA Fencing sanctioned events annually.
Purchase Intention

· 51% of the respondents indicated that they were “likely” to purchase products or services from a USA Fencing sponsor.  21% indicated that they were “very likely” and 12% indicated that they were “extremely likely” to purchase from a USA Fencing sponsor.

· 48% were “likely” to purchase from a USOC sponsor.  12% were “very likely” and 7% were “extremely likely.”

· Approximately 60% of the respondents indicated that they spend between $50 and $300 per month on Fencing.
· 61% of the respondents watch between 1 and 6 hours of television per week.
· 61% of the respondents listen to the radio between 1 and 6 hours per week.
· 69% of the respondents indicated reading magazines for between 1 and 4 hours per week.
· 75% of the respondents indicated that they spend at least 5 hours per week on the Internet.

· 24% of the respondents indicated playing video games for between 1 and 4 hours per week.

· 54% of the respondents fly between 1 and 4 times per year. 13% fly more than 8 times per year.

· 45% rent a car between 1 and 4 times per year.

· 45% of the respondents stay in a hotel 5 or more times per year.

· Over 20% of the respondents regularly participate in the following activities:

· Arts/Theater (45%)
· Walking/Running (45%)

· Concerts/Music (44%)

· Travel (42%)

· Fitness/Aerobics (40%)

· Festivals/Special events (35%)

· Volunteering (33%)

· Photography (32%)

· Weight training (31%)

· Educational Lectures (24%)
· Hiking (21%)
Notable Cross-Tabulations

· Cross-tabulation 1 indicates that the respondents having annual household incomes greater than $125,000 is more likely to engage in certain leisure activities.  In particular, travel, walking/running, arts/theater, concerts/music and fitness were indicated more frequently among relatively higher income members.

· Cross-tabulation 2 reveals that members of USA Fencing indicating their primary reason for membership as coach, participant/athlete, and family member spend the most hours per week using the Internet, followed by watching television and listening to the radio. 
· Cross-tabulation 3 indicates that number of USA Fencing sanctioned events in which members attended annually is not significantly related to likelihood that member will purchase products from USA Fencing sponsors and USOC sponsors.  In addition, number of USA Fencing sanctioned events in which members participated annually is not significantly related to likelihood that member will purchase from USA Fencing sponsors and USOC sponsors.

· Cross-tabulation 4.1 indicates that USA Fencing coach, participant/athlete, and family members spend the most hours per week engaging in Fencing-related coaching, officiating, competing and training, followed by surfing on Fencing-related websites. 
· Cross-tabulation 4.2 indicates that members who have affiliated with USA Fencing for more years tend to engage in more hours of surfing on fencing-related websites, and reading fencing-related publications. No significant relationships were found between year of membership and hours of watching fencing-related TV channels, listening to fencing-related radio stations, and engaging in fencing-related coaching, officiating, competing, and training.

Customized Questions

· 37% of respondents indicated that they typically spend less than $15 per person on food each day while attending fencing competitions, 28% typically spend $15 to $25, and 17% typically spend $25 to $35.

· 76% of respondents indicated that they most frequently take cars to fencing competitions, 20% most frequently take planes, 1% most frequently take bus, and 3% most frequently take other vehicle.

· 38% of respondents indicated that they generally spend less than $50 on travel, 17% spend $50 to $100 on travel, and 9% spend $100 to $200 on travel.

· 60% of respondents indicated that they generally spend less than $100 per person and per night at hotels, 32% spend $100 to $150 at hotels, and 6% spend $150 to $200 at hotels.
· 94.4% of respondents indicated that they spend their time watching other fencers when they are not competing, 54.3% spend their time going to restaurants, and 43.4% spend their time sightseeing.
RECOMMENDATIONS
1. USA Fencing’s membership is affluent and very likely to travel (including renting a car, flying, and staying in a hotel). Further, 58.8% do not have children under the age of 18 living at home so they are not restricted in terms of a potential travel schedule. Consider enhancing current travel-related sponsorships, perhaps even including travel packages to and from fencing events. In addition to being affluent and having an affinity for traveling, USA Fencing membership is also heavily involved. They spend a considerable amount of time viewing fencing-related websites. Further, most members attend and/or participate in multiple sanctioned events each year. This provides potential sponsors with 2 ways to reach your highly loyal membership. 
2. Of course, USA Fencing membership is going to be heavily involved and interested in physical fitness. However, this research indicates that they are also involved in a variety of other arts and entertainment activities. In particular, travel, arts/theater, and concerts/music were indicated more frequently among relatively higher income members. This provides both current and potential sponsors an opportunity to market themselves outside of traditional fencing-related products/services associated with those leisure activities. As students account for approximately 30% of the respondents, there are possibilities for educational businesses (i.e., book and stationery companies) to get involved in programs of the USA Fencing as sponsors and to earn benefits from these sponsoring activities.
3. Utilize the USA Fencing website as more than just an information platform. USA Fencing membership uses the Internet frequently and almost all members use the Internet to make purchases. Getting them deeper into the website for other reasons than to acquire information would attract more visitors to more pages within www.usfencing.org, thereby enhancing the value of banners on the website. (It is noted that only Adidas, AT&T, and Visa have their logos/banners posted on the USA Fencing homepage and sponsors subpage. In addition, only Adidas and Visa provide links to their corporate or service websites.) Further, USA Fencing could provide sponsors with other forms of online advertising besides the few banners that currently exist.

4. Cross-tabulation 3 seems to indicate that numbers of sanctioned events members attended and participated annually were not significantly related to the likelihood that members will purchase products/services from USA Fencing sponsors and USOC sponsors. USA Fencing could enhance the visibility of USA Fencing sponsors by placing signage at the competition venue. In addition, the logo of sponsors can be printed on USA Fencing documents (i.e., pamphlets, newsletters, and magazines) and membership/event application packages.
5. Due to the training intensive nature of fencing, there is a high percentage of participation in fencing-related activities by members (64% spend 5 or more hours per week participating in fencing-related activities, such as coaching, officiating, competing, etc). Therefore, it may be beneficial for USA Fencing to use face-to-face marketing techniques to reach members in addition to Internet and publications.  

6. Approximately half of the USA Fencing members are married (46.8%) and over 40% are between 34 and 54 years of age. However, only less than 8% of the registered members are supporters, fans, and family members. This discrepancy sends a message that USA Fencing might consider upgrading the current supporter/family package to expand its membership. Possible tactics include offering: (1) family discounts, (2) members-exclusive merchandise discounts, and (3) specially-priced fencing related travel packages. Given that the USA Fencing members are engaged in arts and entertainment activities and events being held in various cities, providing activity/tourism information and/or discount packages in the host city could also be a possible tactic to attract supporter/family members. 
7. Of the respondents, more than 20% were a relatively younger group between the ages of 13 and 18. To retain or expand membership in this desirable market, consider utilizing word-of-mouth communication. Strategies to promote word-of-mouth may include organizational networking (affiliate programs), providing unique experiences, and giving away incentives for referrals and recruiting behavior. In addition, adding blogs or vlogs (video blogs) contents to the website can enhance communication with your members which may also lead to new ideas and improved services. Providing video clips, such as moments of significant performance in the past or presenting upcoming events, can stimulate interest and involvement of the members. 
DEMOGRAPHIC INFORMATION

Question 1: What is your gender?
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Question 2: What is your age?

	Age
	# of Respondents
	Percentage

	13~15
	62
	9.4
	

	16~18
	74
	11.2
	

	19~21
	38
	5.8
	

	22~24
	33
	5.0
	

	25~27
	17
	2.6
	

	28~30
	17
	2.6
	

	31~33
	29
	4.4
	

	34~36
	21
	3.2
	

	37~39
	26
	4.0
	

	Age
	# of Respondents
	Percentage

	40~42
	36
	
	5.5

	43~45
	31
	
	4.7

	46~48
	52
	
	7.9

	49~51
	54
	
	8.2

	52~54
	45
	
	6.8

	55~57
	34
	
	5.2

	58~60
	19
	
	2.9

	61~63
	12
	
	1.8

	64~66
	3
	
	0.5


Question 3: How would you classify yourself?
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Question 4: What is your annual household income?
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Question 5: What is your highest level of education?
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 Question 6: What is your marital status? 

[image: image6.emf]Married

47%

Single

47%

Widowed

1%

Divorced

5%


Question 7: How many children under the age of 18 do you have living at home?
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Question 8: In what state do you currently reside?
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Question 9: What is your occupation/employment status?
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Question 10: Which of the following best describes your role in industry?
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Question 11: Do you own a home?
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Question 12: Do you purchase online?
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MEMBERSHIP INFORMATION

Question 13: How many years have you been a member of USA Fencing?
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Question 15: What is the primary reason for your membership?
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Question 14: How many hours are you participating in Fencing per week?
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Question 16: How many sanctioned events do you ATTEND annually?
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Question 17: How many sanctioned events do you PARTICIPATE IN annually? 
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PURCHASE INTENTION

Question 23a: How likely are you to purchase a product (or service) from a sponsor of USA Fencing?


[image: image18.wmf]73

128

309

66

24

0

100

200

300

Extremely Likely

Very likely

Likely

Not likely

Not at all likely

Count


Question 23b: How likely are you to purchase a product (or service) from a sponsor of United States Olympic Committee?
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Question 24: On average, how much do you spend on Fencing each month? (Including lessons, equipment, apparel, publications, travel, merchandise, etc.)
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Question 25: How many hours do you spend each week:
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Question 26: How many times each year do you:
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Question 27: Which of the following activities do you participate in regularly? (Check all that apply)
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NOTABLE CROSS-TABULATIONS

Cross-Tabulation 1 - Lifestyle Analysis: What kinds of activity do USFA members with various levels of household income participate in regularly? 
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Cross-Tabulation 2 - Information Channel Analysis: How many hours per week do USFA participant/athlete members spend on the selected informational activities?  
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Cross-Tabulation 3 - Purchase Intention: What is the relationship between number of sanctioned event ATTENDED, number of sanctioned event PARTICIPATED IN, USFA sponsor product/service purchase intention, and USOC sponsor product/service purchase intention?
Bivariate correlation analysis revealed that no significant relationship was found between:

· sanctioned events attended and USFA sponsor product/service purchase intention;
· sanctioned events attended and USOC sponsor product/service purchase intention;
· sanctioned events participated in and USFA sponsor product/service purchase intention;
· sanctioned events participated in and USOC sponsor product/service purchase intention. 
Cross-Tabulation 4.1 - Fencing-Related Consumption Behavior Analysis: How many hours per week do USFA participant/athlete members engage in the selected fencing-related activities?
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Cross-Tabulation 4.2 - Fencing-Related Consumption Behavior Analysis: What is the relationship between year of membership and hours per week engaging in the selected fencing-related activities? 

Bivariate correlation analysis suggested that members who have affiliated with USA Fencing for more years tend to engage in: 
· more hours of surfing on fencing-related websites (Pearson correlation coefficient equals .13); 

· more reading fencing-related publications (Pearson correlation coefficient equals .18); 
No significant relationship was found between year of membership and hours of watching fencing-related TV channels, listening to fencing-related radio stations, and engaging in fencing-related coaching, officiating, competing, and training. 
CUSTOMIZED QUESTIONS

Question 18: While attending fencing competitions, how much would you say you typically spend per person on food each day?
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Question 19: What mode of transportation do you most frequently take to fencing competitions?
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Question 20: How much do you generally spend on travel?
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Question 21: How much, per person, per night, do you spend at hotels?
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Question 22: When you are not competing, what do you spend your time doing? (Check all those that apply.)
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Thank you from the

Sport Marketing Research Institute

University of Northern Colorado














































*Includes fencing, reading, martial arts, skiing, ultimate Frisbee, diving, and crafts.





*Includes professor, owner, homemaker, educator, sales.











*Includes coach/instructor, business owner, researcher, architect, sales, and consultant.
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