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What is market segmentation?
Market segmentation is a powerful way of analysing the population that allows those working in community sport to better 
understand who their different customer types are and where they

 

are located. The segmentation process groups the 
adult (18+) population of England into 19 distinct sporting ‘segments’

 

and provides insight into the sporting behaviours 
and preferences of each of these segments, as well as their motivations and barriers to playing sport, satisfaction with the 
sporting experience, and the best ways to contact and market to people within each segment. The segments were 
developed by Sport England in 2010. The three main outputs are shown below.

The 19 Pen Portraits help you to:
•

 

Discover the key characteristics

 

of each sporting segment, including broad 
age-range, working status, ethnic diversity and disability/ limiting

 

illness 
status. Read about a ‘typical’

 

(hypothetical) person belonging to each 
segment.

•

 

Explore the sporting habits

 

of each segment, including their participation 
levels in sport, which sports they play most of, their latent demand to play 
different sports, and their participation in organised sport (such as in 
competitions and club membership).

•

 

Read about each segment’s motivations and barriers

 

to playing sport; their 
satisfaction with various aspects of the sporting experience, what other 
cultural activities they are likely to take part in, and factors

 

that would 
encourage them to play more sport.

•

 

Get information on how to reach the segments, with their preferred way of 
receiving information (e.g. via sms text, email or direct mail),

 

their preferred 
marketing tone and message (such as humorous, family-orientated, 
aspirational), as well as brands they engage with.

The index tables help you to:
•

 

Get more detailed data

 

on each of the 19 sporting segments, 
so you can compare each segment with the national average 
and others of a similar age. 

•

 

Explore the fuller range of sports, and groups of sports, (such 
as indoor, outdoor, winter sports), more detailed satisfaction 
information and other detail on lifestyle and habits.

•

 

Use the index results

 

for each segment to explore differences in 
more detail. In contrast to the percentages used in the pen 
portraits, the indices capture the likelihood of a segment to play 
a sport compared to the overall adult population, and to other 
segments in the same age group. This allows you to explore the 
characteristics in more depth.. 

The market segmentation web tool helps you to:
•

 

Bring the analysis to life, using maps charts and tables

•

 

Find out which segments play your sport and where they are located.

•

 

Find out which segment(s) live within the catchment area of a local 
sports facility or club.

•

 

See the concentration and distribution of a segment across a 
particular area.

•

 

View mapped data at the national through to local neighbourhood 
level; and download charts, tables, and raw data.

•

 

View other indicators on a map, e.g. sports behaviour, age, reasons 
for doing sport.
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Fra n k  - 18
Twilight Year Gents

TV/RADIO

Frank is a heavy TV viewer who enjoys watching live 
sport, old films and classic comedies. He notices TV 
advertising and is influenced by this and programme 
sponsorship. He is a very light radio listener.

INTERNET

Frank does not have access to the internet at home, in 
fact he is very nervous of computers. He would not seek 
out services in the library, and hence would not be 
reached by internet advertising.

POSTERS / DIRECT MAIL / NEWSPAPERS

Frank enjoys reading a newspaper most days, with a 
preference for the Daily Mail or Express. He has an 
adamant decision making style and so has set ideas 
about products and services. He likes branding which is 
plain and straight forward and prefers to access services 
face to face.

TELEPHONE

Frank does not have a mobile phone, but is quite happy 
to ring family on his landline. However, he would not be 
comfortable dealing with companies on the phone, 
finding it an impersonal approach and worrying about 
security.

How to reach Frank?
Frank reads newspapers and magazines 
such as…

Angling Times Amateur Gardener

The Daily Mirror Mail on Sunday

The Daily Express Saga Magazine

Today’s Golfer Daily Telegraph

Puzzler Racing Post

His preferred marketing tone and message 
is…

Established Safe & Secure

Reliable Modest

Careful Trustworthy

Non-technical Unpretentious

Risk-free Service

Frank are responsive to brands such as…

Key Points

• Most responsive to: post and newspaper ads

• Preferred information channel: local papers

• Preferred service channel: face to face

• Decision style: adamant - Frank has set ideas on 
what they like based on first hand experience or 
trusted opinions from friends and family
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The Sports Market Segmentation web tool 
www.sportengland.org/segments 
A quick guide for Sports Clubs or Sports Facilities

1. Who lives near my sports club or facility? 

2.What is the latent demand for a sport near to my club or facility? 

1.Select the ‘segments’

 

tab in the blue 
panel at the top of the screen, then click 
on ‘dominant segment’. 

2. At the bottom of the screen, select the option ‘Sports 
Facility’. Start typing the name of the facility you are 
interested in, into the box, until the correct place is 
found. Enter a postcode if the facility does not appear 
as an option. Enter the catchment area (e.g. 5km) and 
click on the green ‘Search’

 

button.

3. The catchment area is shown in red. Hover over 
an area to see the details of neighbourhood areas 
displayed. Select ‘chart’

 

or ‘table’

 

at the bottom of 
the screen to see population within each segment 
in your selected area.

3. What motivates people living near my club or facility to play

 

sport?

1. Select the ‘characteristics’

 

tab at the top 
of the screen. Select the characteristic 
‘motivations for playing sport’

 

and then 
select the one you are interested in from the 
drop-down list, e.g. ‘to keep fit’. Enter your 
club name and catchment area, then click 
the green ‘Search’

 

button.

2. The map shows the prevalence of people 
living locally whose motivation for playing sport 
is to keep fit. Hovering over the map will 
display more detailed data for each localised 
area, in the grey box in the corner of the map.

Enter sports 
facility name 
here

Enter catchment 
area size here

3. To explore the estimated numbers in each 
segment with this motivation for playing sport, 
click on the bar chart option at the bottom of the 
screen. The results will capture all those living 
within your club catchment area (as marked by a 
red circle), whose motivation for playing sport is to 
keep fit. 

1.

 

Select the ‘sports’

 

tab in the blue panel at 
the top of the screen, then select the sport, 
or group of sports, that you are interested 
in..

2. On the same page, enter the name of 
your club and the catchment area size that 
you are interested in. Then click on the 
green ‘Search’

 

button.

3. The map shows latent demand in the catchment 
area selected. Hover over different areas to see 
detailed results displayed at the corner of the screen. 
Also select ‘bar chart’

 

and ‘tabular data’

 

options at 
the bottom of the screen for more detailed results.

Enter the name 
of your club 
here

Enter the 
catchment area 
size here

Choose sport or 
group of sports 
from the drop-

 

down list

Select ‘would like 
to play’

Select the 
‘characteristics’

 

tab

Select the 
‘motivations’

 

option and then 
select one from 
the drop-down list
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