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[bookmark: _Hlk4253732]Abstract
This study assesses consumer related influence on young people as they select their chosen competitive sport. The purpose being to review the results in line with consumer behaviour theory and also recommend strategies for NGBS to drive a growth in participation.  
A three phased mixed methodology was used. An initial interview took place with 4 young people aged twelve and thirteen with questions designed from the EBK Model. A questionnaire was designed in phase two also using the EBK Model to ascertain the driving factors influencing choice and was responded to by 154 young people ranging in age from seven to fifteen. A final interview with 6 young people aged thirteen and fourteen took place to delve deeper into the problem and generate recommendations and new theories.
Family is the most influential and friends the least although overall all four influence factors scored negative. The quantitative data was tested using a z-Test for a proportion with a significance level of 0.5%. The hypothesis stated that over 50% of the participants would consider family as the greater influence on sport choice yet the null was rejected. 
A second hypothesis stated that more than 50% of the participants would consider their independence to have the least impact on sport choice. In contrast this study concludes that young people are independent decision makers when it comes to sports choice however the hypothesis was not rejected as a population norm.
The researcher recommends that NGBS focus on direct experience-based opportunities for young people, coupled with detailed adult focused information to back up young people’s pester power abilities. The researcher recommends further understanding of sport choice in relation to consumer behaviour from a parental perspective for contrast and wider research into age v’s influence. 
1 Title
[bookmark: _Hlk536031570]Factors that influence young people in sport choice from a consumer perspective.  

2. Introduction
	
[bookmark: _Hlk12145828]2.1 Aim
To assess consumer related influence on young people as they select their chosen competitive sport. 

2.2 Objectives
[bookmark: _Hlk7982482]• Test the use of EBK related questions and establish a basic understanding of the problem through a self-designed interview process
• Design and implement a questionnaire to extract sport choice influence data from a target 100 young people under 15 years old.  
• Review the relevance of the findings to consumer behaviour research
• Utilise findings to provide Marketing Strategy suggestions to sports governing bodies.

2.3 Background
[bookmark: _Hlk3726983]Like all businesses sport businesses face financial questions and decisions, from athlete signing and ticket prices, to college measuring sports options against budget and obligation. The sports industry is interconnected so any change can affect businesses wider than the sports business making the decision (Fried, DeSchriver and Mondello, 2018). Just like any business these monetary and obligatory decisions are faced on a daily basis by business professionals along with the strategic focus on growth and development. Sport Development is an area of exponential growth in the international sport industry (Schulenkorf, Sherry and Phillips, 2016). Sports Development focusses on the delivery aspect of the business and the approach to growing the potential for professional athletes, as well as grass-roots clubs and local communities.

[bookmark: _Hlk7970111]In the UK the Government develop sport policy that decides the strategic direction of sport and its associated financial support. It is the role of the UK sport governing bodies of sport (NGBS) to deliver the national sport policy. The NGBS relationship with government policies has changed over the last 20 years, including the gradual transformation of NGBS from voluntary to semi-professional and professional organisations and from closed membership bodies to inclusive sports tasked with tackling a range of social and economic issues (Girginov, 2017). School health services also actively collaborate with community support services to increase the ability of students and families to adapt to health and social stressors (Lewallen, et al, 2015).

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).

Through school education in the UK young people will experience a wide range of sports, and whilst participation is usually encouraged by parent’s, their busier lifestyles will often see young people expected to choose a sport to focus on outside of school. 
NGBS are tasked with addressing the issues of lack of participation found within these reports and market their sport to encourage uptake. Government funding is measured and distributed to individual NGBS based on the number of participants taking part in their sport and how each sport can have a meaningful and measurable impact on improving people’s lives.

[bookmark: _Hlk7982444]The business problem here is that sports governing bodies are competing against each other for the young people to participate in their sport. 
Each NGBS will establish a business strategy detailing the programmes and initiatives planned to deliver the national sport policy and wider agenda outcomes. 
England Hockey commit to support their clubs to grow participation year on year and encourage hockey participation in schools (www.englandhockey.co.uk). 
England Netball’s strategic goal is to grow participation by 10,000 participants per annum (www.englandnetball.co.uk). Marketing is a key role in the engagement in these initiatives, promoting the benefits and opportunity associated with the sport and any associated increase in participation numbers.
Given the social, economic, and environmental benefits of sport, (Hoye, et al, 2015; Misener and Schulenkorf, 2016; McCullough, et al, 2016) the challenge for marketers is to understand the complexity of sport participation. Through the understanding consumer behaviour, Funk, Alexandris and McDonald (2016) suggests that marketers develop communication strategies to enhance the experience, while identifying key elements of the consumer’s decision-making process. 
While sport consumer behaviour research has grown in both popularity and sophistication Funk et al, (2016) suggest that this work has also narrowed. Research has largely relied on cross-sectional studies and attitudinal surveys and not accounting for how various situational or environmental factors might influence the findings.

2.4 The National Governing Body for Equestrian Sport
The NGBS for Equestrian is called the British Equestrian Federation, made up of 19 independent member bodies including the Olympic disciplines. Dressage, Eventing and Showjumping. The recreational offer is delivered through The British Horse Society with The Pony Club (TPC) taking responsible for Youth participation. TPC provides training in riding and horse welfare, along with an introduction to nine different equestrian sports. TPC was formed in Great Britain in 1929 to encourage children to start riding and offering the opportunity of higher instruction and In 1963 with a membership of over 31,500 TPC was accepted as a Member of the Standing Conference of National Voluntary Youth Organisations. 

Membership peaked in 1982 when numbers reached nearly 44,000 through 365 branches nationwide.
In 1997 TPC became an Independent Charity and by 1998 a pilot scheme for Centre Membership was introduced through which riders without their own ponies could benefit from membership. By 2016 TPC had witnessed a steady annual drop in the overall membership, mostly effected by a fall in branch membership yet centre membership continued to see a slight increase through its 480 participating riding schools.  (The Pony Club History, 2018). There is a perception that Equestrianism is an elite activity and requires pony ownership and therefore an element of wealth. There are opportunities for participants to join without owning a pony through centre membership and through the introduction in 2019 of a non-riding membership.  

2.5 Influencing New Strategy
NGBS create strategy to drive increase in participation, but do they really understand their future participants as consumers and identify with the decision-making process. Through understanding the decision-making process and identifying the influences specifically relating to young people the NGBS can create targeted strategy to capitalise on those influences.   

Through focusing the participation on Equestrians, the research will specifically support the work of The Pony Club in establishing new direction and strategy. Understanding young Equestrians as consumers and specifically identifying what influenced them in their sport choice will drive the focus to achieve future membership growth. The study will utilise a small sample of netball players. This information will again add to the understanding of young people making consumer choice and will allow for comparison to help determine a need for further investigation across a wider sample of sports. In opening the doors to future research into sport specific consumer influence each NGBS will be informed to create sport specific growth strategy. 

Through exploration of Self Determination Theory and Motivation theory NGBS will establish a greater understanding of the importance of independence of choice and when matched with results of the study will determine independence and motivation as viewed by young people.

The focus on Consumer Behaviour Theory steers NGBS away from traditional, non-competitive and specific strategy and enables strategy to capitalise on the breath of research undertaken in these areas and benefit from consumer-focused marketing. 
[bookmark: _Hlk7985257]A thorough literature review will explore the consumer behaviour influences such as Pester Power and establish their place when it comes to sport choice.
This research paper focuses on the strategy for marketeers and looks to establish key influencers which will then determine the appropriate marketing approach in line with consumer behaviour.




3 Literature Review
The following sections detail the theoretical foundations of the current research.
First, the literature surrounding young people and sport choice is reviewed. Next, 
motivation, and self-determination theory is reviewed. Finally, we theoretically frame the investigation through the lens of consumer behaviour theory.

There is very little literature to directly report the research finding of similar studies. Whilst young peoples influencers and young people as consumers is well documented studies that tie in the specific nature of influence for sport choice are scarce. 
Alexandru (2014) utilised survey questionnaires to capture influence from social circles on young people’s decision to practice sport and concluded that the influence comes from friends and not from family, teachers or health institutions. The study revealed that the social groups of friends meant more to influence practice in sports than matters relating to health benefits and physical ability.  

The questionnaire responses were gathered from high schools and colleges along with streets and parks and were between the ages of 16-25. 
This is a big age range and could also be considered as too old. If you selected your sport preference at age 10 you will have forgotten what it was that influenced, by the age of 25. The study also relates to social trend and again I would suggest that with such a change in the last decade for social media and advertising laws the influence in the eyes of a 25-year-old in 2014 compared to a 10-year-old in 2014 would be quite different.   

The final observation with the study is the conclusion that teachers and health organisations play no role in influence. In the UK there are growing numbers of health campaigns aimed at young people such as the NHS Change for Life Campaign that utilises cartoon characters to address the need for small changes to what we eat and our daily exercise. (https://www.nhs.uk/change4life/food-facts/five-a-day). This type of marketing is used to create an awareness directly to young people and influence their decisions, and creating a healthy discussion point between young people and their purchasing parents. 
In their research into the factors influencing student-athlete’s decisions to attend university institutes Chard and Potwarka (2017) focused on three types of influence: School related attributes, such as academic reputation and attractiveness of the campus; Athletic Program related attributes such as the amount of playing time and success of the team; and Outside Influences such as the influence of friends and of parents. The results showed that collectively Athletic Program related attributes were deemed the most important influence on choice, being closely followed by School related attributes. Outside Influences was approximately 3.5 times less important than both other types with the influence of parents and the location of the school to home having the greater effect on decision-making and the influence of friends the least effect. 

Individually the top five influences in order of size were: Desired academic program; Reputation of the school; Scholarship value; Athletic facilities; and Chance to win. Interestingly the study shows that the top two influencers are by large beyond the control of the athletic department and could lead to suggestions that parental influence may well play a part on the importance placed on these.  I would also suggest that as Lee & Walsh, (2011, p.368) state there is “no one correct or uniform way to generate factors” that by pre-selecting the factors the study may not have captured all influencers that may have been proposed should a pre-questionnaire interview taken place. 

3.1 Maslow Theory of Human Motivation
To actively engage in sport, we will require an element of motivation. In understanding motivation, we can devise ways to create and enhance it. The concept of motivation refers to the forces that initiate, direct and sustain human behaviour (Iso-Ahola, 1999)
Maslow’s (1943) theory of human motivation focuses on five sets of basic needs, which are arranged in descending order of need: 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. 

Motivation in sport is the key determinant behind every action taken and every effort exerted or not (Deci & Ryan, 2000). Individuals’ motivations are determined by their own beliefs, cognitions, and values, however significant influences can also be determined by key social agents (Deci & Ryan, 2000).
According to Ross and Nisbett (2011) an individual’s motivation to pursue goals is determined by that individual’s relationship with their environment, which can in turn be influenced by people.

Motivational research has adopted a variety of theories relating to both interpersonal and social considerations. Relationship theory has been presented by Mageau and Vallerand (2003) and Ullrich-French & Smith (2006), and Autonomy support theory by Pelletier et al (2002), Gurland and Grolnick (2005) and Conroy and Coatsworth (2007). Research from Weiss, Smith and Theeboom (1996) and from Allen (2003) has focused on peer-friendships and group considerations theory. These studies have approached the research query with a focus on outcome and an arguably guided interpretation. As such there is a call to test the initial question of influence across sport and to secondly measure the relevance to influence research and giving no preference to one single theory above. 

Effective and influential human relationships are with familiar individuals with a history of interactions and emotional experiences (Rubin, Bukowski and Parker, 2006). When it comes to young people Smith (2014) suggests that they see more importance through peers as a source of validation over grownups. Peers are those of equal power and standing, typically assumed by similar age (Smith, 2007). Peer relationships should be considered when looking to enhance the youth sport experience i.e. a team captain to create the link between young person and coach. 

[bookmark: _Hlk12131955]Popularity and friendship are two key factors in peer relationship research (Smith 2007; Weiss and Stuntz, 2004) where popularity reflects the experience of being liked or accepted by peers (Bukowski and Hoza, 1989). According to Weiss and Amorose (2005) the opportunity to be liked or accepted is an important motive for young people to participate in sport. Friendship reflects the experience of closeness and mutuality between individuals (Bukowski and Hoza, 1989). According to Weiss and Stunz (2004) friendships contribute to psychological wellbeing and growth and is therefore an area often explored by youth sport researchers.  

Through the exploration of research into sports participation motivation Weiss and Amorose (2005) report that being with friends and social acceptance were high among the reported reasons for their sport involvement. Researchers including Ommundsen, Gundersen and Mjaavatn (2010), Ullrich-French and Smith (2009) and Weiss and Smith (2002) have reported the positive link between peer relationships and sport enjoyment, commitment and participation decisions.  

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, with patterns of effects differing 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
[bookmark: _Hlk12555442][bookmark: _Hlk4847335]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, 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 can be either external (rewards or demands) or internal (guilt or shame) 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 are.

In understanding the influences behind young people’s sport choices, we can consider the effects of Autonomy v’s Controlled behaviours. In appreciating the variety of sport offered to young people and through viewing them, much like in business, as a customer with choices to make, we can look to marketeers and consumer behaviour research for guidance.  McNeill and Graham (2014) state that consumption behaviour is linked to identity, where materialistic behaviours and attitudes are determinants of self‐image.
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) 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).
The complexed and continuous problem solving and learning that consumers experience is organized as a framework known as the EKB model of consumer behaviour.  

3.3.1 Engel-Blackwell-Kollat Model (EBK)
[bookmark: _Hlk536035211]The Engel-Blackwell-Kollat Model (Engel-Blackwell-Kollat, 1978) is based on four components: Information processing; Central control unit; the decision-making process; and environmental influences.
[bookmark: _Hlk534565170][bookmark: _Hlk11588871][bookmark: _Hlk11591108]Information Processing 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 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.

Loyal or habitual consumers will still go through the decision-making process but may be swayed at some of the check points, they will be more difficult for competitors to influence and attract. Wells (1993) suggests the discovery-orientated approach gives weight to the need for consumer-product interaction, a view backed by Gardner and Levy (1955). Interaction plays into the loyalty understanding, consumers preferring upgrades and varied versions of a product they are already familiar with, requiring less efforts in advertising and persuasion and making it four to six times less costly to retain existing customers then new ones (Wells, 1993).
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. 
There are several roles played out by members of a family while making a purchase decision, according to Cavanaugh (2016): The Influencer, providing information to others; The Gate Keeper, controlling the flow and direction of the information; The Decider, holding the power to select the product; The Buyer, making the purchase; The Preparer, preparing the product for consumption; The User, consuming the product or service; The Maintainer, maintaining the product for continued use; and The Disposer, who eventually disposes of the product.
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Fig. 1. EKB Model

3.4 Influence
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. 
3.4.1 Autonomous Choice
Children are often considered a particularly vulnerable group in society to the extent that in 1990 the United Nations accorded those under 18 their own rights under the United Nations Convention on the Rights of the Child (Vandenhole, et al, 2015).
[bookmark: _Hlk12132053]Direct marketing is often up for debate, many believing children to be vulnerable consumers and others believing that children are capable of making their own choice. Research has concluded a notable promotion of children and young people’s participation in decision-making (Tisdall and Bell, 2006; Percy-Smith and Thomas, 2010).

In a review of childhood studies Tidsall and Punch (2012) concluded that there is plenty of evidence children and young people are potentially competent social actors but we must still consider where that may not be possible, for example, maturity, relationships, identities, skills, activities and perspectives, and must ensure not to use Global Norms and Stereotyping (Aitken et al. 2008, Philo and Swanson 2008, Penn 2011). Researching norms in vulnerability Spotswood and Nairn (2016) suggest, in addition to age, considering three specific demographics: Income, Education and Ethnicity. This type of demographic approach focuses on who experiences vulnerability in consumption and implies that some categories of people are inherently vulnerable (Ringold, 1995; Smith and Cooper-Martin, 1997). 

Early research backs the theory that those on low income or benefits are considered more disadvantaged as consumers than those on higher incomes (Barnhill, 1972; Morgan and Riordan,1983). Those with less formal education are viewed as more vulnerable than the highly schooled and trained (Ringold, 2005; Smith and Cooper-Martin, 1997) along with those with poor native language skills (Barnhill 1972; Marlowe and Atilies, 2005).
More recently researchers have challenged the concept of child vulnerability. Kraft (2013) introduces the view that ‘childhood’ is not a fixed chronological and biological period but a social construction, formed within its own individual cultural and social conditions. Prout (2011) argues that children should be considered as active during the construction of their social lives and societies in which they live. These views are shared by Baker and Mason (2012) who identifies the need to consider situational and context views when referring to consumer vulnerability.   
Much of this research has led to a culture v’s nature divide (Prout, 2011, p.7) with each side suggesting that childhood cannot be conceptualised as a social structure and that children are not simply ‘beings’ or ‘becoming’s’ and adulthood the destination.  
Research (Tisdall and Punch, 2012; Prout, 2011) supports the theory that childhood is simply the continual journey to human becoming’s and argue that if children are wrongly considered as ‘beings’ they are considered autonomous and independent as if not attached to their interwoven world of interdependencies. 
In studying primary school children’s reactions to marketing messages Nairn et al. (2008) noted that reactions cannot be separated from the behaviour of friends, their status in the class and their family’s values and practices. Desired reactions can therefore not be expected from a marketing advert alone, but their vulnerability to marketing which is impacted by influencing factors such as parents, peers, teachers and extended family members (Nairn and Spotswood, 2015).

3.4.2 Pester Power
[bookmark: _Hlk12133502]Young people are not only influenced but also play a key role in influencing others and seen as co-decision purchase makers. Each being of significant interest to marketers worldwide.  There is research, both for (Wilson and Wood, 2004).and against (Nash and Basini, 2012) this phenomenon. Through their research Anitha and Mohan (2016) examined family structures and their influence on pester power. Pester Power is often understood as denied purchase requests resulting in pestering and unhappiness. Lawlor and Prothero (2011) however find that pestering varied dependant on the family communication structure.  Families were categorised as either Laisse-faire, Protective, Pluralistic and Consensual and for each a varied pester approach. The array of persuasive and emotional strategies each led to a purchase outcome by a parent and becomes a pre-cursor to future purchase decisions. 

[bookmark: _Hlk6168701]The relationship and experience of the purchase request associated with pester power was investigated by Nash and Basini (2012) through in-depth interviews and focus groups with both parents and child. The key theme that emerged was the understanding of the process as a ‘game’. This finding, contrary to previous research, reports the parent-child purchase relationship as a positive one. Both the parent and child reported to recognise each other’s roles in the ‘Game’, including tactics, feelings and outcomes, considering the process to be playful and entertaining. 
3.4.3 Parental Influence
[bookmark: _Hlk12133749]Fredricks and Eccles (2004) focused their research on the parental influences and youth involvement in sport. Their study highlighted parents as interpreters of experience and as providers of experience as the two primary ways parents influence children’s motivation. Messages through parent to child help interpret experience such as explanations for likeliness of success, what he or she might be good at. Parents that do this will have children who will have more favourable motivational outcomes (Fredricks and Eccles, 2004). Parents also influence through exposure to sport, buying sports equipment, taking them to sporting events and signing them up to lessons which can influence children’s skill, preferences and therefore activity choices. 

Fredricks and Eccles (2004) refer to the Eccles Model (1993) and highlights that the parental beliefs related to the characteristics of their child may also play a part in the parental influence. If a parent believes boys to be stronger physically they may adjust their behaviour and promote different opportunities and provide messages of positivity in favour of sports aligned to their beliefs. As a result, their children will come to believe in their abilities and therefore preferences differently.  The Eccles Model (1998) also suggests that parental beliefs are shaped by demographic factors such as education, income, marital status, employment status, cultural traditions, number of children in the family and resources in the neighbourhood.  

Sports participation comes at a cost with equipment costs varying too. Access to sports locally and the necessary time investment from family members will contribute to the perception of availability and the willingness to pursue involvement. Level of opportunity available may also play a part. If a family has more than one child that can join in the activity regardless of age and ability may be an assisting factor in pursuing that activity.

Consumer research studies dating as far back as the 1980’s note that consumption behaviour of mothers, particularly regarding 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).

3.4.4 Friends as Influencers
[bookmark: _Hlk12135452]Motivation is often associated with positive behavioural outcomes which, according to Vallerand (2001), can be categorised into three types: Cognitive (learning and concentration); Affective (satisfaction and enjoyment); and Behavioural (attendance and loyalty). Positive behavioural outcomes are also associated to positive word of mouth (Funk, Alexandris and McDonald, 2016).
According to Wang and Yu (2017) consumers expect an interactive and social experience while making purchase decisions. Today’s consumer is often keen to promote and spread the word on positive experiences and preferred choice, influencing the attitudes and behaviours of others. As a society we are more likely to seek out recommendations and use social media platforms to ask friends rather than rely on formal informative websites. 

Wang and Yu (2017) tested the theory by observing the social commerce environment with a focus on word of mouth communication and consumer purchase observations. 
The study revealed that positive and negative word of mouth and the process of observing other consumer’s purchases had a significant effect on consumers intention to buy and re-share information.  Maturo and Cunningham (2013) examined 106 studies of indicators of friendship influence on children’s physical activity, including communication, friends sport choice, and sport with friends. Whilst the studies did not isolate each influence from other factors the studies did reveal that children’s physical activity was positively associated with encouragement from friends, the sport choice of friends and sport with friends. 
The promotion of the benefits of sports with friends is recommended by Maturo and Cunningham (2013) to facilitate choice and healthy lifestyles.

3.4.5 Celebrity Influence
According to the Office for National Statistics (ONS) at the ages of seven to nine, weekly spending is higher among boys (£8.50) than girls (£7.50) and while spending has fallen compared with the previous generation, there remained some expensive items on the list, including bikes, mobile phones and computers. Trend conscious teens actively seek out their future purchases and services through media and advertising (Peachey, 2018).

Advertisers have traditionally paid famous athletes to endorse products through wearing branded clothing and providing brand testimonials. Despite this there is a lack of published research that investigates the influence these athletes have on a target market. Many researchers have concluded that celebrity endorsers may not have connected with the target audience (Sukhdial, Aiken and Kahle, 2002; Bush, Martin and Bush, 2004).

The latest consumer influence trend is through social media celebrities, attracting millions of followers and brand attention (Evans et al., 2017). According to Gümüş (2018) social media celebrities, unlike traditional celebrities are more likeable and genuine. This raises a question over the relevance of celebrity endorsements. Whilst adverts on tv would have seen famous athletes eating a youth targeted cereal, or showing off the latest in footwear, are these messages being dismissed in favour of the endorsements and even personalised brand designs on offer from social media icons? Advertisers have accepted the challenge of media celebrity endorsements yet there are very few, if any, social media born stars being asked to endorse specific sports to entice young people. 

















4. Methodology

4.1 Philosophical Assumptions
According to Kuhn (1977), the term paradigm refers to a research culture with a set of beliefs, values, and assumptions regarding the nature and conduct of research.  A paradigm has structure, a pattern and framework of scientific and academic ideas, values and assumptions (Olsen, Lodwick, and Dunlop, 1992). 
Terre Blanche and Durrheim (1999) introduced three major dimensions to the research process: Ontology, the way we define the truth and reality; Epistemology, the process in coming to know the truth and reality; and Methodology, the method used in conducting the investigation.
Defining truth and reality comes with varying views. The positivist paradigm of exploring social reality is based on observation, reason and through experience of senses (Henning, Van Rensburg and Smit, 2004). Interpretive researchers believe that reality consists of people’s subjective experiences of the external world making reality a human construct (Mutch, 2005). Willis (1995) suggests that interpretivists believe there is no particular method to knowledge yet Walsham (1993) argues that there are simply no correct or incorrect theories.

Epistemology refers to “the nature of human knowledge and understanding what can be acquired through different types of inquiry and alternative methods of investigation" (Hirschheim, Klein, and Lyytinen, 1995). 
Methodology refers to the research strategy that takes the ontology and epistemology dimensions and creates principles and procedures for the research to take place (Wahyuni, 2012). 
For positivists research is scientific explanation, combining logic with empirical observations to confirm general laws to predict patterns of human activity (Neuman, 2003). Researchers explain in quantitative terms how variables interact, shape events, and cause outcomes, often tested through measurable data such as questionnaires, psychological tests with precisely worded questions (Antwi and Hamza, 2015).  
From an interpretivist view the purpose of the inquiry is to understand, not to generalise to a population. Research applies to real world situations, naturally unfolding without manipulation or control (Mutch, 2005). For qualitative research Interview, Focus group discussion and Naturalistic observation are the most widely used.
The fundamental difference between qualitative and quantitative research lies in the justification, not technique. Silverman (2013) suggests that the two methodologies were developed from two separate ontological and epistemological perspectives and represent two distinct paradigms. Guba and Lincoln (1994) state that as paradigms represent one’s set of basic beliefs each researcher should decide which paradigm reflects his or her set of personal beliefs and adhere to it. In contrast Silverman (1997) argues that it is the selection of the appropriate research methodology for the inquiry at hand that is critical. Tuli (2010) refers to methodology selection as being dependant on ‘fitness for purpose’. 

4.2 Selected Approach
The answer to the problem is not fully quantifiable, and the researcher is open to personal experiences and perceptions. As such the approach is to document and analyse the perceptions of the participants and interpret the findings. To fully understand the depth of the problem a paradigm is required that allows both controlled and measured data, along with the ability to deeply expand into the phenomena. Both the Positivist and Interpretivist paradigm are consistent approaches for gathering, studying and interpreting the perceptions and understandings.  
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 to provide insights behind consumer choices, and how the results could support 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).
Bryman (2001) suggests that “the distinction between qualitative and quantitative research perspective is really a technical matter whereby the choice between them is to do with their suitability in answering research questions”.
[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. Mixed research offers an exciting mode of conducting business research (Antwi and Hamza, 2015).
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.

Based on this research a mixed methodology best suits the problem. The qualitative approach method will firstly describe the view of the group through an EBK Model inspired interview. Qualitative analysis will lead to an understanding of 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. This process can be used to form a hypothesis for further investigation.
[bookmark: _Hlk14451736]The quantitative approach will ask key specific questions through a questionnaire to gather data and test if the hypothesis is supported. Quantitative analysis from the survey responses will 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. This process can be used to form a hypothesis for further investigation.
A final qualitative approach is then used to delve deeper into the understanding, to test the quantitative results and generate new theories.

4.3 Hypotheses
[bookmark: _Hlk12551865]The Null Hypothesis states that more than 50% of participants will consider family as the greatest influence on sport choice. The findings from the total responses agreeing and strongly agreeing that family are the greatest influence will be tested to support this claim using a z-test of proportion norm (Stouffer et al, 1949) as used by Chard and Potwarka (2017). The second hypothesis states that more than 50% of participants will consider their own independence to have the least effect on sport choice. The findings from the total responses disagree and strongly disagreeing will be tested using a z-test to support this claim. 

4.4 Reliability and Validity
Reliability is “the extent to which data can be trusted to represent the phenomena of interest rather than spurious ones” (Krippendorff, 2008, p. 350). 
Validity is “the extend to which the research findings accurately reflect the phenomena under study” (Collis and Hussey, 2009, p. 65).
Positivist methods are subject to validity, reliability and objectivity, whereas in the interpretivist paradigm where exploration and understanding are key, trustworthiness and credibility are the issue. 
Credible research is based on sound rationale, justifying the use of the chosen methodology and data collection process.

According to Noble and Smith (2015) Qualitative research is frequently criticised for lacking scientific rigour. To combat this the researcher has accounted for personal biases which may have influenced findings (Smith and Noble, 2014). 
Understanding the problem through the words and behaviours of the participants in the qualitative study is described as a Phenomenological paradigm (Collis and Hussey, 2009).  In contrast to the independence associated with Positivism, the role of the researcher in Phenomenological paradigm is part of what is observed (Remenyi, et al, 2003). The researcher acknowledges that all interpretations are influenced by personal beliefs and values (Abawi, 2012).

The researcher acknowledges the biases in sampling, the views of young people in Equestrian and Netball may differ due to perception of cost and commitment. The age of the participants may also present bias, the older either having forgotten what influenced them or reporting as they would like to interpret it. Throughout the data collection process the researcher will practice an ongoing critical reflection of methods to ensure depth and relevance of data collection (Sandelowski, 1993). 
The researcher will provide meticulous record keeping, demonstrating a clear decision trail and ensuring interpretations of data are consistent and transparent (Long and Johnson, 2000). The researcher will also include ‘rich and thick’ descriptions of participants’ accounts to support the findings (Slevin and Sines, 1999). 
[bookmark: _Hlk16940726]A z-test of proportion (Stouffer et al, 1949) will be performed to test the results against the population mean and reject or accept the hypothesis.

4.5 Sample
It is not expected that the participants or their parents or coaches will have an interest in the study or its findings but will understand the basics around influence and sport choice. The participants will be selected at random from a TPC riding centre. This form of purposive sampling is not left to chance and ensures that participants are appropriate to the research questions (Bryman and Bell, 2011). Saunders et al (2009) recommend when sample sizes are small that the purposive sampling style is used. Purposive sampling is not designed for representation across a wider population but is used to obtain knowledge regarding the phenomenon (Remenvi, et al, 2003). 
According to Boyd (2001) any number of participants from two to ten is sufficient to reach saturation. The first phase purposive sample will be four participants. All four participants will belong to the same club to promote a conducive environment. 

The target number for phase two quantitative research will be 100 participants. The survey will be promoted across TPC social media. The questionnaire will also be shared across a small netball club for comparative opportunities. 
The third phase purposive sample will be six members of TPC. All participants will be aged between 7 and 15 years of age. 

[bookmark: _Hlk10382559]The qualitative sample sizes of four and six is considered by the researcher to be a manageable number for interview. This is also backed by the research of Francis, et al, (2010) who propose an ‘information power’ concept that indicates that the more information the sample holds, relevant for the actual study, the smaller number of participants is needed. In this instance the qualitative research is used to better understand the question both before and after quantitative data retrieval and it is therefore thought that the views of a small sample group will be most appropriate.



4.6 Ethics
Cribb (2004) states that ethical behaviour is the desire to act properly in all circumstances, not just those identified within rules, recognising participants moral and legal rights. Due care will be exercised in order not to violate the rights of individuals and University of Wales Trinity St David 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 the three R Framework (Reflexivity, Rights and Relationship) to practice the ethical principles required. 
Reflexivity refers to the capacity of people to be conscious of, and give account of, their actions (Phillips, 1988). Powell, Graham, and Truscott (2016) recommend that the framework is used to check and challenge: whether the research is necessary and should be undertaken; their readiness and capacity to conduct the research; assumptions about childhood and the children involved; the impact of both the researchers own and children’s experiences; disparities in power and status between the researcher and the child.
Survey design and implementation will be guided through the principles proposed by Fink (2015) and guidance for interviews taken from Mukherji and Albon (2018). 

Roberts (2017) suggests that although research with young people does not necessarily require the adoption of particular methods, an appreciation for the duty of care is required. The NSPCC provides guidelines for research with children regarding ethics, safety and avoiding harm. The NSPCC suggest that researchers consider: How to obtain informed consent; How to manage the risk of harm to participants; and what to do with the information gathered during the research (www.NSPCC.org.uk).
In gaining consent, prior to the interviews all 10 participant’s parents will be asked to complete a consent form detailing the purpose and process of the study. During the interviews the group coach or trainer will be present in addition to the researcher. The researcher will be supervised throughout the interview. The participating young people will be under parental / guardian supervision prior to the interview and continue with their usual weekly training session post interview. 
In managing risk and harm the researcher has designed activities to sit inside the young people’s safe, and trusted environment.  Disclosure and Barring Service (DBS) in the UK enables organisations to make safer recruitment decisions by identifying candidates who may be unsuitable for certain work, especially that involving children, by providing access to criminal record information. A criminal record check is required for anyone aged 16 years or over who undertakes any unsupervised roles with people under the age of 18. The researcher will not be unsupervised throughout the research process however, the researcher has undergone the check through DBS which is held on file by TPC. Only the basic necessary information to complete the analysis will be held by the researcher, and all data will be anonymous. 

4.7 Advantages 
The Mixed method approach provides a greater and more in-depth understanding of the question than either qualitive or quantitative research alone. The first phase interviews allow for an opportunity to not only initiate a deeper understanding of the problem, but to also test the questions for understanding.  The purposive sample provides a position from the outset that the group will understand sport and sport choice.

4.8 Limitations
The flexibility during the qualitative methods require skilled data capturing, which is limited to the researcher’s skill and practice in this area.  
The survey will be conducted utilising the membership network of The Pony Club, and a secondary small sample from a local netball club. The Pony Club demographic may not be a fair reflection of the general public. The sample group for the initial interview are from a riding centre who will not necessarily own a pony, the cost implications of which may skew their beliefs. The questionnaire will be made available to the full Pony Club membership which is mostly Branch members who own their ponies (Branch: 19886 members, Centre: 12286 members) this may skew the data.  
Utilising a self-developed questionnaire has limited the direct secondary research comparison availability. The questionnaire design and scoring is developed as a proposal for future use in order to investigate a largely under researched area. The design would benefit from a wider test to measure ease of use.
Semi-structured interviews can be very time consuming with a great deal of research supporting their development. The researcher may show bias towards the questions that are asked and those that are investigated deeper which may affect the outcome (Mitchell and Jolley, 2013)
5 Data Collection
 
5.1 Phase One: Pilot Interview 
[bookmark: _Hlk7289574]Qualitative Research was used to primarily explore the problem and gain an understanding of the underlying reasons, opinions, and motivations to help to develop the quantitative research in phase two. Following ethical clearance, a self-designed semi-structured focus group interview was piloted with four female TPC members aged 12 (n=2) and 13 (n=2) recruited from a local riding centre. Sample sizes followed the Francis, et al. (2010) ‘information power’ concept.

The centre proprietor, TPC coach and parents were informed of the purpose and process of the study and gave consent along with the participants own consent to participate. TPC coach was present throughout the session.
The participants had each been members of the riding club for two years and were not participating in any other sport out of school.

Procedure:
The phase one focus group interview lasted 45 minutes and took place at the riding centre an hour before their weekly TPC session.  
The interview was conducted by the researcher and all four participants took part under their own volition with no incentive offered by the interviewer. 
The first 5 minutes were dedicated to ice breaker exercises to familiarise the group to talking and create the desired relaxed and open environment. Although the EBK Model was used as a guide the interview was managed with flexibility to allow open discussion and clarifying questioning on both parts and to ensure all were given the opportunity to contribute. 
The main questions were intended to assess the position of influencers in their life and when making choices in general, and particularly purchasing of product and services. 
Statements for each of the decision-making stages involved in the EBK Model: Information processing; Central control unit; the decision-making process; and environmental influences were used to guide the interviews. This design ensures that the researcher can, as set in the objectives, review the findings in line with consumer behaviour. Sample questions included: 
Information Processing: What information or situations do you think are around you to help you choose sport? 
Central Control Unit: How do you and your friends talk in school about the activities you participate in out of school;
Decisions Making: When choosing a sport how are options assessed and who might you talk to;
Environmental Influences: How much involvement in your activities and sports do your family members play.

The questions were not asked in a specific order but were used to test how aware the young people were of their views on the issues being raised to measure the question suitability for closed question assessment. The EBK related questions were asked in order of relevance to assist the flow of the interview and allow for deeper discussion. After 20 minutes the group participated in a 5-minute physical activity to alleviate any effects of fatigue or boredom and re-energise the session. 
The responses from the phase one interview were used to establish a first layer understanding of the research question and design a questionnaire that would reflect the EBK model with clear and concise questions. 

5.2 Phase Two: Questionnaire
[bookmark: _Hlk5395348]Quantitative research methodology was 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 EBK Model: Information processing; Central control unit; the decision-making process; and environmental influences was created using SurveyMonkey. 
SurveyMonkey.com is a flexible online tool to create and publish surveys quickly with results and graphs accessible in real time. In a digital age the use of online tools is desirable, especially working with young people. When utilised in a school review, students reported the experience to be both flexible and interesting (Bhatia, 2011).
Bentley et al (2017) also recommend SurveyMonkey after investigating the reliability of fast survey platforms compared to larger market research studies for behaviour research. With results obtained in hours, far smaller costs and accuracy within 10% of traditional larger surveys the SurveyMonkey platform is preferred.

The questionnaire was designed using the responses and themes from the phase one interview. Interviewees responded well to the flow of questions relating to the EBK model. Designing the questions in line with the EBK Model aids the researcher to continuously reflect on consumer behaviour.  
Questions were included to consider both Controlled and Autonomous forms of motivation as identified in the Self Determination Theory (Deci and Ryan, 2000)
The questionnaire adopts the Likert scale (1932), the principle of measuring attitudes by asking participants to respond to statements about a topic, in terms of the extent to which they agree with them. Participants are given a wide enough range of answers that they feel they are selecting the option that best articulates how they feel, usually between 5 or 7 options. In this research questionnaire there are 5 options ranging from strongly disagree to strongly agree and neutral in the middle.
Many Likert scales include both positively and negatively (reversed) worded items, however there are researchers who disagree with reversed questions (Józsa and Morgan, 2017) therefore the positive worded item system has been used.  
Nadler, et al (2015) examined the effect of varying the number of response options, four options forcing a choice and 5 or 7 point scales providing a mid-point view.  Views of the midpoint included “no opinion,” “don't care,” “unsure,” “neutral,” “equal/both,” and “neither.” 

The design of this questionnaire took the age of the participants into consideration, wanting to allow for the participants to have a no opinion or not sure answer. 
With the permission and signed consent of both TPC and The Netball Club the link to the questionnaire was posted on their social media. 
The questionnaire explanation called for young people aged between 7 and 15 years of age to firstly select either Netball or Equestrian and then answer the questions with a focus on that one sport. The questionnaire included a consent statement aimed at the participants and their choice to opt out. All participants took part under their own volition with no incentive offered.




5.2.1 Motivating Factors Questionnaire: Phase Two
[bookmark: _Hlk7295546]A SurveyMonkey questionnaire comprising of 26 questions and covering all four sections of the EBK Model process: Information Processing; Central Control Unit; Decision Making and Environmental Influences was created which can be seen in 6.2.

The scoring system was applied to sections one to three shown below. 
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	2
	1
	0
	-1
	-2





5.3 Phase Three: Interview
After reviewing the Quantitative data a second Qualitative Research focus group interview was conducted to uncover trends in thought and opinions, and dive deeper into the problem. The piloted self-designed semi-structured interview was developed and utilised in a more detailed exploration with a group of six young people.
[bookmark: _Hlk7290003]The group consisted of 6 females aged 13 (n=4) and 14 (n=2) recruited from a local riding school. Sample sizes followed the Francis, et al. (2010) ‘information power’ concept.

The centre proprietor and parents were informed of the purpose and process of the study and gave consent along with the participants own consent to participate. The phase three focus group interview lasted 45 minutes and took place at the riding school club room an hour before a group activity session. The riding school head coach and two parents were present throughout the session.
The two 14 year old participants had each been riding for 6 years, one 13 year old two years and the remaining three 13 year old participants riding for four years. None of the participants were participating in any other sport out of school.
Statements for each of the decision-making stages involved in the EBK Model: Information processing; Central control unit; the decision-making process; and environmental influences were used to guide the interviews.

Procedure: The interview was conducted by the author and all six participants took part under their own volition with no incentive offered by the interviewer. 
The first 5 minutes were dedicated to ice breaker exercises to familiarise the group to talking and create the desired relaxed and open environment. Although the EBK Model was used as a guide the interview was managed with flexibility to allow open discussion and clarifying questioning on both parts and to ensure all were given the opportunity to contribute. The main questions were intended to assess the position of influencers in their life and when making choices in general, and particularly purchasing of product and services. 

Sample questions included:
When choosing an activity to participate in how do you know how independent your choices are; What level of ‘pester power’ is required in sport choice; How does cost impact your independence to choose; How do opinions of friends impact your choice; Where are your strongest friendships formed, in school or at sport club; How important is it that your family are involved in your sport; Are family members forming friendships through your sport?”

The questions were not asked in a specific order but were used to explore the key responses from the questionnaire and gain a deeper understanding of the issues.  The EBK related questions were asked in order of relevance to assist the flow of the interview and allow for deeper discussion. After 20 minutes the group participated in a 5-minute physical activity to alleviate any effects of fatigue or boredom and re-energise the session.










6 Data Analysis.
The chosen methodology allowed for deep and investigative conversation. Following the initial interviews, the researcher captured the core theme from the responses. Full detailed transcripts were not created. The key themes were interpreted to not only assist in the development of the phase two questionnaire but to add to the wider understanding of the phenomenon. 
The phase two questionnaire data was initially analysed utilising TPC membership data and netball data together as a representation of young people. The Equestrian and Netball data was then broken down and analysed separately for comparison and to widen the conversation. 

During the third phase interviews the researcher captured the key themes. The key themes were then interpreted to conclude the findings and to clarify any areas for future research.
The findings were split into three sections based on the three phases of the methodology. The full data was analysed and then broken down into age groups and then sport specific for a deeper investigation. 

[bookmark: _Hlk7823755]6.1 Phase One Results
[bookmark: _Hlk11966776]Sample includes 4 Pony Club members, 2 aged twelve and 2 aged thirteen.   The main findings are highlighted below but can be seen in more detail in table 1.
IP: The main exposure came from school but mainly information on more traditional sports. Aside from the general ‘be healthy’ message the message to join a sport was not covered on tv or other advertising. Attention comes from detailed discussions and trying sport at school. The message to be healthy and active is comprehended and retained. 
CCU: The participants based all views on others experience prior to trying the sport themselves. Friends and peer age family experiences were valued greater than parents and all felt independent in their evaluation of information and choice. All felt that their commitment to stay involved made their parents supportive.
Decision making: Participants felt autonomous in their decision making but sports participation was encouraged. Participants recognised that sport choice was their problem and the gathering of information and alternatives were in their hands, yet parental support was required. 
External Influence: Family are supportive but did not participate, family would arrange travel but not always stay to watch. Mostly the participants were expected to be self-sufficient adding to the reward of paying, which ultimately was believed to be value for money.

6.1.1 Table of response themes: Phase One
	[bookmark: _Hlk7298465]

	
Information Processing
	
Central Control Unit
	
Decision Making


	Family
	One members parents have ridden in the past but none currently. Parents often joked about re-joining a club. One participant reported her mother joining her in a care training day. The one members parent who had ridden reported good experiences. 
	Parents seem to encourage riding as an option. For three of the members a cousin or family friend was the link to knowing about the riding club.
	Parents were not asked for their opinion. Members felt that they could just say which sports they liked. Parents were interested but not influencing. Conversations on options were had an all members recall a cost conversation taking place. 

	Friends
	Three of the members felt that friends or wider family members were the link to the information they had had on riding. Friends would share information about out of school sport and their achievements.  
	Older friends in school teams would recommend taking up other sports out of school.  Friends in The Pony Club were also ‘best’ friends in their spare time. 
	Friends in school were consulted regarding sports outside of school but most friendships in school were formed around school time sports teams. One member recalled watching friends in school football and netball but not participating.  

	School
	School provided information on all sports available and had linked clubs, but not for Equestrian opportunities.  One member reported coaches from local sports clubs leading school sport sessions. Teachers were informative, and some participated in sports themselves. None that they knew of were horse riders. Teachers encouraged out of school sports.
	School provided all traditional sports in lesson time. Most traditional sports were provided as after school clubs on site. Information on local sports clubs was available. Equestrian information was not provided but teachers did talk to riders about The Pony Club. New activities are promoted and tried at school but once sport is chosen it is unlikely to change.
	All sports in school were considered as options. Some would consider also doing other sports they enjoy in school. School offered taster sessions in most traditional sports. School also organised free sessions at clubs.

	Celeb / TV
	None of the members recall seeing tv adverts for any sports. None saw information celebrating world class athletes, especially not female. Aside from school information none of the members had seen advertising in leisure centres or shopping centres for riding clubs but had for football and martial arts clubs.
	No members knew of any famous sports athletes in any sport. One had attended a Women’s Super League football match but didn’t know any players. Being ‘cool’ is not an issue but all members felt that their sport needed to stay up to date with modern clothing and rules.
	No famous athletes that helped to decide on a sport. Players felt that celebrities didn’t show this side of life. Most followed American youtubers that showed their experience of attending as spectators. 

	Independent
	All members reported having the independence to choose their own activities. Parents were happy paying for 1 or 2 activities. Riding was considered as slightly more expensive but as they didn’t own the ponies and spent time at the riding school doing non-riding activity felt it was value for money.
	All members considered choice an important one. If you start a sport you must stick to it. Parents let them choose.
	All members felt the decision was easy. They knew the sport for them had to include a pony. Likes and dislikes were considered, and all members agreed they felt comfortable being in their chosen sport of jumping because it could be done at a low level to start with and were not pushed to compete. 

	[bookmark: _Hlk7296801]External Influence


	Family Support
	All members reported one parent taking them and watching them in their sport, not a family day out. All felt that their parents were very supportive and gave their full attention at sessions and discussed outcomes afterwards. Many training sessions were not attended by parents, members were dropped off and collected afterwards. Family members did not watch Olympic level riding competitions. 

	Cost Consideration
	Cost, although important was not considered a major issue as all members felt that the sports on offer and the additional time at the centre for non-riding activities made it overall very affordable. Tennis, golf and swimming were considered as sports that might cost more than average. 

	Family Involvement
	Family support was not offered at training sessions. Parents at competition might help carry or move equipment but would generally be there to watch and cheer. Family would not attempt to coach, but only offer some support 1-1 with their own child. On occasion a parent might help clean equipment and tack, but support was limited beyond washing personal sports clothing. .

	Family Participation
	Family do not participate in the sport but one of the members are aware that their mother had as a child. One member reported that their mother had ridden until she had become a parent and then didn’t return. The member did not feel that her mother had tried to influence her towards netball as a sport choice.


Table 1. Emerging themes from phase one group interview.
  
6.2 Phase Two Results
The SurveyMonkey responses per question for all 154 respondents are shown in the following graphs. The first three questions relate to the basic information about the participant allowing for deeper segmented analysis by sport and age. Questions three to twenty-two show the EBK Model questions and twenty-three to twenty-six specifically relate to the external influence factors. Each graph displays the total participants answering or skipping the question and provides the breakdown of those answers by number and percentage per response. The heading for each graph shows the specific question asked. The graph for each question is provided as an initial show of the raw data. A breakdown of what is meant by each question is not provided as there is no means to ensure that the participants interpretation was identical to the researchers.
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Questionnaire data includes a total of 154 responses across three age groups: 15 participants aged 7-9; 50 participants aged 10-12; 89 participants aged 13-15.  
A Likert scale scoring system was applied to sections one to four. The response and score for each answer are shown below: Strongly agree, 2 points; Agree, 1 point; Neutral, 0 points; Disagree, -1 point; Strongly disagree, -2 points,

	[bookmark: _Hlk7467445]Questionnaire Data
	154 Responses
	
	 

	Question
	Strongly Agree
	Agree
	Neither
	Disagree
	Strongly Disagree
	Total Points
	Section Points

	Family
	
	
	
	
	
	
	Family
	-45

	3
	33
	36
	29
	32
	24
	22
	Friends
	-419

	11
	27
	62
	31
	21
	13
	69
	School
	-221

	17
	9
	36
	24
	58
	27
	-58
	Celeb / TV
	-217

	22
	3
	34
	27
	62
	28
	-78
	Independent
	214

	Friends
	
	
	
	
	
	
	
	

	4
	5
	26
	35
	63
	25
	-77
	
	

	9
	3
	22
	33
	62
	34
	-102
	
	

	16
	2
	12
	29
	80
	31
	-126
	
	

	21
	2
	22
	26
	68
	36
	-114
	
	

	School
	
	
	
	
	
	
	
	

	5
	11
	14
	16
	48
	65
	-142
	
	

	8
	16
	45
	24
	43
	26
	-18
	
	

	14
	13
	34
	38
	48
	21
	-30
	
	

	19
	6
	42
	38
	49
	18
	-31
	
	

	Celeb / TV
	
	
	
	
	
	
	
	

	7
	0
	5
	34
	70
	45
	-155
	
	

	10
	33
	58
	39
	19
	4
	97
	
	

	15
	19
	40
	45
	44
	6
	22
	
	

	20
	1
	8
	19
	61
	65
	-181
	
	

	Independent
	
	
	
	
	
	
	
	

	6
	55
	62
	27
	9
	1
	161
	
	

	12
	9
	32
	34
	53
	26
	-55
	
	

	13
	53
	54
	22
	21
	4
	131
	
	

	18
	10
	43
	35
	46
	20
	-23
	
	


Table 2. Questionnaire Response Data

[bookmark: _Hlk11592572]Total questionnaire responses revealed a positive score for Independence alone. All four influence factors showed a negative response. Of the four influence factors family came out as the most influential and friends the least, as highlighted in the following graph.  

Graph 1. Total Points per Influence

6.2.1 Questionnaire Response Data by Age
[bookmark: _Hlk11593821]The responses have been broken down by age. 15 of the 154 respondents were aged between 7-9. The table below shows that independent choice and family influence received the highest scores. Friends showed the least influence on 7-9 year old sport choice with a score of -38.  
	7-9 Age Group (15)
	Responses
	
	 

	Question
	Strongly Agree
	Agree
	Neither
	Disagree
	Strongly Disagree
	Total Points
	Section Points

	Family
	
	
	
	
	
	
	Family
	11

	3
	4
	4
	2
	4
	1
	6
	Friends
	-38

	11
	4
	6
	2
	2
	1
	10
	School
	-26

	17
	1
	3
	6
	3
	2
	-2
	Celeb / TV
	-25

	22
	0
	5
	3
	6
	1
	-3
	Independent
	18

	Friends
	 
	 
	 
	 
	 
	 
	
	

	4
	1
	3
	1
	7
	3
	-8
	
	

	9
	0
	3
	2
	7
	3
	-10
	
	

	16
	0
	1
	6
	6
	2
	-9
	
	

	21
	0
	3
	2
	6
	4
	-11
	
	

	School
	 
	 
	 
	 
	 
	 
	
	

	5
	1
	1
	0
	5
	8
	-18
	
	

	8
	1
	4
	4
	4
	2
	-2
	
	

	14
	1
	2
	6
	4
	2
	-4
	
	

	19
	1
	3
	5
	5
	1
	-2
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	5
	8
	2
	-12
	
	

	10
	3
	5
	3
	4
	0
	7
	
	

	15
	1
	1
	7
	4
	2
	-5
	
	

	20
	0
	1
	2
	8
	4
	-15
	
	

	Independent
	 
	 
	 
	 
	 
	 
	
	

	6
	3
	8
	2
	2
	0
	12
	
	

	12
	2
	4
	1
	7
	1
	-1
	
	

	13
	3
	6
	3
	1
	2
	7
	
	

	18
	1
	5
	3
	5
	1
	0
	
	


Table 3. Response Data Age 7-9

[bookmark: _Hlk11593941]50 responses were collected from 10-12 year olds. Friends scored the lowest as an influence with a score of -111. 10-12 year olds reported Independence to be the deciding factor for sport choice, with family influence coming in second with a score of 6 as shown in the table below.
	10-12 Age Group (50)
	Responses
	
	 

	Question
	Strongly Agree
	Agree
	Neither
	Disagree
	Strongly Disagree
	Total Points
	Section Points

	Family
	
	
	
	
	
	
	Family
	6

	3
	8
	13
	13
	14
	2
	11
	Friends
	-111

	11
	9
	25
	7
	5
	4
	30
	School
	-30

	17
	0
	17
	8
	22
	3
	-11
	Celeb / TV
	-59

	22
	2
	11
	4
	27
	6
	-24
	Independent
	62

	Friends
	
	
	
	
	
	
	
	

	4
	0
	9
	12
	23
	6
	-26
	
	

	9
	1
	11
	9
	22
	7
	-23
	
	

	16
	1
	4
	9
	31
	5
	-35
	
	

	21
	1
	8
	8
	29
	4
	-27
	
	

	School
	
	
	
	
	
	
	
	

	5
	6
	3
	6
	18
	17
	-37
	
	

	8
	5
	19
	7
	14
	5
	5
	
	

	14
	4
	17
	11
	14
	4
	3
	
	

	19
	1
	18
	11
	17
	2
	-1
	
	

	Celeb / TV
	
	
	
	
	
	
	
	

	7
	0
	2
	11
	28
	9
	-44
	
	

	10
	11
	15
	17
	5
	1
	30
	
	

	15
	7
	10
	16
	16
	1
	6
	
	

	20
	0
	2
	7
	29
	12
	-51
	
	

	Independent
	
	
	
	
	
	
	
	

	6
	14
	20
	11
	4
	1
	42
	
	

	12
	3
	11
	12
	20
	4
	-14
	
	

	13
	16
	14
	11
	9
	0
	37
	
	

	18
	3
	15
	9
	22
	1
	-3
	
	


Table 4. Response Data Age 10-12

[bookmark: _Hlk11594003]The responses from 89 13-15 year olds showed similar as the other age groups with Independence scoring the highest. Family, scored a negative response with -62, however this was the highest score compared to all other influences. Friends scored the lowest with a score of -270. 
	13-15 Age Group (89)
	Responses
	
	 

	Question
	Strongly Agree
	Agree
	Neither
	Disagree
	Strongly Disagree
	Total Points
	Section Points

	Family
	
	
	
	
	
	
	Family
	-62

	3
	21
	19
	14
	14
	21
	5
	Friends
	-270

	11
	14
	31
	22
	14
	8
	29
	School
	-165

	17
	8
	16
	10
	33
	22
	-45
	Celeb / TV
	-133

	22
	1
	18
	20
	29
	21
	-51
	Independent
	122

	Friends
	
	
	
	
	
	
	
	

	4
	4
	14
	22
	33
	16
	-43
	
	

	9
	2
	8
	22
	33
	24
	-69
	
	

	16
	1
	7
	14
	43
	24
	-82
	
	

	21
	1
	11
	16
	33
	28
	-76
	
	

	School
	
	
	
	
	
	
	
	

	5
	4
	10
	10
	25
	40
	-87
	
	

	8
	10
	22
	13
	25
	19
	-21
	
	

	14
	8
	15
	21
	30
	15
	-29
	
	

	19
	4
	21
	22
	27
	15
	-28
	
	

	Celeb / TV
	
	
	
	
	
	
	
	

	7
	0
	3
	18
	34
	34
	-99
	
	

	10
	19
	38
	19
	10
	3
	60
	
	

	15
	11
	29
	22
	24
	3
	21
	
	

	20
	1
	5
	10
	24
	49
	-115
	
	

	Independent
	
	
	
	
	
	
	
	

	6
	38
	34
	14
	3
	0
	107
	
	

	12
	4
	17
	21
	26
	21
	-52
	
	

	13
	34
	34
	8
	11
	2
	87
	
	

	18
	6
	23
	23
	19
	18
	-20
	
	


Table 5. Response Data Age 13-15

[bookmark: _Hlk11594108]When broken down by age Independence continues to score higher than all other influences. The 7-9 age group perceive family as a higher rated influence which decreases as age increases. By age 13-15 the influence of family represents a negative score. Across all three age groups friends are considered the least influential, as shown in the three following graphs.
[image: ]Graph 2. Total Points per Influence Age 7-9

[image: ]Graph 3. Total Points per Influence Age 10-12

[image: ]Graph 4. Total Points per Influence Age 13-15

The mean scores for positive responses (Strongly Agree and Agree) and separately for negative responses (Strongly Disagree and Disagree) are broken down across the three age groups. This has been shown to highlight the varying responses by age across the five categories.
	[bookmark: _Hlk11447667]
	Strongly Agree and Agree Means by Age

	
	Mean 7-9
	Mean 10-12
	Mean 13-15

	Family
	1.8
	1.7
	1.4

	Friends
	0.7
	0.7
	0.5

	School
	0.9
	1.4
	1.0

	Celeb / tv
	0.7
	0.9
	1.1

	Independent
	1.8
	1.9
	2.1


Table 6. Mean scores for positive response by Age
	
	Strongly Disagree and Disagree Means by Age

	
	Mean 7-9
	Mean 10-12
	Mean 13-15

	Family
	1.3
	1.6
	1.7

	Friends
	2.5
	2.5
	2.6

	School
	2.0
	1.8
	2.2

	Celeb / tv
	2.1
	2.0
	2.0

	Independent
	1.2
	1.2
	1.1


Table 7. Mean scores for negative response by Age

Graph 5. Mean scores for Strongly Agree and Agree

Graph 6. Mean scores for Strongly Disagree and Disagree
6.2.2 Environmental Influences 
[bookmark: _Hlk11538642]The environmental influence is reported through the young people’s views on family income and family involvement. 139 of the 154 participants thought that their families enjoyed watching their sport. Interestingly 88 of the 154 respondents report that their families also participated in their sport and 133 reporting that their family members help. These finding are shown in the following table and graph.   
	
	Yes
	No

	My family also enjoy watching my sport
	139
	15

	My family need to consider cost when choosing my sport
	95
	59

	My family help out at my sports events
	133
	20

	My family also participate in my sport
	88
	66


Table 8. Environmental Influences
[image: ]Graph 7. Environmental Influence

6.2.3 Data by Sport
The data was broken down to represent Equestrians and Netballers separately to support discussion for future study. Equestrians make up most of the participants (120). 34 respondents playing netball. 
2

Raw Data Equestrian Only
	Equestrian (120)
	Responses
	
	
	 

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	-34

	3
	28
	56
	33
	33
	18
	0
	23
	-23
	18
	-36
	30
	Friends
	-389

	11
	23
	46
	53
	53
	21
	0
	15
	-15
	8
	-16
	68
	School
	-290

	17
	6
	12
	20
	20
	20
	0
	50
	-50
	24
	-48
	-66
	Celeb / TV
	-163

	22
	2
	4
	24
	24
	23
	0
	48
	-48
	23
	-46
	-66
	Independent
	157

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	3
	6
	14
	14
	29
	0
	54
	-54
	20
	-40
	-74
	
	

	9
	1
	2
	10
	10
	24
	0
	53
	-53
	32
	-64
	-105
	
	

	16
	1
	2
	6
	6
	22
	0
	63
	-63
	28
	-56
	-111
	
	 

	21
	1
	2
	14
	14
	20
	0
	55
	-55
	30
	-60
	-99
	
	 

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	5
	2
	4
	4
	4
	9
	0
	43
	-43
	62
	-124
	-159
	
	 

	8
	13
	26
	25
	25
	18
	0
	38
	-38
	26
	-52
	-39
	
	 

	14
	9
	18
	19
	19
	28
	0
	44
	-44
	20
	-40
	-47
	
	 

	19
	2
	4
	28
	28
	28
	0
	45
	-45
	16
	-32
	-45
	
	 

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	7
	0
	0
	3
	3
	24
	0
	53
	-53
	40
	-80
	-130
	
	 

	10
	26
	52
	52
	52
	25
	0
	12
	-12
	4
	-8
	84
	
	 

	15
	13
	26
	37
	37
	39
	0
	27
	-27
	4
	-8
	28
	
	 

	20
	0
	0
	7
	7
	14
	0
	46
	-46
	53
	-106
	-145
	
	 

	Independent
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	6
	48
	96
	51
	51
	16
	0
	4
	-4
	1
	-2
	141
	
	

	12
	7
	14
	23
	8
	22
	0
	45
	-45
	23
	-46
	-69
	
	

	13
	49
	98
	43
	43
	13
	0
	12
	-12
	3
	-6
	123
	
	

	18
	5
	10
	29
	29
	28
	0
	39
	-39
	19
	-38
	-38
	
	


Table 9. Questionnaire Response Data: Equestrian

Raw Data Netball Only
	Netball (34)
	Responses
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	-11

	3
	5
	10
	3
	3
	11
	0
	9
	-9
	6
	-12
	-8
	Friends
	-30

	11
	4
	8
	9
	9
	10
	0
	6
	-6
	5
	-10
	1
	School
	69

	17
	3
	6
	16
	16
	4
	0
	8
	-8
	3
	-6
	8
	Celeb / TV
	-54

	22
	1
	2
	10
	10
	4
	0
	14
	-14
	5
	-10
	-12
	Independent
	-27

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	2
	4
	12
	12
	6
	0
	9
	-9
	5
	-10
	-3
	
	

	9
	2
	4
	12
	12
	9
	0
	9
	-9
	2
	-4
	3
	
	

	16
	1
	2
	6
	6
	7
	0
	17
	-17
	3
	-6
	-15
	
	

	21
	1
	2
	8
	8
	6
	0
	13
	-13
	6
	-12
	-15
	
	

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	5
	9
	18
	10
	10
	7
	0
	5
	-5
	3
	-6
	17
	
	

	8
	3
	6
	20
	20
	6
	0
	5
	-5
	0
	0
	21
	
	

	14
	4
	8
	15
	15
	10
	0
	4
	-4
	1
	-2
	17
	
	

	19
	4
	8
	14
	14
	10
	0
	4
	-4
	2
	-4
	14
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	2
	2
	10
	0
	17
	-17
	5
	-10
	-25
	
	 

	10
	7
	14
	6
	6
	14
	0
	7
	-7
	0
	0
	13
	
	 

	15
	6
	12
	3
	3
	6
	0
	17
	-17
	2
	-4
	-6
	
	 

	20
	1
	2
	1
	1
	5
	0
	15
	-15
	12
	-24
	-36
	
	 

	Independent
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	
	 

	6
	7
	14
	11
	11
	11
	0
	5
	-5
	34
	-68
	-48
	
	 

	12
	2
	4
	9
	8
	12
	0
	8
	-8
	3
	-6
	-2
	
	 

	13
	4
	8
	11
	11
	9
	0
	9
	-9
	1
	-2
	8
	
	 

	18
	5
	10
	14
	14
	7
	0
	7
	-7
	1
	-2
	15
	
	 


Table 10. Questionnaire Response Data: Netball
[bookmark: _Hlk11594403]When the Netball data is viewed independently the results highlight the differences between the two sports. Independence was the strongest factor for Equestrians, as with the full data findings, however Netballers report school to be the most significant influence. For Netballers Independence is a negative score as highlighted through the following two graphs. 
Graph 8. Total points per Influence: EquestrianGraph 9. Total points per Influence: Netball
The External Influence mean data shows contrast responses between Equestrians and Netball players in two areas. Equestrian participants report that family need to consider cost, whereas Netball mean scores for no are the majority. Equestrians report that family are involved in their sport, whereas Netball families are not.  
	
	Equestrian
	Netball

	
	Yes
	No
	Yes
	No

	My family also enjoy watching my sport
	0.9
	0.1
	0.9
	0.0

	My family need to consider cost when choosing my sport
	0.6
	0.3
	0.4
	0.5

	My family help out at my sports events
	0.8
	0.1
	0.8
	0.1

	My family also participate in my sport
	0.6
	0.3
	0.4
	0.5


Table 11. Mean scores for Environmental Influences by sport

Graph 10. Mean scores for Environmental Influence by sport


6.3 Statistical Analysis
Hypothesis testing is a method for testing a claim about a parameter in a population, using data measured in a sample. A test statistic is used to determine how many standard deviations a sample mean is from the population mean. The larger the value of the test statistic, the further the sample mean is from the population mean stated in the null hypothesis. A commonly used approach to testing proportion is the z-test proposed by Stouffer et al, (1949). This method first transforms P-values, the positive responses and the maximum potential responses, to z-values and then test the hypothesis through the Z tests of proportion test. This test statistic converts the sampling distribution into a standard normal distribution. 
[bookmark: _Hlk7895133]The value of the test statistic is used to decide about the null hypothesis. The decision is based on the probability of obtaining a sample mean, given that the value stated in the null hypothesis is true. If the probability of obtaining a sample mean is less than 5% when the null hypothesis (H₀) is true, then the decision is to reject the null hypothesis. H₀ assumes that there is no association between the predictor and outcome variables in the study population. In contrast, Нi makes a claim that there is an association between the predictor and outcome variables. The test does not directly test Hi, but by default is accepted when H₀ is rejected (Zou, et al, 2003).

[bookmark: _Hlk12551289]6.3.1 Null Hypothesis Test for a Proportion 
[bookmark: _Hlk7823451][bookmark: _Hlk11592892]Null Hypothesis: More than 50% of participants will consider family as the greatest influence on sport choice. Alternative hypothesis: Less than 50% of participants will consider family as the greatest influence on sport choice. 
[bookmark: _Hlk7821743]154 young people were asked if they agree or strongly agree that family are the influence through 4 question categories. Total responses possible were therefore max 616. Of the 616 opportunities 240 voted Agree or Strongly Agree. Is there enough evidence with a significance level of 0.5% (α=0.05) to support this claim? We need to test the 
[bookmark: _Hlk13953278]Н₀: P≤ 50% 	Нi:P≥50%
 p̂ (mean) = 0.39
The population mean, assuming our null hypothesis is 50% (0.5)
M Н₀ = 0.5
The population standard deviation, assuming our null hypothesis is the square root of the percentage of the population that agrees and the percentage of the population that does not. 
б Н₀ = √(.5) (.5) = √.25

What is the probability of getting a sample distribution of the mean (0.39)?
The standard deviation of the sample proportions is the population standard deviation (.25) divided by the square root of the sample size (616). 

б p̂ = 	б Н₀		√.25		0.5
[bookmark: _Hlk13953748]√616	=	√616 	= 	24.8	=	0.020

To calculate how many standard deviations this is away from the mean we subtract the population mean, assuming our null hypothesis (0.5) from the sample proportion or mean (0.39) and divide by the standard deviation of the sample proportions (0.020).

Z= 	p̂- M p̂		0.39-0.5	-0.11
б p̂	=	0.020 	=	0.020 	=	-10.5

Z= 	-10.5

To find the critical Z value to ascertain the 5% point we use a normal distribution table. We know that the probability of getting higher than our Z value is 5% as that is where the significance level was set and as with a one tailed test anything above this will reject the null hypothesis. The probability the Z value is less than 5% is 95%. 
The Z normal distribution table shows the cumulative probability of getting 95% by finding .90 on the table and reading the left (1.6) and top figures (0.05) which adds up to 1.65 as shown in table 12.  
[image: ]
Table 12. Normal distribution table

[bookmark: _Hlk13959465]The probability of getting a Z score of less than 1.65 is 95%. The z score is -10.5 which is a negative value beyond the normal distribution as shown on the following graph. We can reject the null and conclude that we will not find that more than 50% of participants will consider family as the greater influence on sport choice.
[image: ]Z = -10.5
Reject H₀
Reject H₀
5%
Critical Z value 1.65



The second hypothesis states that more than 50% of participants will consider their own independence to have the least effect on sport choice. Alternative hypothesis: Young people will not consider their own independence to have the least effect on sport choice.
154 young people were asked if they disagree or strongly disagree that independence has the least effect on sport choice through 4 question categories. Total responses possible were therefore max 616. Of the 616 chances 180 voted Disagree or Strongly Disagree.  Is there enough evidence at α=0.05 to support this claim?
Н₀: P≤ 50% 	Нi:P≥50%
 p̂ (mean) = 0.29
The population mean, assuming our null hypothesis is 50% (0.5)
M Н₀ = 0.5
The population standard deviation, assuming our null hypothesis is the square root of the percentage of the population that agrees and the percentage of the population that does not. 
б Н₀ = √(.5) (.5) = √.25

What is the probability of getting a sample distribution of the mean (0.29)?
The standard deviation of the sample proportions is the population standard deviation (.25) divided by the square root of the sample size (616). 

б p̂ = 	б Н₀		√.25		0.5
√616	=	√616 	= 	24.8	=	0.020
To calculate how many standard deviations this is away from the mean we subtract the population mean, assuming our null hypothesis (0.5) from the sample proportion or mean (0.29) and divide by the standard deviation of the sample proportions (0.020).

Z= 	p̂- M p̂		0.29-0.5	-0.21
б p̂	=	0.020 	=	0.020 	=	-0.23

Z= 	-0.23

To find the critical Z value to ascertain the 5% point we use a normal distribution table. We know that the probability of getting higher than our Z value is 5% as that is where the significance level was set and as with a one tailed test anything above this will reject the null hypothesis. The probability the Z value is less than 5% is 95%. 
The Z normal distribution table shows the cumulative probability of getting 95% by finding .90 on the table and reading the left (1.6) and top figures (0.05) which adds up to 1.65 as shown in table 12. 

The probability of getting a Z score of less than 1.65 is 95%. The z score is -0.23 which, as shown in the graph below is within the 95% and less than -1 standard deviations from the norm, therefore we cannot reject the null hypothesis. 

[image: ]Z = -0.23
Reject H₀
Reject H₀
5%
Critical Z value 1.65


6.4 Phase Three Interview
Sample includes 6 Pony Club members, 4 aged thirteen and 2 aged fourteen. The main findings are highlighted below but can be seen in more detail in table 12.

IP: Attending family sports events gave exposure. Friends rarely discussed out of school sport. Enjoyment at school does not lead to out of school perusal. Advert exposure is mainly through social media which lacks attention as they have become accustomed to ignore. 
CCU: Family would encourage one off recreational participation, which may impact a young person to experience some confidence with certain sports. Friends did not concern themselves with changing mindsets as difference and independence is celebrated. Personality may determine friendship groups that may share likes and dislikes. 
Decision Making: Sport choice was recognised as an independent problem with the view to use pester power to reach a decision.  The search for information is through the internet independently but usually only a deeper search into a preferred sport and not for comparison against wider options. 

External Influence: Parental support and encouragement influences a safe and progressive environment for young people to make decisions. Costs are important to family but value for money and the additional opportunities available are considered favourably. Parents are having more involvement in sport time than school work and are forming friendships with other parents making younger siblings likely to join in.  
[bookmark: _Hlk7953929]
	

	
Information Processing
	
Central Control Unit
	
Decision Making

	Family
	Attending other activities participated in by family members gave great exposure to other opportunities Older siblings choice could influence parents support of a different sport. 
	Parents supportive of trying different sports but most required commitment or longer-term payment. Participants felt that their own personality and independence over-rides family input and minds could not be changed.
	Participants felt that as with many other child requests Pester Power played a role in sport choice. Commitment and cost associated with their sport meant that the drive from the child was key to getting parents backing. 
Support and encouragement from parents made participants feel like they were making progress and enjoyed it more. 

	Friends
	Exposure to sports were limited through friends. Sport conversations in school were limited, mostly light-hearted and in the moment. The views of friends preferred activities were irrelevant. People do not judge for your choice of sport. Friends rarely spoke of out of school sport achievements. 
	Friends opinions do not change mindset. Independence of choice is more interesting among friends. All diversity is tolerated.
Sharing of experience in home life is limited. Individual personality makes the decisions. Young people comfortable being different.
	Alternative sports might be discussed through friends but not pushed. Individual choice is welcomed and respected. Young people don’t care what others think. If they enjoy their chosen sport they will be comfortable and don’t need to shout about it. 

	School
	Exposure to sport is highest in school. Many sports are enjoyed in a relaxed school environment but doesn’t mean they want to join a club. School variety retains a wider sport interest if a child changes their mind. School provides options but doesn’t make children choose.
	School provides opportunity to try most sports. Mind may be changed but only through experience and not purposefully influenced by school. Personality and school friendships may determine school sport enjoyment. Some (non-sporty) groups like to sit out. 
	School supports decision process with options but not encourage single choice. Many young people enjoy school sport and achieve but do not choose to participate out of school.

	Celeb / TV
	Young people watching less TV but viewing adds through social media. Adverts seem tailored to other things they have looked at but are generally ignored. None could think of an internet celebrity endorsing sports.
	One participant spoke of Celeb obsession and would try most things favourite celeb tried. Internet all about evaluation and recommendations, but not sport choice. A celebrity could not change mindset on sport choice but can influence views on welfare of animals eg safe and unsafe horse sports.
	Internet browsing over TV watching might influence ability to search for information instantly. One participant saw a clip for horseball and was instantly able to watch numerous videos and has now encouraged other to try. Practical involvement and participation overrides internet and phone use. 

	Independent
	All members felt that they were not exposed to sports information besides school.
Sport choice comprehension was individual and independent. Attention to messaging was at a young age and all felt strongly about their early thoughts on sport choice.
	Individual personality lead to independence. Young people felt free to experience without judgement and think about their own mindset.
	Participants felt that the problem of what sport to choose was not pressured but encouraged. Final choice was independent. Young people made decisions based on experience, satisfaction and alternative opportunity. Ultimately it was there decision to make. 

	External Influence


	Family Support
	Family are supportive and encouraging. Young people feel that they are progressing and making family proud. Parents make young people feel safe and encourage them to push themselves. Some parents can be a little pushier, especially when sport has taken a priority over a holiday or another child’s activity.


	Cost Consideration
	All members felt that cost was an issue for their families, although they believed it to be value for money. Young people were able to compare costs against other sports but likened Equestrian to other recreational activities such as bowling and laser quest as it felt more like a day out experience, not just a training session or competition. Participants felt that cost was dependant on ownership, lifestyle and brand and not a necessity. 

	Family Involvement
	Participants reported involvement to be more about presence than assistance. Young people were mostly independently working with their pony and equipment. Parents had a greater involvement in their chosen sport than any other aspect of their lives, including homework and friendships in school. Parents were forming friendships with other friends’ parents in the sport setting. One member spoke of parents meeting up outside of the sport setting as friends. Parents and other family members were happy to help but only if the child themselves were not lazy. All family seemed to enjoy being around horses and participants didn’t know if involvement would be as high if not in Equestrian sport.

	Family Participation
	Half of the participants had family members that also participated, mostly older. Those with younger siblings felt that they would likely join in when older. With this Independence was challenged but all felt that younger members love animals as much. All members felt that the animal aspect to their sport made people fall in love with it and want to get more involved. None of the participants felt that their families previous equestrian background influenced them although one did mention that their aunt worked at a riding school.


Table 13. Emerging themes from phase three group interview.

7 Discussion and Conclusions
[bookmark: _Hlk11591866]The aim of the research was to assess consumer related influence on young people as they select their chosen competitive sport. 
The phase one interview told us that the main exposure to options came from school but these were mostly the more traditional sports.
Sports participation is encouraged by parents however friends and peer age family member experiences are valued greater than parents. All participants felt independent when it comes to choice and that researching their options was their responsibility.  
The aspect of cost and commitment was a consideration, but most felt that they were still in the position to choose despite this effecting the wider family.  

Overall the four influence factors were given a negative response with family coming out as the most influential and friends the least. The hypothesis stated that over 50% of the participants would consider family as the greater influence on sport choice yet the null was rejected. From a young persons perspective family are not an influence on their sport choice, however in equestrian there is an understanding that the cost may be a barrier, but the value for money meant that young people could persue it as an option. Much of the research (Naderer et al, 2016; Henry and Borzekowski, 2011; John,1999) into influence from a consumer perspective focuses on children, not only for their own ability to make decisions but for pester power and the opportunity to influence them from a young age, hoping the effects last a lifetime.     

The questionnaire responses revealed Independence above all other influences.
The original belief of the researcher was that young people were not strictly left to decide, especially when it comes to perceived cost and commitment. Therefore the second hypothesis stated that more than 50% of the participants would consider their independence as the least influential on sport choice. Whilst the study finds that young people consider their independence to be the greatest influence on sport choice the Z test did not fall within the 5% significance and the null hypothesis is therefore not rejected as a population norm. These findings provide a suggestion for further investigation splitting research into sports and looking across a variety of age groups to see if a 5% significance can be achieved. 


The phase three interview revealed that friends rarely discussed out of school sport and in-school participation was not followed up with recommendations to join out of school clubs. Family would encourage one off recreational participation and attendance at sport events, which may impact a young persons confidence in that sport. Friends did not concern themselves with changing mindsets as difference and independence is celebrated.
Overall sport choice was recognised as an independent problem with the view to use pester power to reach a decision.  The search for information is through the internet independently but usually only a deeper search into a preferred sport and not for comparison against wider options. 

7.1 Research findings and consumer behaviour research
The Independence result concurs with recent consumer behaviour research concluding the notable promotion of children and young people’s participation in decision-making over recent years. 
This changing culture places young people in a stronger position to make overall decisions autonomously. Self Determination Theory tells us that feeling Autonomous is a feeling we long for, the behaviour is perceived to be from the self, through choice and willing and not Controlled Motivation, the feeling of pressure, of ‘must do’ and ‘should do’ which is more likely to come from family influences. Quotes such as “I feel now like the choice when I was younger was down to me, but I don’t think I knew (horse) riding was an option until later so I joined late” support that children believe themselves to be independent but only through the choices that they are exposed to.  

New understandings of Pester Power places young people as playing a key role in influencing others and are co-decision purchase makers.   Family received a negative score overall but was the highest scored influence after independence. Quotes from the phase three interview include “I have known for as long as I can remember that I wanted a Pony and wanted to learn to ride, I pestered my parents daily” supports that children have their owns views on choice and are happy to share them. 
Consumer behaviour research highlights the messages through parent to child as a potential influence that the young person themselves may not be aware of. Parental explanations for likeliness of success along with the value of participation in such activities may all play a part. 
Parental beliefs may also play a part in the parental influence, promoting opportunities and positivity in favour of sports aligned to their parents, and by-proxy their own beliefs. 
The Eccles Model (1998) suggests that parental beliefs are shaped by demographic factors such as education, income, cultural traditions, number of children in the family and resources in the neighbourhood.  
Overall friends as an influence scored the least. As highlighted through Maslow’s Theory of Human Motivation affection and acceptance come later in our list of basic needs. In peer relationship research popularity reflects the experience of being liked or accepted by peers. Motivation is often associated with positive behavioural outcomes, which are also associated to positive word of mouth.  Phase three participants discussed the culture of acceptance where differences are encouraged, and personal choice accepted “It’s just cool to do your own thing and not really care what other people think”. Social media platforms link peers through similarity in interests and we are more likely as a society to seek out recommendations in this way than rely on formal informative websites. 

The overall response is challenged once viewed individually in the three different age groups. When broken down by age Independence continues to score higher than all other influences. Both Independence and Family scored a positive score with the 7-9 age group and friends the least. Friends also scored the lowest for the 10-12 age group and family second, but for this group the gap between independence and family is far greater. The 7-9 age group perceive family as a higher rated influence which decreases as age increases. By age 13-15 the influence of family represents a negative score. Across all three age groups friends are considered the least influential, both family and friends becoming less of an influence as age increases. 

The results indicate that as we get older our independence increases, and therefore the influence of family and friends decreases. All of the first and third phase participants were above the age of 12 and quotes such as “I think your options get broader the more you know, and the internet helps finding stuff out” and “I used to listen to my sisters more when I was younger but now I am more confident and do my own thing without them” supports the change in independence through growing older.
When the Netball data is viewed independently the results highlight clear differences between the two sports. Independence was the strongest factor for Equestrians, as with the full data findings, however Netballers report school to be the most significant influence. For Netballers Independence is a negative score. Phase one interview response “In (horse) riding you have to be able to be responsible and tack up and that on your own or parents would never agree to letting you go” supports that young Equestrians are managing more than filling up a water bottle and putting on the correct clothing. The demands on Equestrians due to the animal involvement is high. 

The External Influence mean data shows contrast responses between Equestrians and Netball players in two areas. Equestrian participants report that family need to consider cost, whereas Netball majority do not consider cost a factor. Equestrians report that family are involved in their sport, whereas Netball families are not.
The Eccles Model (1998) suggests that income and resources in the neighbourhood will contribute to the perception of availability and the willingness to pursue involvement. Netball is classed as a traditional sport, with basic game requirements therefore offered through school. The availability of facilities and perception of minimal costs may influence a young persons view on costs when it comes to sport choice.  Phase three interview response “I do all different sports at school and play in the school teams but that’s just turning up, (horse) riding is my real sport that I have to work hard at” supports the understanding that the commitment seen by Equestrians to riding is considered higher than any other sports involvement they may have. 

7.2 Marketing Strategy Recommendations
[bookmark: _Hlk12148810]Whilst the results find that young people are independent when it comes to sport choice Exposure is key to ensuring that the young people understand their options and going beyond signs and leaflets in schools. Campaigns that allow the young person to experience for themselves are crucial. Presenting the option directly to the young person first hand and focusing on the opportunity that sport brings specifically to them as decision makers. This message moves away from the advertising of some of the soft messages sport has focused on and aimed at parents, such as education and development. Through a greater understanding of young people and their desired outcomes from sport participation marketers can focus on selling these aspects directly to the young person. 

Family influence decreases as age increases therefore any marketing targeting parents and wider family involvement should focus on children under 10. Focused market research would enable marketeers to better understand parents desires for their children when it comes to sport. Sport specific campaigns such as ‘This Girl Can’ (www.ThisGirlCan.co.uk) can also influence the change in belief both young people and their parents have about the child and their ability or perceived fit for sport.  
At under 10, while parents are still having some influence the additional aspects for parental appeal include family facilities, ease of parking and the perception of parents fitting in.  Schools are not considered to be an influence however the opportunity to link primary schools with local sports clubs should not be missed. Schools provide the access to young people and the bonus of a familiar and safe environment. Sport growth strategies should consider the use of school time and school facilities to introduce their sport to a ready audience. The overall recommendation is to provide the messaging about sport direct to the consumer at the earliest age.  

7.3 Limitations and Future Research
This study highlights the importance of further investigation into sport choice from a consumer perspective and valuing young people as decision makers. Future research should include the EBK Model as a structural guide to marry sport decisions to buyer decisions such as buying a service. This should be reviewed in line with any changes to the understanding of the decision-making process.
[bookmark: _Hlk12147093]
Many of the limitations to this research feeds into the path for future research. The original objective was not to consider age and sport yet on brief analysis some key findings were made. The research did not have a fair sample per age, for example of the 159 participants only 15 were aged 7-9. Whilst this is a limitation it also calls for wider research into the age v’s influence, particularly the aging decrease in family influence. The split in specific sport data was not a key objective, yet again uncovers an area for future focus. In researching a single sport the contrast in views for external influence can be measured and differences examined. Similarities across sports could suggest a dispelling of myth when it comes to costs and availability locally. A further study could examine gender in relation to young people’s sport choices to determine specific strategies for bespoke marketing campaigns.
7.4 Conclusion
The main aim of the research was to assess consumer related influence on young people as they select their chosen competitive sport. 
The consumer behaviour model EBK was used to provide a structure for interview questions. Influencing factors were extracted through a self-designed interview process with four participants, giving the researcher an early understanding of the problem and tested the EBK Model for relevance, thus supporting the design of a sport choice questionnaire. The self-designed questionnaire was completed by 154 young people between the ages of 7 and 15 who participated in either equestrian or netball. 
Following the questionnaire, a second interview with six participants was conducted, this time to delve deeper into the problem and better understand some of the questionnaire findings. 

The findings reported that all young people from age 7-15 consider independence above any influence when it comes to sport choice. Contrary to the hypothesis family was the greater influence on sport choice over school, celebrity and tv, with friends being the least influential. 

This research has highlighted the similarities between consumer behaviour research and that of young peoples view on their ability to make choices in sports activity. There is however a need for further understanding of sport choice in relation to consumer behaviour as the research here focuses on the views of young people and not those of the parents. Consumer Behaviour is a developing phenomenon and NGBS should be utilising consumer behaviour research to tailor growth strategies and identifying young people as direct consumers. 

The recommendation is for wider research into age v’s influence, particularly the aging decrease in family influence. The researcher also recommends a repeat of the study breaking data into specific sports and measuring any perception of influence differences. A further study focusing on gender in relation to young people’s sport choices is recommended, to determine specific strategies for bespoke marketing campaigns.

The relevance of the findings to consumer behaviour research was reviewed and the findings utilised to provide Marketing Strategy suggestions to NGBS.
Independence is the most powerful driver; therefore, the overall recommendation is to provide the messaging about sport direct to the consumer at the earliest age. Market research should be conducted to better understand a young persons desired outcome from participating in sport.

Family targeted marketing should focus on the under 10 age group with market research conducted to understand parents desires for their children when it comes to sport. Sport growth strategies should consider the use of school time and school facilities to introduce their sport to a ready audience and to link schools with local sports clubs.  
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10. Appendices 

10.1 The Pony Club Proprietor Consent Letter
[image: ]

Date:
Dear Proprietor,
I am a student studying a Masters Degree in General Business Management at The University of Wales Trinity Saint David, and also the Growth and Development Director for The Pony Club. 
I am carrying out a study into the sport choice of young people and the possible influences on their decision making and choice outcome. I am looking into consumer behaviour and will be conducting the research with this in mind. 
I am planning to conduct an interview with a small group of Pony Club members before their regular training session. I am writing to ask if you would be willing to give permission for me to conduct the interview and recruit participants through your centre. The interview will investigate some of the groups thoughts around sport choice and will be guided to discuss the possible influences on those decisions.
I would need to approach the members and their parent / guardian to ask if they would be willing to take part in the study. I would also need help to provide parental and participants consent forms. 

I am hoping for the interview to take place on 27th February 2019 at The Pony Club Centre and will last no longer than 1 hour, including a short break. I hold an enhanced Criminal Record Check but would also like to request that the proprietor or centre coach is available to supervise the researcher for the duration.
I would also need permission to complete the interview prior to the weekly training session and will require the access to an appropriate space in which to conduct the interviews and to allow for a short active break. All participation in this research will be treated confidentially and all information will be kept anonymously and stored only for the purpose and juration of the project. 
If you have any comments or questions about this research please email me: 1601487@student.uwtsd.ac.uk
The research project is under the supervision of Mr A Burns, University of Wales Trinity Saint David. Should you have a query or complaint please do not hesitate to email: a.burns@uwtsd.ac.uk
Many thanks in advance for your consideration of this project. Please let me know if you require further information. 

Kind regards,
Heidi Lockyer



10.2 The Pony Club Centre Proprietor Consent Form
[image: ]



I understand that my centres participation in this project will involve:
Assisting the researcher, Heidi Lockyer to identify a group of members to take part in the interview and give consent to approach members and their parents / guardians with consent forms. 
I give consent and will help make arrangements for the researcher to have the use of a suitable location in which to conduct the interviews prior to the regular training session, taking no longer than 1 hour and incorporating an active break session.
I understand that my centres and its members participation in this study is entirely voluntary and that participants are free to withdraw at any time and without giving a reason.
I understand that both the researcher and I must keep the identity of all participants confidential and that all information will be stored anonymously and securely. All information appearing in the final report will be anonymous.
I understand that I am free to discuss any questions or comments I might have with the researcher or their supervisor, Mr A Burns at UWTSD. 
I understand that at the end of the study I will be provided with access to the final study. 
I, ___________________________________(NAME) consent to Heidi Lockyer proceeding with this study. 
Signature of Proprietor: ……………………………………
Date: ……………………………………








10.3 Parental consent letter
[image: ]

Date:
Dear Parent,

I am a student studying a Masters Degree in General Business Management at The University of Wales Trinity Saint David, and also the Growth and Development Director for The Pony Club. 
I am carrying out a study into the sport choice of young people and the possible influences on their decisions making and choice outcome. I am looking into consumer behaviour and will be conducting the research with this in mind. 
I am planning to conduct an interview with a small group of Pony Club members before their regular training session. I am writing to ask if you would be willing to give permission for me to ask your child to participate in this research interview. 
The interview will take place on 27th February 2019 at The Pony Club Centre and will last no longer than 40 minutes, including a short break. The interview will investigate some of the groups thoughts around sport choice and will be guided to discuss the possible influences on those decisions. 
Your child’s participation in this research will be treated confidentially and all information will be kept anonymously and stored only for the purpose and juration of the project. 

The Pony Club Centre Coach will be in attendance at the interview throughout. 
The researcher holds an Enhanced Criminal Record Check with The Pony Club.
If you have any comments or questions about this research, please email me: 1601487@student.uwtsd.ac.uk

The research project is under the supervision of Mr A Burns, University of Wales Trinity Saint David. Should you have a query or complaint please do not hesitate to email: a.burns@uwtsd.ac.uk
If you are happy for your child to participate please complete the information and sign below:

Thank you and Kind Regards, 
Heidi Lockyer








10.4 Parental consent form
[image: ]



I understand that my child’s participation in this project will involve:
Taking part in an interview with the researcher, in which they will be asked for their views on sport choice and the potential influence on making decisions. 
During this interview, notes will be taken 
The interview will be fully anonymised when it is transcribed. 
I understand that my child’s participation in this study is entirely voluntary and can be withdrawn at any time without giving reason.
I understand that participation will be treated confidentially, and all information will be stored anonymously and securely. 
I understand that I am free to ask any questions at any time. I am free to discuss any questions or comments I would like to make with the project supervisor.
I understand that at the end of the study I will be provided with access to the final study. 
I, ___________________________________(NAME) consent to the researcher proceeding with this study 
Signature of Parent or Guardian: ……………………………………
Date: ……………………………………
Name of Child: ……………………………………









10.5 Young Person Consent Form
[image: ]



I understand that my participation in this project will involve:
Taking part in an interview with the researcher, in which I will be asked for my views on sport choice and the potential influence on making decisions. 
During this interview, notes will be taken 
The interview will be fully anonymised when it is transcribed. 
I understand that my participation in this study is entirely voluntary and can be withdrawn at any time without giving reason.
I understand that my participation will be treated confidentially, and all information will be stored anonymously and securely. 
I understand that I am free to ask any questions at any time. I am free to discuss any questions or comments I would like to make with the project supervisor.
[bookmark: _Hlk10669527]I understand that at the end of the study I will be provided with access to the final study. 
I, ___________________________________(NAME) consent to the researcher proceeding with this study 
Signature of Participant: ……………………………………
Date: ……………………………………










10.6 SurveyMonkey Brief

Calling all 7-15 year olds in Netball or Equestrian.
As a final year Masters in Business Administration student I am conducting research into the motivating factors that influence young people in sport choice and reviewing the relevance of the findings to consumer behaviour.
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 only 17.5% of children are meeting the Chief Medical Officer’s guidelines of more than 60 minutes of activity a day, every day of the week.
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. 
In understanding motivations and influences and any distinct differences between the two chosen sports (Equine and Netball) National Governing Bodies of Sport can devise consumer behaviour-based marketing strategies to directly target key influencers in sports choice. 
I thank you for sharing this questionnaire with your members.
Many thanks
Heidi 










10.7 Raw Data
	154 Responses
	Responses
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	Family
	-45

	3
	33
	66
	36
	36
	29
	0
	32
	-32
	24
	-48
	22
	Friends
	-419

	11
	27
	54
	62
	62
	31
	0
	21
	-21
	13
	-26
	69
	School
	-221

	17
	9
	18
	36
	36
	24
	0
	58
	-58
	27
	-54
	-58
	Celeb / TV
	-217

	22
	3
	6
	34
	34
	27
	0
	62
	-62
	28
	-56
	-78
	Independent
	214

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	4
	5
	10
	26
	26
	35
	0
	63
	-63
	25
	-50
	-77
	
	 

	9
	3
	6
	22
	22
	33
	0
	62
	-62
	34
	-68
	-102
	
	 

	16
	2
	4
	12
	12
	29
	0
	80
	-80
	31
	-62
	-126
	
	 

	21
	2
	4
	22
	22
	26
	0
	68
	-68
	36
	-72
	-114
	
	 

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	5
	11
	22
	14
	14
	16
	0
	48
	-48
	65
	-130
	-142
	
	 

	8
	16
	32
	45
	45
	24
	0
	43
	-43
	26
	-52
	-18
	
	 

	14
	13
	26
	34
	34
	38
	0
	48
	-48
	21
	-42
	-30
	
	 

	19
	6
	12
	42
	42
	38
	0
	49
	-49
	18
	-36
	-31
	
	 

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	7
	0
	0
	5
	5
	34
	0
	70
	-70
	45
	-90
	-155
	
	 

	10
	33
	66
	58
	58
	39
	0
	19
	-19
	4
	-8
	97
	
	 

	15
	19
	38
	40
	40
	45
	0
	44
	-44
	6
	-12
	22
	
	 

	20
	1
	2
	8
	8
	19
	0
	61
	-61
	65
	-130
	-181
	
	 

	Independent
	 
	 
	
	 
	
	 
	
	 
	
	 
	 
	
	 

	6
	55
	110
	62
	62
	27
	0
	9
	-9
	1
	-2
	161
	
	 

	12
	9
	18
	32
	32
	34
	0
	53
	-53
	26
	-52
	-55
	
	 

	13
	53
	106
	54
	54
	22
	0
	21
	-21
	4
	-8
	131
	
	 

	18
	10
	20
	43
	43
	35
	0
	46
	-46
	20
	-40
	-23
	 
	 


10.7.1 Raw Data 7-9 Age Only
	7-9 Age Group (15)
	Responses
	
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	11

	3
	4
	8
	4
	4
	2
	0
	4
	-4
	1
	-2
	6
	Friends
	-38

	11
	4
	8
	6
	6
	2
	0
	2
	-2
	1
	-2
	10
	School
	-26

	17
	1
	2
	3
	3
	6
	0
	3
	-3
	2
	-4
	-2
	Celeb / TV
	-25

	22
	0
	0
	5
	5
	3
	0
	6
	-6
	1
	-2
	-3
	Independent
	18

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	1
	2
	3
	3
	1
	0
	7
	-7
	3
	-6
	-8
	
	

	9
	0
	0
	3
	3
	2
	0
	7
	-7
	3
	-6
	-10
	
	

	16
	0
	0
	1
	1
	6
	0
	6
	-6
	2
	-4
	-9
	
	

	21
	0
	0
	3
	3
	2
	0
	6
	-6
	4
	-8
	-11
	
	

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	5
	1
	2
	1
	1
	0
	0
	5
	-5
	8
	-16
	-18
	
	

	8
	1
	2
	4
	4
	4
	0
	4
	-4
	2
	-4
	-2
	
	

	14
	1
	2
	2
	2
	6
	0
	4
	-4
	2
	-4
	-4
	
	

	19
	1
	2
	3
	3
	5
	0
	5
	-5
	1
	-2
	-2
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	0
	0
	5
	0
	8
	-8
	2
	-4
	-12
	
	

	10
	3
	6
	5
	5
	3
	0
	4
	-4
	0
	0
	7
	
	

	15
	1
	2
	1
	1
	7
	0
	4
	-4
	2
	-4
	-5
	
	

	20
	0
	0
	1
	1
	2
	0
	8
	-8
	4
	-8
	-15
	
	

	Independent
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	
	

	6
	3
	6
	8
	8
	2
	0
	2
	-2
	0
	0
	12
	
	

	12
	2
	4
	4
	4
	1
	0
	7
	-7
	1
	-2
	-1
	
	

	13
	3
	6
	6
	6
	3
	0
	1
	-1
	2
	-4
	7
	
	

	18
	1
	2
	5
	5
	3
	0
	5
	-5
	1
	-2
	0
	
	



10.7.2 Raw Data 10-12 Age Only
	10-12 Age Group (50)
	Responses
	
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	6

	3
	8
	16
	13
	13
	13
	0
	14
	-14
	2
	-4
	11
	Friends
	-111

	11
	9
	18
	25
	25
	7
	0
	5
	-5
	4
	-8
	30
	School
	-30

	17
	0
	0
	17
	17
	8
	0
	22
	-22
	3
	-6
	-11
	Celeb / TV
	-59

	22
	2
	4
	11
	11
	4
	0
	27
	-27
	6
	-12
	-24
	Independent
	62

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	0
	0
	9
	9
	12
	0
	23
	-23
	6
	-12
	-26
	
	

	9
	1
	2
	11
	11
	9
	0
	22
	-22
	7
	-14
	-23
	
	

	16
	1
	2
	4
	4
	9
	0
	31
	-31
	5
	-10
	-35
	
	

	21
	1
	2
	8
	8
	8
	0
	29
	-29
	4
	-8
	-27
	
	

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	5
	6
	12
	3
	3
	6
	0
	18
	-18
	17
	-34
	-37
	
	

	8
	5
	10
	19
	19
	7
	0
	14
	-14
	5
	-10
	5
	
	

	14
	4
	8
	17
	17
	11
	0
	14
	-14
	4
	-8
	3
	
	

	19
	1
	2
	18
	18
	11
	0
	17
	-17
	2
	-4
	-1
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	2
	2
	11
	0
	28
	-28
	9
	-18
	-44
	
	

	10
	11
	22
	15
	15
	17
	0
	5
	-5
	1
	-2
	30
	
	

	15
	7
	14
	10
	10
	16
	0
	16
	-16
	1
	-2
	6
	
	

	20
	0
	0
	2
	2
	7
	0
	29
	-29
	12
	-24
	-51
	
	

	Independent
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	
	

	6
	14
	28
	20
	20
	11
	0
	4
	-4
	1
	-2
	42
	
	

	12
	3
	6
	11
	8
	12
	0
	20
	-20
	4
	-8
	-14
	
	

	13
	16
	32
	14
	14
	11
	0
	9
	-9
	0
	0
	37
	
	

	18
	3
	6
	15
	15
	9
	0
	22
	-22
	1
	-2
	-3
	
	


10.7.3 Raw Data 13-15 Only
	13-15 Age Group (89)
	Responses
	
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	-62

	3
	21
	42
	19
	19
	14
	0
	14
	-14
	21
	-42
	5
	Friends
	-270

	11
	14
	28
	31
	31
	22
	0
	14
	-14
	8
	-16
	29
	School
	-165

	17
	8
	16
	16
	16
	10
	0
	33
	-33
	22
	-44
	-45
	Celeb / TV
	-133

	22
	1
	2
	18
	18
	20
	0
	29
	-29
	21
	-42
	-51
	Independent
	122

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	4
	8
	14
	14
	22
	0
	33
	-33
	16
	-32
	-43
	
	

	9
	2
	4
	8
	8
	22
	0
	33
	-33
	24
	-48
	-69
	
	

	16
	1
	2
	7
	7
	14
	0
	43
	-43
	24
	-48
	-82
	
	

	21
	1
	2
	11
	11
	16
	0
	33
	-33
	28
	-56
	-76
	
	

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	5
	4
	8
	10
	10
	10
	0
	25
	-25
	40
	-80
	-87
	
	

	8
	10
	20
	22
	22
	13
	0
	25
	-25
	19
	-38
	-21
	
	

	14
	8
	16
	15
	15
	21
	0
	30
	-30
	15
	-30
	-29
	
	

	19
	4
	8
	21
	21
	22
	0
	27
	-27
	15
	-30
	-28
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	3
	3
	18
	0
	34
	-34
	34
	-68
	-99
	
	

	10
	19
	38
	38
	38
	19
	0
	10
	-10
	3
	-6
	60
	
	

	15
	11
	22
	29
	29
	22
	0
	24
	-24
	3
	-6
	21
	
	

	20
	1
	2
	5
	5
	10
	0
	24
	-24
	49
	-98
	-115
	
	

	Independent
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	
	

	6
	38
	76
	34
	34
	14
	0
	3
	-3
	0
	0
	107
	
	

	12
	4
	8
	17
	8
	21
	0
	26
	-26
	21
	-42
	-52
	
	

	13
	34
	68
	34
	34
	8
	0
	11
	-11
	2
	-4
	87
	
	

	18
	6
	12
	23
	23
	23
	0
	19
	-19
	18
	-36
	-20
	
	



[bookmark: _Hlk11450967]10.7.4 Raw Data Netball Only
	Netball (34)
	Responses
	
	

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	-11

	3
	5
	10
	3
	3
	11
	0
	9
	-9
	6
	-12
	-8
	Friends
	-30

	11
	4
	8
	9
	9
	10
	0
	6
	-6
	5
	-10
	1
	School
	69

	17
	3
	6
	16
	16
	4
	0
	8
	-8
	3
	-6
	8
	Celeb / TV
	-54

	22
	1
	2
	10
	10
	4
	0
	14
	-14
	5
	-10
	-12
	Independent
	-27

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	2
	4
	12
	12
	6
	0
	9
	-9
	5
	-10
	-3
	
	

	9
	2
	4
	12
	12
	9
	0
	9
	-9
	2
	-4
	3
	
	

	16
	1
	2
	6
	6
	7
	0
	17
	-17
	3
	-6
	-15
	
	

	21
	1
	2
	8
	8
	6
	0
	13
	-13
	6
	-12
	-15
	
	

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	5
	9
	18
	10
	10
	7
	0
	5
	-5
	3
	-6
	17
	
	

	8
	3
	6
	20
	20
	6
	0
	5
	-5
	0
	0
	21
	
	

	14
	4
	8
	15
	15
	10
	0
	4
	-4
	1
	-2
	17
	
	

	19
	4
	8
	14
	14
	10
	0
	4
	-4
	2
	-4
	14
	
	

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	7
	0
	0
	2
	2
	10
	0
	17
	-17
	5
	-10
	-25
	
	 

	10
	7
	14
	6
	6
	14
	0
	7
	-7
	0
	0
	13
	
	 

	15
	6
	12
	3
	3
	6
	0
	17
	-17
	2
	-4
	-6
	
	 

	20
	1
	2
	1
	1
	5
	0
	15
	-15
	12
	-24
	-36
	
	 

	Independent
	 
	
	 
	
	 
	
	 
	
	 
	
	 
	
	 

	6
	7
	14
	11
	11
	11
	0
	5
	-5
	34
	-68
	-48
	
	 

	12
	2
	4
	9
	8
	12
	0
	8
	-8
	3
	-6
	-2
	
	 

	13
	4
	8
	11
	11
	9
	0
	9
	-9
	1
	-2
	8
	
	 

	18
	5
	10
	14
	14
	7
	0
	7
	-7
	1
	-2
	15
	
	 


[bookmark: _Hlk7378599]10.7.5 Raw Data Equestrian Only
	Equestrian (120)
	Responses
	
	
	 

	Question
	Strongly Agree
	X 2 Points
	Agree
	X 1 Points
	Neither
	Void Points
	Disagree
	X -1 Points
	Strongly Disagree
	X -2 Point
	Total Points
	Section Points

	Family
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Family
	-34

	3
	28
	56
	33
	33
	18
	0
	23
	-23
	18
	-36
	30
	Friends
	-389

	11
	23
	46
	53
	53
	21
	0
	15
	-15
	8
	-16
	68
	School
	-290

	17
	6
	12
	20
	20
	20
	0
	50
	-50
	24
	-48
	-66
	Celeb / TV
	-163

	22
	2
	4
	24
	24
	23
	0
	48
	-48
	23
	-46
	-66
	Independent
	157

	Friends
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	4
	3
	6
	14
	14
	29
	0
	54
	-54
	20
	-40
	-74
	
	

	9
	1
	2
	10
	10
	24
	0
	53
	-53
	32
	-64
	-105
	
	

	16
	1
	2
	6
	6
	22
	0
	63
	-63
	28
	-56
	-111
	
	 

	21
	1
	2
	14
	14
	20
	0
	55
	-55
	30
	-60
	-99
	
	 

	School
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	5
	2
	4
	4
	4
	9
	0
	43
	-43
	62
	-124
	-159
	
	 

	8
	13
	26
	25
	25
	18
	0
	38
	-38
	26
	-52
	-39
	
	 

	14
	9
	18
	19
	19
	28
	0
	44
	-44
	20
	-40
	-47
	
	 

	19
	2
	4
	28
	28
	28
	0
	45
	-45
	16
	-32
	-45
	
	 

	Celeb / TV
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	7
	0
	0
	3
	3
	24
	0
	53
	-53
	40
	-80
	-130
	
	 

	10
	26
	52
	52
	52
	25
	0
	12
	-12
	4
	-8
	84
	
	 

	15
	13
	26
	37
	37
	39
	0
	27
	-27
	4
	-8
	28
	
	 

	20
	0
	0
	7
	7
	14
	0
	46
	-46
	53
	-106
	-145
	
	 

	Independent
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	
	 

	6
	48
	96
	51
	51
	16
	0
	4
	-4
	1
	-2
	141
	
	

	12
	7
	14
	23
	8
	22
	0
	45
	-45
	23
	-46
	-69
	
	

	13
	49
	98
	43
	43
	13
	0
	12
	-12
	3
	-6
	123
	
	

	18
	5
	10
	29
	29
	28
	0
	39
	-39
	19
	-38
	-38
	
	




10.7.6 Questionnaire Responses - Netball Specific Data
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10.7.7 Questionnaire Responses - Equestrian Specific Data
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Information Processing


Exposure


Attention


Decision Process


Problem recognition


Search


Society Influence


Family Influence


Comprehension


Retention


External Factors


Cultural norms


Alternatives


Unexpected circumstances


Satisfaction


Central Control


Experience


Evaluation


Mindset change


Personality


Total points per Influence

Family	Friends	School	Celeb / TV	Independent	-45	-419	-221	-217	214	


Mean scores for Strongly Agree and Agree by Age

Age 7-9	Family	Friends	School	Celeb / tv	Independent	1.8	0.7	0.9	0.7	1.8	Age 10-12	Family	Friends	School	Celeb / tv	Independent	1.7	0.7	1.4	0.9	1.9	Age 13-15	Family	Friends	School	Celeb / tv	Independent	1.4	0.5	1	1.1000000000000001	2.1	



Mean scors for Strongly Disagree and Disagree by Age

Age 7-9	Family	Friends	School	Celeb / tv	Independent	1.3	2.5	2	2.1	1.2	Age 10-12	Family	Friends	School	Celeb / tv	Independent	1.6	2.5	1.8	2	1.2	Age 13-15	Family	Friends	School	Celeb / tv	Independent	1.7	2.6	2.2000000000000002	2	1.1000000000000001	



Total points per Influence: Equestrian

Family	Friends	School	Celeb / TV	Independent	-34	-389	-290	-163	157	


Total points per Influence: Netball

Family	Friends	School	Celeb / TV	Independent	-11	-30	69	-54	-27	


Mean scores for Environmental Influences by sport

Equestrian	Yes	My family also enjoy watching my sport	My family need to consider cost when choosing my sport	My family help out at my sports events	My family also participate in my sport	0.9	0.6	0.8	0.6	Equestrian	No	My family also enjoy watching my sport	My family need to consider cost when choosing my sport	My family help out at my sports events	My family also participate in my sport	0.1	0.3	0.1	0.3	Netball	Yes	My family also enjoy watching my sport	My family need to consider cost when choosing my sport	My family help out at my sports events	My family also participate in my sport	0.9	0.4	0.8	0.4	Netball	No	My family also enjoy watching my sport	My family need to consider cost when choosing my sport	My family help out at my sports events	My family also participate in my sport	0	0.5	0.1	0.5	
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