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1. Research Rationale 

1.1  Title
[bookmark: _Hlk536031570]Motivating factors that influence young people in sport choice and a review of the relevance to consumer behaviour. 
	
1.2  Aim
[bookmark: _Hlk536799930]Motivation influence will be assessed through a self-designed questionnaire comprising of statements for each of the decision-making stages in the Engel-Blackwell-Kollat (1978) Consumer Behaviour Model and Self Determination Theory (Deci and Ryan, 1985).
A review of the relevance of the findings to consumer behaviour research will be conducted. In understanding these motivations sports governing bodies can devise consumer behaviour-based marketing strategies to directly target the appropriate influencer.

1.3  Objectives
• Identify factors that influence young people in their sport choices.
• Compare similarities between factors identified in the Self Determination Theory (SDT) and Consumer Behaviour Theory (EBK). 
• Utilise findings to provide Marketing Strategy suggestions to sports governing bodies.

2.  Background

2.1 Sports participation
Through school education in the UK young people will experience a wide range of sports, but whilst participation is usually encouraged by parents, most young people will be expected to choose a sport to focus on. 
The Active Lives Children and Young People Survey gives a comprehensive insight into how children in England are taking part in sport and physical activity, both in and out of school.
The survey shows that around 3 million children (43.3%) lead active lives, however of that group, only 1.2 million (17.5%) are meeting the Chief Medical Officer’s guidelines of more than 60 minutes of activity a day, every day of the week. (Sport England, Active Lives, 2018).
National Governing Bodies of Sport are tasked with addressing the issues of lack of participation found within these reports and market their sport to encourage uptake. 
This research paper focuses on the strategy for marketeers and looks to establish key influencers which will then determine the appropriate marketing approach. 

3. Literature Review.

3.1 Maslow Theory of Human Motivation

Maslow’s (1943) theory of human motivation focuses on five sets of basic needs, which are arranged in descending order of pre-potency: basic bodily gratifications; safety needs; affection and acceptance; feelings of adequacy and self-esteem; and self-actualization. Once a need is realised, the next higher need emerges and when all wants are unsatisfied, the primary search for gratification will dominate all others in consciousness. 
Further investigation into this theory and its relevance to consumer behaviour in adopting services will
Weman-Josefsson (2014) explored Motivation in Exercise Behaviour. The study found self-determined motivation to act as a mediating variable in the relationship between psychological need satisfaction and exercise, and these patterns of indirect effects differed across age and gender. The study also found that motivation could be manipulated in an intervention, such as creating need-supportive environments to facilitate internalisation and subsequent exercise behaviour. 

3.2  Self-Determination Theory

The concern with motivation is less about ‘how much’ but more about ‘what type’. The fundamental distinction between motivation within the Self Determination Theory (Deci and Ryan 1985, 1991, 2000) is between Autonomous and Controlled forms of motivation and behavioural regulation.
When feeling Autonomous the behaviour is perceived to be from the self, through choice and willing and because they find interest or because they find personal challenge or meaning in what results from it. (Silva et al, 2014)
In controlled motivation the main feeling is pressure, feelings of ‘must do’ and ‘should do’. These pressures either stem from external (rewards or demands) or internal (guilt, shame, pride) pressures. (Ryan and Deci, 2017).
Studies from Ng et al (2012) and Teixeira, et al, (2012) have reported that the more Autonomously motivated individuals are, the more adaptive their behaviour and health outcome have been.


Fig. 1. Self Determination Theory 
3.3 Consumer Behaviour

Modern definitions of consumer behaviour include “the behavior that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs” (Schiffman and Kanuk, 2007. p.3) and more recently “the study of the processes involved when individuals or groups select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires.” (Bamossy and Solomon, 2016. p.6).
McNeill and Graham (2014) State that consumption behaviour is linked to identity, where materialistic behaviours and attitudes are seen as determinants of self‐image. 
Consumer research studies dating as far back as the 1980’s note that consumption behaviour of mothers, particularly in regard to their child, exemplifies the way consumers create extended concepts of self, due to young people being less able to engage in the consumption process. (Belk, 1988). Mothers engage in a process to construct their mothering identity through choices on behalf of their child. (Banister and Hogg, 2006)
According to Naderer et al, (2016) modern marketers and advertisers have developed a variety of strategies to reach out to children. Not only do Western children have money to spend but have become an essential factor when it comes to adult purchase decisions (Henry and Borzekowski, 2011). John (1999) suggests that adult consumer behavior is strongly shaped at a very young age, and therefore children are treated by marketeers as potential future consumers, hoping that the effects last a lifetime.

4. Theoretical Review 

4.1 Engel-Blackwell-Kollat Model

[bookmark: _Hlk536035211]The Engel-Blackwell-Kollat Model (Engel-Blackwell-Kollat, 1978) is based of four components: Information processing (IP); Central control unit (CCU); the decision-making process; and environmental influences.

[bookmark: _Hlk534565170]Information Processing (IP) is broken down into four further stages:  Exposure: the consumer being exposed to marketing messages; Attention: when the message grabs the attention of the consumer; Comprehension: when the consumer can rationally comprehend the message; and Retention: when the messages are retained by the consumer.
Central Control Unit (CCU) is broken down into four key areas: the previous experience of consumer and their acquaintances; the criteria based on which a consumer evaluates a product; changing the mindsets of consumers; and the personality of the consumer based on which they take the purchase decision.
Decision Making Process is broken down into four stages: recognise the problem; internal and external information search; evaluate the alternatives available; and purchase the product
Environmental Influences are the favouring or disfavouring factors related to areas such as the income level of consumer and social class, societal factors and family influences. 
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Fig. 2. EKB Model
The roles played out by members of a family while making a purchase decision, according to Cavanaugh (2016) are:
Influencer: who provides information about a product or service to others
Gate Keeper: who controls the flow and direction of the information
Decider: who has the power to select the product, either individually or jointly
Buyer: who makes the actual purchase
Preparer: who prepare the product for consumption
User: who consumes the product or service
Maintainer: who maintain the product for continued use and satisfaction
Disposer: who disposes of the product

5. Ethics

Cribb (2004) states that ethical behaviour is the desire to act properly in all circumstances, not just those identified within rules. 
Research participants have moral and legal rights. During the research process, care will be exercised in order not to violate the rights of individuals. University of Wales Trinity St Davids research principles will be adhered to for the duration of the research process. 
Powell, Graham, and Truscott (2016) reviewed the ethical findings of over 400 researchers involving Children and suggest a framework ‘the three R’ (Reflexivity, rights and relationship) to enacting universal ethical principles required in research involving children.
Survey design and implementation will be guided through the principles proposed by Fink (2015) and guidance for interviews taken from Mukherji and Albon (2018). 
Young people will be under parental / guardian supervision throughout the duration of the interviews.
6. Research Method

Early consumer behaviour research methods focused on sampling, collecting data, and analytical techniques (quantitative), however later focus shifted from data analysis to ﬁnding the actual meaning behind the data (qualitative). The focus on research was into providing insights behind consumer choices, and how the results could provide support on marketing strategies and tactics (Clow and James, 2013).
Survey Research is a popular form of quantitative research and involves the collection of information from a sample of individuals through their responses to questions (Check and Schutt, 2011).
Focus groups are a qualitative method in which a group of participants discusses perceptions, feelings, beliefs, and ideas about a brand, product or service. (Krueger and Casey, 2009). Interviews, both individual and group, are qualitative methods that involve conducting intensive investigation with a small number of respondents to explore their perspectives. (Boyce and Neale, 2006).
[bookmark: _Hlk536377012]The research method decisions will affect precision, accuracy and credibility of the research. Fowler Jr (2013) recommend the use of mixed design studies that allows for further validation and external validity of the research ﬁndings. Webb et al. (1966) also state that more than one method employed in the development of measures will result in greater confidence in findings.
Lacobucci and Churchill (2010) suggest researchers use a method where secondary research is consulted first, and thereafter recommends proceeding with the gained knowledge to conduct primary research.
Motivational influence will be assessed through a self-designed interview and questionnaire comprising of statements for comprising of statements for each of the decision-making stages in the EBK (Engel-Blackwell-Kollat, 1978) and SDT (Deci and Ryan, 1985) Models.
6.1	Advantages 
The Mixed method approach will provide a greater and more in-depth understanding of the question than either qualitive or quantitative research alone. 
6.2	Limitations
The unstructured methods during phase one could lead to inconsistent data being captured. 
The Survey will be conducted utilising the network of The Pony Club, this demographic may not be a fair reflection of the general public and sample size is unknown prior to start. 
Utilising a self-developed questionnaire will limit the direct secondary research comparison availability. Secondary research may also rely on the quality of the researcher’s choice of questionnaire design.

7.  Data Collection

Note: Young people being between and including the ages of 9-15.

7.1 Phase One: Pilot Interview
Qualitative Research will be used to primarily explore the problem. A self-designed semi-structured interview will be piloted individually with four young people.
Qualitative Research will be used to gain an understanding of the underlying reasons, opinions, and motivations to help to develop hypotheses for quantitative research.

7.2 Phase Two: Questionnaire
Quantitative Research will be used to generate data to quantify attitudes, opinions and behaviours. A self-designed questionnaire comprising of statements for each of the decision-making stages involved in the Engel-Blackwell-Kollat (EBK) Consumer Behaviour Model will be shared using social media for a larger sample population (Target 150 young people).

7.3 Phase Three: Interview
Qualitative Research will be used to uncover trends in thought and opinions, and dive deeper into the problem. The piloted self-designed semi-structured interview will be developed through feedback and utilised in a more detailed exploration with a group of six young people.

8. Data Analysis

Qualitative analysis will be conducted to understand the ‘rich or thick’ (Geertz, 1973) descriptive accounts. Smith (2015) states that the verbal data can be used to analyse and interpret its meaning through deep exploration.  
Quantitative analysis will also be conducted from the survey responses to analyse the occurrences, volumes or size of associations between responses. (Smith, 2015) This takes place through the reduction of verbal data to numerical values and utilising statistical testing to establish if a pattern in data is real or just coincidental. Paired and Independent T-tests will measure the difference between two related and two independent variables. 
8.2	Reliability and Validity
According to Noble and Smith (2015) Qualitative research, being merely a collection of personal opinions subject to researcher bias, is frequently criticised for lacking scientific rigour.
The following suggestions will be adopted to demonstrate trust in findings: 
-Accounting for personal biases which may have influenced findings (Smith and Noble, 2014); 
-Acknowledging biases in sampling and ongoing critical reflection of methods to ensure sufficient depth and relevance of data collection and analysis (Sandelowski, 1993);
- Meticulous record keeping, demonstrating a clear decision trail and ensuring interpretations of data are consistent and transparent (Long and Johnson, 2000); 
-Including ‘rich and thick’ descriptions of participants’ accounts to support findings (Slevin and Sines, 1999); 
All Quantitative data will undergo the appropriate reliability and validity testing.  

9. Resource and Time Management

Figure 3. shows a time plan to deal with the time constraints and ensure that the project moves on at a rate to allow for the analysis and secondary research phase.   
[image: ]The priorities of the Pony Club will need to be factored into the planning to ensure that the Survey receives the necessary amount of focus and promotion. A small budget is required to provide refreshments throughout phase one and three. The budget required for the survey will be covered by The Pony Clubs existing survey tools and human resource.  
Fig. 3. Dissertation Project Planner
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