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Technical report – Sport England market segmentation 

The Sport England market segmentation is built primarily from the 'Taking Part' and 'Active People' surveys
, and helps explain individual’s motivations, attitudes, behaviour and barriers towards sport and active recreation. It is underpinned by key socio-demographic variables, thereby ensuring that the segments can be geographically quantified and appended to both customer records and the Electoral Roll. Therefore every adult in England can have a Sport England segment appended to them, whilst a market segment profile can be counted at any geographic level within England down to postcode.
It was this key requirement to be able to geographically quantify and append the classification to customer records which drove the methodology adopted for this project.  Key socio-demographic variables were used as the link between the sport and active recreation details in the two sport surveys. It was also this common set of indicators that enabled us to link our sport data to other datasets. This enabled us to apply the classification outside the restricted set of individuals who responded to Active People and Taking Part.

Using the ‘Taking Part’ survey a series of propensity models were built to predict the likelihood an individual would have to take part in an activity or have a particular motivation or attitude towards sport and active recreation. The ‘Taking Part’ survey was used as it contained attitude and motivation questions and therefore provided the most comprehensive insight, whilst ‘Active People’ insight was used to enhance our understanding of each segment.  Propensity modelling is a statistical technique that assigns the probability of displaying a particular behaviour/attitude to each demographic category. The differences in these probabilities are measured for significance by comparing across the sample population as a whole. Those models which show the most significance are subsequently extrapolated across the whole England adult population.

The key demographic variables used within this propensity modelling process were selected based on the assumption that they were available in both surveys and on Experian’s consumer database of all adults. This was essential to ensure that the final sport segmentation solution could be linked to ‘Active People’, the Electoral Roll and geographic “bricks”.

A proprietary technique known as Mosaic-Pixel grid (MPG) methodology was used to create the propensity models. This technique has been successfully employed by Experian for many years and on hundreds of other person-level segmentations. It is based on the principle that within tightly defined lifestyle and lifestage groups people do display similar traits. Mosaic identifies the postcode-based socio-demographics whilst Pixel is a person level combination of key variables that define people as unique and different to their partner, spouse, children and neighbours. Mosaic has 61 categories and Pixel in the region of 6,300 combinations, which when combined provides a grid of c.380,000 pre-defined ‘cells’. It is these c.380,000 ‘cells’ which were clustered to create the unique Sport England segments.

As part of this process the actual combination of demographic variables and behavioural and attitudinal information to be used was tested.  It became evident that all the variables assessed contributed to explaining sports behaviour and attitudes. Therefore a key challenge was to match the variable classes defined in ‘Taking Part’ as closely as possible to those found on Experian databases.  The final set of individual demographic variables used were: 

· Gender (Male, Female)

· Age (18-25, 26-35, 36-45, 46-55, 56-65, 66+)

· Marital status (Single, Married, Unknown/missing)

· Tenure (Owner occupied, Private rented, Council/HA rented)

· Employment status (Employed full-time/Other, Student/Unemployed, Employed pert-time/Housewife, Retired)

· Households with children (No, Yes)

Once this large set of propensity models had been built they were analysed in two ways. Firstly, statistical analysis was undertaken to identify those models that provided the most ‘significance’, in terms of probability of displaying certain behaviour or attitude. Secondly, across all the models the levels of correlation were analysed, thereby identifying those models that worked well independently and also collectively to provide a rounded picture of insight. Once completed, a subset of these models which represented a cross-section of all the characteristics was selected as the clustering variables.

A cluster analysis of the Taking Part survey was then carried out using the values of the selected propensity models as the input variables, across these pre-defined 380,000 cells. “K-means clustering
”, an industry-recognised clustering technique, was used that clusters the centroids of each observation based on how ‘close’ they are to each other – this therefore enables the user to pre-determine the number of clusters required from the final solution. 
A segmentation containing about 8-10 clusters was sought after by Sport England, with the initial solution created by Experian having 11 clusters. However, it became clear that more clusters were needed to fully explain and interpret the variety of sporting attitudes and behaviours in the population.  Therefore, solutions with 15-20 clusters were looked at and a final classification of 19 clusters was selected as the one which was the “best” explanation of the data.  These were analysed by average age and grouped into 4 super-groups on this basis.

Once this 19-segment solution was agreed, additional socio-demographic, attitude and behavioural datasets were profiled to provide the additional ‘colour’ and insight on the segments – in essence, to help provide the indices and percentiles that would bring the segments ‘to life’. These datasets included the ‘Active People’ survey, Experian’s Mosaic, TrueTouch and Financial Strategy segmentation solutions, Experian’s national consumer surveys, Hospital Episodes Statistics and the Indices of Multiple Deprivation from the ONS.

This additional research and socio-demographic data is appended to the segments through the Mosaic-Pixel methodology as previously outlined. In essence, each respondent from these surveys is assigned one of the 380,000 Mosaic-Pixel cells, which in turn have been allocated to one of the 19 Sport England segments.

As earlier suggested, the segments have been constructed in a manner enabling them to be appended to the electoral roll. As such, for each segment we are able to identify the counts (and therefore percentages and indices) of actual names. We can then select those names that are over-represented for each segment and that are also perceived to encapsulate that segment – similarly, the ‘marketing’ phrase for each segment is defined through analysis of all the variable indices and is intended to provide a strapline for each segment. 

For more information please contact the Research Team at Sport England – research@sportengland.org
� For more information on these surveys please go to � HYPERLINK "http://www.sportengland.org/research" ��www.sportengland.org/research�





� Please see http://en.wikipedia.org/wiki/Cluster_analysis#K-means_clustering





