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This report looks at the following areas:

= Is expert advice losing its value?
< Do consumers want to shop while they drop-shot?
= Who is winning the war between specialists and generalists?

Growth in consumer expenditure through specialist sports goods retailers is expected to accelerate
during 2014 as the wider high street economy recovers and the gains in sport participation numbers
made since 2011 have proved sustained.

The expansion plans of the major chains are slowly filling the gaps left by the demise of JJB Sports but
consumer caution remains a brake on sales, particularly in the equipment segment, and high street
operators face an ever-rising threat from web-only rivals who are eroding their traditional advantages
of service, convenience and expertise.

DID YOU KNOW?

more holistic view of this market

“While specialist sports goods retailers are not yet
projecting their traditional in-store expertise online and
through social media, closer links with participation
facilities could extend their dominance of the shop-bought

segment.”

— David Walmsley, Senior Leisure Analyst
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Figure 34: Sports Direct International plc key financials, 2012 and 2013
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Figure 43: Purchasing of hiking and tennis goods, by number of sports bought for, May 2014
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Appendix — The Consumer — Sports Bought For

Figure 68: Most popular sports for which sports goods are purchased (any purchase), by demographics, May 2014
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Figure 73: Next most popular sports for which sports goods are purchased (clothing), by demographics, May 2014
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Figure 75: Least popular sports for which sports goods are purchased (clothing), by demographics, May 2014

Figure 76: Most popular sports for which sports goods are purchased (footwear), by demographics, May 2014
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Figure 87: Repertoire of sports for which sports goods are purchased, May 2014

Figure 88: Sports for which sports goods are purchased, by repertoire of sports for which sports goods are purchased, May 2014
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Figure 89: Most popular retailers from which sports goods have been purchased (any purchase), by demographics, May 2014
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Figure 92: Most popular retailers from which sports goods have been purchased (in-store), by demographics, May 2014

Figure 93: Next most popular retailers from which sports goods have been purchased (in-store), by demographics, May 2014
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Figure 94: Other retailers from which sports goods have been purchased (in-store), by demographics, May 2014
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Figure 109: Retailers from which sports goods have been purchased, by most popular sports for which sports goods are purchased
(footwear), May 2014

Figure 110: Retailers from which sports goods have been purchased, by next most popular sports for which sports goods are
purchased (footwear), May 2014

Figure 111: Retailers from which sports goods have been purchased, by most popular sports for which sports goods are purchased
(equipment), May 2014

Figure 112: Retailers from which sports goods have been purchased, by next most popular sports for which sports goods are
purchased (equipment), May 2014

Figure 113: Repertoire of retailers from which sports goods have been purchased, May 2014

Figure 114: Retailers from which sports goods have been purchased, by repertoire of retailers from which sports goods have been
purchased, May 2014

Appendix — The Consumer — Motives for Purchasing Sports Goods

Figure 115: Most popular motives for sports goods purchasing, by demographics, May 2014

Figure 116: Next most popular motives for sports goods purchasing, by demographics, May 2014

Figure 117: Motives for sports goods purchasing, by most popular motives for sports goods purchasing, May 2014
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Figure 120: Motives for sports goods purchasing, by most popular retailers from which sports goods have been purchased (any
purchase), May 2014

Figure 121: Motives for sports goods purchasing, by next most popular retailers from which sports goods have been purchased (any
purchase), May 2014

Figure 122: Motives for sports goods purchasing, by other retailers from which sports goods have been purchased (any purchase), May
2014

Figure 123: Motives for sports goods purchasing, by most popular retailers from which sports goods have been purchased (in-store),
May 2014

Figure 124: Motives for sports goods purchasing, by next most popular retailers from which sports goods have been purchased (in-
store), May 2014

Figure 125: Motives for sports goods purchasing, by retailers from which sports goods have been purchased (online), May 2014

Appendix — The Consumer — Incentives to Buy Sports Goods From a New Source

Figure 126: Most popular incentives to buy sports goods from a new or different retailer, by demographics, May 2014

Figure 127: Next most popular incentives to buy sports goods from a new or different retailer, by demographics, May 2014
Figure 128: Other incentives to buy sports goods from a new or different retailer, by demographics, May 2014

Figure 129: Most popular incentives to buy sports goods from a new or different retailer, by sports goods purchased, May 2014

Figure 130: Most popular incentives to buy sports goods from a new or different retailer, by most popular sports for which sports goods
are purchased, May 2014
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Figure 131: Most popular incentives to buy sports goods from a new or different retailer, by next most popular sports for which sports
goods are purchased, May 2014

Figure 132: Most popular incentives to buy sports goods from a new or different retailer, by other sports for which sports goods are
purchased, May 2014

Figure 133: Most popular incentives to buy sports goods from a new or different retailer, by most popular retailers from which sports
goods have been purchased (any purchase), May 2014

Figure 134: Most popular incentives to buy sports goods from a new or different retailer, by next most popular retailers from which
sports goods have been purchased (any purchase), May 2014

Figure 135: Most popular incentives to buy sports goods from a new or different retailer, by other retailers from which sports goods
have been purchased (any purchase), May 2014

Figure 136: Most popular incentives to buy sports goods from a new or different retailer, by most popular retailers from which sports
goods have been purchased (in-store), May 2014

Figure 137: Most popular incentives to buy sports goods from a new or different retailer, by next most popular retailers from which
sports goods have been purchased (in-store), May 2014

Figure 138: Most popular incentives to buy sports goods from a new or different retailer, by retailers from which sports goods have
been purchased (online), May 2014
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Figure 139: Most popular attitudes towards sports goods innovation and technology, by demographics, May 2014
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Figure 141: Attitudes towards sports goods innovation and technology, by most popular attitudes towards sports goods innovation and
technoloay, May 2014

Figure 142: Attitudes towards sports goods innovation and technology, by next most popular attitudes towards sports goods innovation
and technology, May 2014

Figure 143: Attitudes towards sports goods innovation and technology, by most popular sports for which sports goods are purchased,
May 2014

Figure 144: Attitudes towards sports goods innovation and technology, by next most popular sports for which sports goods are
purchased, May 2014

Figure 145: Attitudes towards sports goods innovation and technology, by other sports for which sports goods are purchased, May
2014

Figure 146: Attitudes towards sports goods innovation and technology, by most popular retailers from which sports goods have been
purchased (any purchase), May 2014

Figure 147: Attitudes towards sports goods innovation and technology, by next most popular retailers from which sports goods have
been purchased (any purchase), May 2014

Figure 148: Attitudes towards sports goods innovation and technology, by other retailers from which sports goods have been
purchased (any purchase), May 2014

Figure 149: Attitudes towards sports goods innovation and technology, by most popular retailers from which sports goods have been
purchased (in-store), May 2014

Figure 150: Attitudes towards sports goods innovation and technology, by next most popular retailers from which sports goods have
been purchased (in-store), May 2014

Figure 151: Attitudes towards sports goods innovation and technology, by retailers from which sports goods have been purchased
(online), May 2014
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