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The key to marketing anything, is to know your audience. You can have the most fantastic product on earth but if you don’t engage your target audience it will never succeed.
So….. the questions you need to ask are;

Who are my target participants? Why are they my target participants? What do they do? How do they engage? Why will they care about my Sportivate activity?
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	Segment
	Desc
	South Lakeland Pop.
	South Lakeland %
	Cumbria Pop
	Cumbria %

	Ben
	Competitive Male Urbanite Graduate professional
	4310
	5.1
	17339
	4.3

	Jamie
	Sports Team Lads Young bloke who enjoys footie and the pub
	1760
	2.1
	16220
	4.1

	Chloe
	Fitness Class Friend Image conscious like keeping fit
	4862
	5.8
	16463
	4.1

	Leanne
	Supportive Singles Supportive Single busy mum
	1658
	2.0
	13574
	3.4

	Total
	
	12590
	15.0
	63596
	15.9


South Lakeland has more Ben’s and Chloe’s than Jamie’s and Leanne’s.
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More information on the interactive market segmentation tool at: http://segments.sportengland.org/
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More information on the interactive market segmentation tool at: http://segments.sportengland.org/
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More information on the interactive market segmentation tool at: http://segments.sportengland.org/
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More information on the interactive market segmentation tool at: http://segments.sportengland.org/
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More information on the interactive market segmentation tool at: http://segments.sportengland.org/

For further information on your local areas check out the resources section of the Active Cumbria website:

http://www.activecumbria.org/developing-sport/resources/research-data
To access the Market Segmentation Tool go to:

http://segments.sportengland.org/
To find out more information on Local Health Profiles go to:

http://www.apho.org.uk/resource/view.aspx?QN=HP_RESULTS&GEOGRAPHY=16
For further assistance contact: 

Emma Martin

01228 221263

Emma.martin@cumbria.gov.uk
Ben





The greatest propensity of Ben’s seem to be spread across the majority of South Lakeland.





Jamie





You can see that the turquoise and blue area to the north of South Lakeland represents a concentration of Jamie’s with a focus on the east side of Kendal near Underbarrow.





Leanne - Defined





By zooming into South Lakeland area you can find pockets of defined areas that have a higher propensity of Leanne’s.  





Leanne





Leanne’s near mirror the area that is identified when looking at Jamie’s.  
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Population 104,000





Who are my target participants ?





Snapshot of South Lakeland’s Sport profile





243 Sports Facilities 203 Public and 40 private


Source:Active Places, Year: Jan 2011


£1,770,186 Health costs of Sporting Inactivity 


Source: Department of Health – Be Active Be Healthy, Year: 2006/7, Measure:cost of sporting inactivity


24% Participation in 3x30days (or more) – NI8 of Sport and Active Recreation


Source: Active People Survey, Year:2008/10 APS3/4), Measure:Adult Participation


72.6% Satisfied with local sports provision – KPI6


Source: Active People Survey, Year:2009/10 APS3/4), Measure:Adult Participation


11.1% Philips (Comfortable Mid-Life males) is South Lakeland’s largest segment followed by Tim’s then Philips


Source: Sport England & Experian Ltd, Year: 2010, Measure:Sport Market Segmentation











Snapshot of South Lakeland’s Health profile





1,570 children live in poverty. 


4.1 yrs lower life expectancy for men, 6.6 for women in most deprived areas of South Lakeland then in least deprived areas.


15.8% of Yr 6 children are classified as obese.


13.4% adults smoke.


20.5% adults classed as obese.


Priorities in South Lakeland include tackling smoking, alcohol misuse and teenage pregnancy www.cumbria.nhs.uk


Source:Health profiles 2011, South Lakeland. English Public health Observatories


More information can be found on local area health profiles at: http://www.apho.org.uk/resource/view.aspx?QN=HP_RESULTS&GEOGRAPHY=16





Chloe





By enlarging the map you can see the green area is where a higher propensity of Chloe’s live. 
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