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Total 132 3.94 0.20 0.25 0.19 0.31 0.11 0.14 0.14 0.12 0.17 0.14

Kiteboarding Junkies 17 4.29 0.24 0.29 0.00 0.41 0.24 0.06 0.18 0.00 0.24 0.12

Weekend Warriors 28 4.43 0.14 0.29 0.29 0.36 0.14 0.14 0.21 0.07 0.11 0.11

Once in a whilers 8 3.88 0.25 0.38 0.25 0.38 0.00 0.25 0.13 0.13 0.00 0.13

Local Young Profs 16 4.00 0.38 0.13 0.19 0.25 0.06 0.19 0.06 0.19 0.13 0.13

Local mature Professionals 26 4.08 0.08 0.15 0.19 0.38 0.04 0.12 0.04 0.12 0.27 0.19

Local Young LM Class 10 3.00 0.20 0.10 0.40 0.20 0.30 0.30 0.20 0.20 0.30 0.10

Local Mature LM Class 27 3.41 0.26 0.37 0.11 0.19 0.04 0.07 0.15 0.19 0.11 0.15
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Executive Summary

The goal of this short marketing study was to develop a better understanding of kiteboarding consumers and how to market to them from the point of view of the retailer.  To meet that goal, a short marketing survey was submitted to online kiteboarding forums to uncover important demographics, psychographics, and buying behaviors.  Through the analysis of 139 complete responses, several important attribute relationships were identified which were used to cluster the retail market into seven different market segments.  Significant differences in spending levels and retailer attribute preference were identified among the different market segments.  The analysis also identified several insights for marketers to better target the various market segments, such as the importance of online forums.  
Project Goals

The goal of this project was to develop a better understanding of kiteboarding consumers and how to market to them from the point of view of the retailer.  The research was exploratory and completely primary as it is unclear that previous academic research has been done on this topic.  The motivation was to determine if consumers are adequately served by existing retailers and if there is an opportunity to either improve and existing retail kiteboarding business or start a new one.

The specific items to be learned were: 1) to understand different market segments among kiteboarding retail consumers, 2) to understand what traits of consumers are related to their level of spending.

Kiteboarding and Equipment Industry Background

Commercialized in the late 1990s, Kiteboarding is a relatively young extreme sport that involves the participant riding a wakeboard style board and harnessing the wind via a large kite attached to 100 feet of high tension lines.  The kiteboarder controls both the movement of the kite and the power it generates with a control bar attached to a harness at the waist.  Participants can zoom around the water and use the kite to generate large amounts of lift, propelling them up to 30 feet off the surface of the water.  The sport appeals to many people from surfing, windsurfing, wakeboarding, and snowboarding backgrounds.

To participate in the sport, a person has to buy several large kites, a board, a harness, and several accessories depending on the conditions locally.  The kites and board(s) are relative major purchases in the amount of several thousand dollars.  Other items are relatively small in comparison in the sub hundred to two hundred dollar range.  Several manufacturers produce the equipment of various levels of quality, performance, style, and size.  There are local retailers which carry the equipment locally at most kiteboarding destinations as well as online stores which ship directly to the customer.
Survey Procedure

A general survey questionnaire was developed based on the author’s own experience as a kiteboarding consumer and also built on earlier qualitative research.  The questions fell into three categories: demographic, psychographic, and those related to buying behavior.  

An initial set of questions and choices were developed and tested both on the author’s marketing professor and two friends who participate in kiteboarding.  After fine tuning based on feedback, the survey was finalized to a set of twenty questions, expected to take five minutes or less to complete.  Once live, the survey was posted on three kiteboarding forums, one of which was local to the San Francisco Bay area while the other two were national and international.  The author posted a short message asking for help as an MBA student, clarifying the high level goal and how long the survey was expected to take.  The survey was live for approximately 44 hours, during which 162 respondents started the survey and 139 completed it.  The survey questions and raw survey results can be found in appendix 4.
Because all respondents were self selected via online forums, the results are certainly skewed towards those who are active online.  Whether or how well forum readers serve as a proxy for the general kiteboarding population is unknown.  Empirically, as an example, the author knows that kiteboarders in Santa Cruz tend not to be as active in online forums as others in the San Francisco bay area.  Whether this example or other similar instances are statistically significant is unknown.
Survey Results

A first pass through the results revealed a very large number of respondents from Northern California (26%) and another large number from outside the United States (58%).  The rest were well distributed to other parts of the US.  The vast majority of respondents participate in kiteboarding multiple times a month (95%), somewhat equally distributed by their preference to go alone, with a buddy, and with a group.  The vast majority of respondents live within 100 miles of their kite spot (92%) and read kite forums weekly or more often (93%).  However only 43% of respondents indicated that they contribute to kite forums weekly or more frequently.
The majority of respondents spend more than $500 a year on kiteboarding equipment (91%), equally distributed in striations of $500-$1000, $1000-$2000, and > $2000.  Most (69%) respondents choose to repair kites and keep using them and the frequency of replacement varied somewhat normally with replacement every other year as the average.  The majority of respondents purchase new equipment whenever they can get a good deal (54%) while the rest of respondents were evenly split among seasons and when new equipment comes out.  
The survey was biased from the perspective of Northern California and thus the questions for which retailers that respondents chose did not capture the majority of responses—60% of respondents selected “Other”.  Out of the choices given, the top four retailers were: Real Kiteboarding (18%), Live2Kite (14%), KiteWindSurf (14%), and Best (14%).  Live2Kite and KiteWindSurf are very active in Northern California while Best and Real Kiteboarding are active nationally and internationally.  The top five reasons respondents chose retailers were 1) price (52%), 2) keeping money local (31%), 3) sales staff product knowledge (26%), 4) customer experience while at the shop (25%), and 5) product/brand selection (25%).  The top five retailer improvement areas respondents chose were: 1) availability of product demos (32%), 2) more in stock items (26%), 3) better ability to make customized deals (20%), 4) better product/brand selection (18%), and 5) availability of replacement parts (17%).   The improvement areas should be interpreted as how retailers can improve the shopping experience for consumers.
Respondents’ demographics were interesting.  The vast majority of respondents were male (94%), and a large percentage (38%) earned over $100k per year.  Age was relatively normally distributed with 25-35 years old as the mean.  The female gender seemed to be very under-represented in the survey, but empirically, the author’s experience matches the percentage in the survey.  Also, in hindsight, several of the questions gave respondents the incentive to misrepresent.  Specifically annual income and annual spending are two questions which may have biases towards misrepresentation.  Since income is associated with status especially in American society, people may inflate their income in their minds to increase self esteem.  In the case of spending, people may deflate reported amounts as large amounts of spending tends to lead to buyers remorse.  People want to feel good about themselves and their decisions and may not accurately remember how much they spend per year.  However, for this survey, potential biases were ignored.
Analysis
With the large number of respondents, in many cases a statistically significant analysis was possible, but as noted above the sample was not random but self-selected.  In spite of the limitations of the survey, this analysis treated the survey results as if they were random and representative of the true population of kiteboarders.  The data collected during the survey were all nominal and thus non-parametric techniques were used for analysis.  
The first step was to check the relationship of attributes to one another.  Since the questions about which retailers, why respondents chose them, and improvement areas were multiple select questions, the author decided to look for relationships in the other variables, develop segments through a cluster analysis and then look for trends in the above three attributes within clusters.  With twenty questions, there would be 15 attributes to cross tabulate, removing the aforementioned three questions.  Gender was also removed since the female population was not a large enough group to be statistically significant.  Thus fourteen attributes were cross tabulated through contingency table analyses, including the chi-squared test for relationship.  At the same time, the spearman correlation coefficient was measured between all attributes.  The results of this analysis can be found in appendix 1.  The analysis used 95% and 90% confidence intervals to indicate strongly significant and weakly significant relationships respectively.  Correlations were only examined for relationships which met the above criteria.  In the following discussion of correlations, the term “weakly” indicates significance at the 90% confidence interval.
Frequency of participation was found to correlate with whether the respondent participated alone or not, how often the respondent reads kite forums, how often the respondent contributes to kite forums, and negatively to distance to a kite spot.  Thus the more often a person participates, the more likely he is to go with a friend or group, reads and contributes to kite forums more often, and tends to live closer to a kite spot.
Distance to a kite spot was found to correlate with whether the respondent subscribes to magazines, distance to a kite shop, how much is spent a year on equipment, weakly to how often kites are replaced, weakly to age, negatively to frequency of participation.  Thus the further away from a kite spot a person lives, the more likely he is to subscribe to magazines, live further away from a kite shop, spend more on equipment, replaces kites more often, be older, and participate in the sport less.
Whether the respondent participated alone or not was found to correlate with frequency of participation, weakly to how often the respondent reads kite forums, weakly to how often the respondent contributes to kite forums, and weakly to how often kites are replaced.  Thus people who kiteboard alone tend to participate in the sport less frequently, read and contribute to kite forums less often, and replace kites less often.
How often the respondent reads kite forums was found to correlate with how often the respondent contributes to kite forums, level of spending, whether the respondent replaced rather than repaired kites, frequency of participation, and weakly to whether the respondent participated alone or not.  Thus active readers of kite forums tend to contribute to those forums more frequently, spend more on equipment, repair their equipment rather than replace it, participate in the sport more often, and participate with a friend or group rather than alone.
How often the respondent contributes to kite forums was found to correlate with to frequency of participation, weakly to whether the respondent participated alone or not, how often the respondent reads kite forums, whether the respondent subscribes to magazines, and weakly to distance to a kite shop.  Thus those individuals who contributes more actively to kite forums tend to participate in the sport more often, participate with a friend or group, actively read kite forums, subscribe to magazines, and live further away from kite shops.
Whether the respondent subscribes to magazines was found to correlate with distance to a kite spot, how often the respondent contributes to kite forums, distance to a kite shop, how often kites are replaced.  Thus those individuals who subscribe to magazines are more likely to live further form a kite spot, contribute to kite forums more often, live further away from a kite shop, and replace kites more often.
Distance to a kite shop was found to correlate with distance to a kite spot, weakly to how often the respondent reads kite forums, how often the respondent contributes to kite forums, and whether the respondent subscribes to magazines.  Thus individuals who live further away from kite shops tend to live further away from kite spots, read and contribute to kite forums more often, and subscribe to magazines.  
Level of spending was found to correlate with distance to a kite spot, how often the respondent reads kite forums, negatively whether the respondent replaced rather than repaired kites, how often kites are replaced, weakly to age, and income.  Thus those individuals who spend more tend to live further away form kite spots, read kite forums more often, repair rather than replace kites, and replace kites more often.  They are also older and earn more income.
Whether the respondent replaced rather than repaired kites was found to correlate negatively with level of spending, and negatively with how often the respondent reads kite forums.  Thus those individuals who replace kites tend to spend less, and read kite forums less often.
How often kites were replaced was found to correlate with level of spending, whether the respondent subscribes to magazines, weakly to distance to a kite spot, and weakly to whether the respondent participated alone or not.  Thus those individuals who replace kites more often tend to spend more, subscribe to magazines, live further away from kite spots, and participate with friends or groups.
Age was found to correlate weakly with distance to a kite spot, weakly with level of spending, and income.   Thus older individuals tend to live further from kite spots, spend more and earn more.  Finally, income was found to correlate with spending level, and age.  Thus high income earners tend to be older and spend more.
Segments

Given the correlations identified in the analysis, the next step was to complete a cluster analysis, using parameters that were correlated to define market segments.  Since the goal of marketing is to increase revenue and thus focuses on increasing the spending level of consumers, level of spending was the parameter used to start the cluster analysis.  The distance to a kite spot was highly correlated with spending and the analysis started there.  Frequency was negatively correlated to distance to a kite spot, and using this attribute provided a straightforward and intuitive way to separate clusters. So picking clusters of less than once a month and more than weekly made for two segments of their own.  Of the remaining population, clusters were defined by distance to a kite spot.  This led to a segment of those who travel more than 50 miles from a spot and a large population of locals.  The locals were then subdivided by age and income level.  This clustering led to the following segments: Once-in-a-whilers, Kiteboarding Junkies, Local, Young Professionals, Local, Mature Professionals, Local, Young Lower Middle Class, and Local, Mature, Lower Middle Class.  Descriptions of segments and their size are detailed below.
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The preferences of the segments were extracted after the actual cluster analysis and done simply by comparing the average responses from a given segment to all the others and the population average.  As spending level was the utmost critical attribute to measure, a Kruskal-Wallis test was used to determine if differences existed in this parameter among the segments.  The test indicated that there is a strong difference in spending levels between these groups; see appendix 2 for details.  

Other preference attributes were not formally analyzed but should be using the Wilcoxon Rank Sum test or similar technique.  Instead averages of the responses to questions of why respondents chose retailers and improvement areas for those retailers were compared between segments and to the population mean.  Any large differences were noted in red in appendix 3.  The summary of this analysis is detailed below.
Kiteboarding Junkies (KJs)
This segment is identified by participation rates of greater than multiple times a week and consists of 17 members, or 13% of the sample.  This segment tends to spend more a year on gear than the general population of kiteboarders, is very interested in making custom deals when purchasing, and also very concerned about the reputation of retailers.  Their shopping experience could be improved by offering more in stock items at kite shops and more demos new equipment.  These individuals look for specific brands when purchasing and wish retailers carried more up to date replacement parts.  This segment is not at all interested in purchasing used equipment or free shipping.
Once-in-a-whilers (OWs)

This segment is identified by participation rates of less than once a month and consists of eight members, or 6% of the sample.  This segment tends to spend less a year on new gear than the population as a whole, is very concerned about price, and looking for a large brand and product selection.  These individuals aren’t as concerned in a specific brand choice, ability to make customized deals, and have no preference to keep their money local.  Their shopping experience could be improved by offering more in stock items (one of their most important improvement areas identified) at kite shops and more demos of new equipment.  When they buy and require shipping, they want it to be free.
Weekend Warriors (WWs)
This segment is identified by frequency of participation between multiple times a month and multiple times a week, and traveling over 50 miles to a kite spot.  The segment consists of 28 members in this analysis, or 21% of the sample.  This segment tends to spend the most of any of the segments, and very concerned about availability of specific brands.  They are less concerned than average on keeping their money local and not at all concerned with the responsiveness to questions of the sales staff when making a purchase.  Their shopping experience could be improved by having more in stock items, having better brand and product selection, offering more equipment demos, and more color and option choices in the gear they buy.  This segment is not at all interested in purchasing used equipment.
Local, Young Professionals (LYPs)
This segment is identified by frequency of participation between multiple times a month and multiple times a week, traveling less than 50 miles to a kite spot, are younger than 35,  and earn over $75k per year.  The segment consists of 16 members in this analysis, or 12% of the sample.  This segment tends to spend the population average amount on gear per year and is very concerned in the sales staff responsiveness to questions.  These individuals are less concerned about price, brand and product selection, retailer reputation, and availability of specific brands.  Above all, these individuals desire a good experience while at the kite shop.  Their shopping experience could be improved by a better ability to make customized deals.
Local, Mature Professionals (LMPs)
This segment is identified by frequency of participation between multiple times a month and multiple times a week, traveling less than 50 miles to a kite spot, are older than 35,  and earn over $75k per year.  The segment consists of 26 members in this analysis, or 20% of the sample.  This segment tends to be very interested in keeping their money local and not concerned with the brand and product selection.  Their shopping experience could be improved by offering more in stock items at kite shops, carrying more up to date replacement parts.  
Local, Young Lower Middle Class (LYLs)
This segment is identified by frequency of participation between multiple times a month and multiple times a week, traveling less than 50 miles to a kite spot, are younger than 35,  and earn less than $75k per year.  The segment consists of 10 members in this analysis, or 7% of the sample.  This segment tends to spend the least of any segment per year on gear, is very concerned about price, and concerned about the consistency of their experience through repeat purchases.  Their shopping experience could be improved by offering a better brand and product selection, carrying specific brands they are interested in, offering free shipping, more color and option choices, carrying used equipment, and carrying more replacement parts.
Local, Mature Lower Middle Class (LMLs)
This segment is identified by frequency of participation between multiple times a month and multiple times a week, traveling less than 50 miles to a kite spot, are older than 35, and earn less than $75k per year.  The segment consists of 27 members in this analysis, or 20% of the sample.  This segment tends to spend less than the population average per year on gear, is not concerned with their ability to make custom deals, nor interested in keeping their money local.  They are specifically interested in a responsive sales staff.  Their shopping experience could be improved by offering a better brand and product selection, and carrying used equipment.
Conclusion
The specific goals of this short market research study were achieved: 1) to understand different market segments among kiteboarding retail consumers, 2) to understand what traits of consumers are related to their level of spending.  In total seven market segments were identified that vary significantly with respect to their annual spending on kiteboarding equipment and preferences in making a purchase.  Further, several important correlations among attributes were uncovered.
The importance of correlation to spending was highlighted throughout this study.  Important insights such as the correlations of spending to frequency of reading forums and distance to kite spots were unexpected.  Those individuals who read forums more often also spend more and the implications to marketers are self-evident—advertise and immerse in online kiteboarding communities.  Further spending levels were correlated indirectly to magazine subscriptions through a cross-correlation with kite replacement rate.  Marketing efforts can focus on magazines and online forums as two important channels to those consumers apt to spend more.  There also seem to be a large population of big spenders that do not live close to kite spots.  Reaching them online and though magazines could be a good option.  
Another interesting finding was that frequency of participation was not directly related to spending or gear replacement rate.  Thus those who go kiteboarding often are not necessarily replacing gear often and thus may not spend large amounts to do so.  However, frequency is highly negatively correlated to distance and positively to how often one reads kite forums which are also correlated to spending.  So there may actually be offsetting effects from the distance and frequency parameters in examining consumer spending level.
Region appears to not be related to any other parameter so this survey shows that regional difference is small compared to other attributes of kiteboarding consumer behavior.  Also while somewhat normally distributed, the age distribution is clearly skewed towards older participants (over 35).  These participants tend to earn more and spend more.
The important correlations to spending identified were distance to a kite spot, how often the respondent reads kite forums, whether the respondent replaced rather than repaired kites (negative relationship), how often kites are replaced, age (weaker relationship), and income.  Three of these parameters were used to define unique market segments among consumers which retailers could target more specifically.  In the examination of consumer preferences in retailers, many differences stood out among the segments.

Specifically, there seems to be room for a retailer targeting the needs of the Weekend Warrior segment.  This segment tends to spend the most when compared to the others, and members seem to be very concerned about availability of specific brands.  Their shopping experience could be improved by having more in stock items, having better brand and product selection, offering more equipment demos, and more color and option choices in the gear they buy.  This segment is not at all interested in purchasing used equipment.

Also, in making such choices as carrying used equipment, a retailer should understand which segment it wants to specifically address by doing so.  Only the Local, Young Lower Middle Class and Local Mature Lower Middle Class segments showed interest in used equipment.  These segments also happen to be the lowest spenders, but perhaps their needs are unaddressed.  In any case, marketers can use these segments to better serve their targeted customers’ needs, whichever segment they fall in.
Next Steps
Because of the short nature of this marketing study, a complete, statistically significant analysis of market segments was not completed but rather the author used a quick and dirty method of identifying differences.  As noted above, specific differences should be identified and checked via the Wilcoxon Rank sum test or equivalent.  
Further since spending level of consumers is of high importance to retailers, a spending model for consumers could be created using some of the attribute correlations identified in this study.  A logistical regression or equivalent could create a measure similar to a credit score to show how likely certain consumers are to spend more on equipment.  If the author was a retailer, he would surely want to have this type of information.

Also, several holes and further questions were identified in the survey which warrants further research.  Clearly not enough choices of retailers were given to participants as 60% responded with “other.”  Respondents were kind enough to indicate which retailer they used via a text box.  This information could be used to generate a perceptual map of retailers with respect to important attributes.  This perceptual map would provide another data point in determining if there are unmet consumer needs to be served in the kiteboarding retail market.  
Further research should include other local kiteboarding forums when posting as the local site in this study generated a large amount of responses.  It may be difficult however to establish a trusted presence at multiple local kite forums—the trust part is very likely to have been the differentiator.  Finally, since there are a significant number of responses from the San Francisco bay area, a regional analysis including how well retailers serve this submarket should be studied.

Appendix 1 – Attribute Relationship Analysis
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Frequency Buddy Region Distance Read Contribute Magazines Shop Distance Spending Repair Replace Time Age Income

Frequency

Buddy 0.0191

Region 0.2008 0.2857

Distance 0.048 0.1482 0.1359

Read 0.0086 0.0704 0.9495 0.1345

Contribute 0.023 0.054 0.2924 0.1655 0.0213

Magazines 0.804 0.3574 0.5312 0.0301 0.1207 0.023

Shop Distance 0.3339 0.1217 0.3601 0 0.094 0.0534 0.0178

Spending 0.1261 0.1063 0.2061 0.0299 0.0254 0.7654 0.3912 0.2568

Repair 0.4269 0.3257 0.8289 0.3618 0.0362 0.5688 0.9566 0.681 0.0417

Replace 0.3528 0.0979 0.604 0.0598 0.2171 0.4149 0.0021 0.3782 0.0001 0.4269

Time 0.5382 0.5318 0.8327 0.3155 0.1133 0.4729 0.6497 0.6097 0.2974 0.1938 0.3001

Age 0.1854 0.7433 0.5588 0.0969 0.7568 0.6223 0.7969 0.3393 0.0959 0.9426 0.5017 0.5186

Income 0.9606 0.2697 0.1509 0.3731 0.2153 0.933 0.2055 0.1557 0.0021 0.6409 0.1011 0.3137 0.0024

Spearman Correlation Coefficients

Frequency Buddy Region Distance Read Contribute Magazines Shop Distance Spending Repair Replace Time Age Income

Frequency

Buddy 0.1344

Region 0.0068 0.1728

Distance -0.1575 0.1013 -0.1038

Read 0.211 0.2462 0.0671 -0.0396

Contribute 0.328 0.2589 0.0468 0.0756 0.3402

Magazines 0.0773 -0.0247 -0.0876 0.2055 0.1761 0.1823

Shop Distance -0.1289 0.0263 0.0319 0.2836 0.0609 -0.0022 0.1539

Spending 0.1109 0.1922 0.0757 0.2789 0.217 0.0724 0.0756 0.0496

Repair 0.0432 0.0072 -0.018 -0.143 -0.0908 -0.0674 0.0045 -0.0125 -0.1705

Replace 0.2578 0.1842 0.0194 0.0298 0.3297 0.2114 0.1823 0.0342 0.4062 0.0432

Time 0.1176 -0.0871 -0.0184 -0.1259 0.0829 0.0121 -0.1011 -0.0899 0.1182 0.0986 0.0499

Age -0.2164 -0.0189 -0.0869 0.1837 -0.0215 -0.0372 0.0075 0.0444 0.2359 0.0274 0.0481 0.0083

Income -0.0639 0.0139 -0.1133 0.2152 0.0278 -0.0056 0.0511 0.0095 0.3258 0.0842 0.1941 -0.1063 0.4571

Significant at the 95% 

confidence interval

Significant at the 90% 

confidence interval

Close to significant at the 

90% confirdence interval


Appendix 2 – Spending Differences Between Segments
	Kruskal-Wallis Test
	
	

	
	
	

	Group
	Rank Sum
	Observations

	Weekend Warriors
	2398
	28

	Kiteboarding Junkies
	1372.5
	17

	Once in a Whilers
	491.5
	8

	Young, local profs
	1080
	16

	Local Mature Profs
	1824
	26

	Local Young YMC
	324
	10

	Local Mature LMC
	1288
	27

	
	
	

	H Stat 
	
	24.2248

	df
	
	6

	p-value
	
	0.0005

	chi-squared Critical  
	
	12.5916


Appendix 3 – Market Segment Attribute Analysis
Attributes Important in Choosing a Retailer
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Appendix 4 – Survey Results

1.  How often do you kiteboard?

	#
	Answer
	
	Response
	%

	1
	Never done it and not interested
	
	1
	1%

	2
	Tried it, but not actively participating
	
	0
	0%

	3
	Between once a year to 10 times a year (less than monthly)
	
	10
	6%

	4
	10 to 50 times a year (multiple times a month)
	
	64
	39%

	5
	50 to 100 times a year (multiple times a week)
	
	68
	41%

	6
	100 times a year or more (kiteboarding junkie)
	
	22
	13%

	
	Total
	
	165
	100%


2.  Do you normally go kiteboarding:

	#
	Answer
	
	Response
	%

	1
	Alone
	
	61
	37%

	2
	With a buddy
	
	67
	41%

	3
	With a group
	
	36
	22%

	
	Total
	
	164
	100%


3.  In which region(s) do you normally go kiteboarding?

	#
	Answer
	
	Response
	%

	1
	Northwest (Oregon/Washington)
	
	10
	6%

	2
	Northern California/Nevada
	
	43
	26%

	3
	Southern California/Arizona
	
	20
	12%

	4
	Great Lakes Region
	
	5
	3%

	5
	Utah
	
	1
	1%

	6
	Texas Coast
	
	2
	1%

	7
	Louisiana/Alabama
	
	1
	1%

	8
	Florida
	
	11
	7%

	9
	Georgia/South Carolina/North Carolina
	
	13
	8%

	10
	Virginia/Maryland
	
	7
	4%

	11
	New York/Massachusetts/Rhode Island
	
	13
	8%

	13
	Hawaii
	
	9
	6%

	12
	Other Region
	
	58
	36%

	
	Total
	
	193
	118%


	Other Region

	europe, finland

	Dublin, Ireland

	uk

	Switzerland

	Poland

	France

	Portugal

	Melbourne Australia

	Maine

	nj

	Baja, Mexico

	local spots in Europe

	MN

	Leucate, France

	Sweden

	Spain

	NJ

	Finland

	EUROPE

	Cyprus

	East coast canada

	Brazil, Ecuador

	Mississippi Coast

	Spain

	uk

	new  jersey

	Southern Alberta

	norway

	Mexico

	Puerto Rico

	Central California

	UK

	Toronto

	South Africa

	FRANCE

	france

	NH

	brazil, bahamas

	baja (very important )

	NJ/Delaware

	Ontario, Canada

	Kuwait

	uk

	Portugal

	Southern Nevada

	Japanj

	South UK

	China

	Denamrk, Europe

	Ilha bela - Brazil

	French Polynesia

	Laventana Mexico

	Australia


4.  What is the name of the specific spot you typically kiteboard?

	Text Response

	Harveys beach

	Nallikari

	Dollymount Strand

	LEBA

	Aurora

	Sherman Island

	top secret

	Guincho

	St Kilda

	Benicia,    but Albany, Rio V asmuch as possible

	Pine Point

	gorge event site

	3rd Ave

	Sherman Island, CA

	Crissy

	3rd avenue

	3rd ave.

	Alameda,CA  and Whiskey Run, OR

	SF Bay Area - East Bay & Sherman Mostly

	Flats

	Sherman Island

	Stinson beach

	Sherman Island

	Sherman Island, Waddell Creek, Ocean Beach, Dillon Beach

	Sherman Island

	Sherman Island

	Sherman Island (Rio Vista, CA)

	Sherman Island

	Kailua

	Sherman Island

	3rd Avenue

	Wrightsville Beach

	Great South Bay,  Cape Hatteras, Hammonasset State Beach

	Sabunike

	Belmont

	Lake Michigan

	Jetty Island

	ventura

	Lake Mille Lacs

	Le Coussoules

	Askim, BJörlanda, Åsa, Varberg

	Barcelona

	Sandy Hook

	Secret Spot

	Podersdorf

	Paramali

	Prince Edward Island

	Sherman Island

	Kelly Ave

	Los Alamos

	Sherman Island

	gorge, oregon coast

	utah lake south sandy beach or lincoln beach winter- skyline drive or strawberry

	3rd Avenue, Alameda, Sherman Island

	Tourmaline

	New Road, De Terrapin Md

	sandy hook nj

	Alameda

	Keho Lake

	Hood River

	larkollen

	Leo Carillo

	Belmont Shore

	3rd Ave

	Jupiter, Fla

	Oceano

	Classified

	South Beach, MVY

	ATLANTIC OCEAN

	3rd Ave

	sherman island

	surfside beach

	Keswick

	Pensacola Beach

	Nahoon beach

	Belmont

	Bodega Bay

	kailua

	Frenchman's Bay, Ontario, Canada

	Corpus Christi beach

	Seal Beach

	beauduc and alps in winter (snowkite)

	avon nc

	dossen

	Texas City Levee

	puget sound

	Lyle sandbar/ Klickitat spit

	Cape Cod/ Kalmus

	brickyard

	Neuse River/Pamlico Sound, Core Sound, Atlantic Ocean

	miami

	Belmont Shore

	secret spot

	Dewey Beach, DE

	sunset beach

	Keswick, Cherry Beach, Sauble

	Mc.D's Beach

	Long Beach Plymouth, MA

	kailua

	Alcochete

	Dog Beach


5.  How far do you normally travel for kiteboarding?

	#
	Answer
	
	Response
	%

	1
	10 miles or less
	
	40
	26%

	2
	10 to 25 miles
	
	40
	26%

	3
	25 to 50 miles
	
	33
	21%

	4
	50 to 100 miles
	
	30
	19%

	5
	100 to 500 miles
	
	9
	6%

	6
	Greater than 500 miles (such as flying for a kiteboarding vacation)
	
	3
	2%

	
	Total
	
	155
	100%


6.  How often do you read kiteboarding forums?

	#
	Answer
	
	Response
	%

	1
	Once a month or less
	
	4
	3%

	2
	Multiple times a month
	
	6
	4%

	3
	Weekly
	
	14
	9%

	4
	Several times a week
	
	47
	30%

	5
	Daily
	
	84
	54%

	
	Total
	
	155
	100%


7.  How often do you contribute to kiteboarding forums?

	#
	Answer
	
	Response
	%

	1
	Once a month or less
	
	59
	39%

	2
	Multiple times a month
	
	28
	18%

	3
	Weekly
	
	24
	16%

	4
	Several times a week
	
	22
	14%

	5
	Daily
	
	19
	13%

	
	Total
	
	152
	100%


8.  How far is your nearest kiteboarding shop from your residence?

	#
	Answer
	
	Response
	%

	1
	10 miles or less
	
	43
	28%

	2
	10 to 25 miles
	
	42
	27%

	3
	25 to 50 miles
	
	26
	17%

	4
	50 to 100 miles
	
	27
	18%

	5
	Greater than 100 miles
	
	15
	10%

	
	Total
	
	153
	100%


9.  On average, how much do you spend a year on kiteboarding equipment?

	#
	Answer
	
	Response
	%

	1
	$100 of less
	
	2
	1%

	2
	$100 to $500
	
	13
	9%

	3
	$500 to $1000
	
	31
	21%

	4
	$1000 to $2000
	
	58
	38%

	5
	$2000 or more
	
	47
	31%

	
	Total
	
	151
	100%


10.  Do you replace kites rather than repair and keep using them?

	#
	Answer
	
	Response
	%

	1
	Yes
	
	47
	31%

	2
	No
	
	106
	69%

	
	Total
	
	153
	100%


11.  How often do you replace your kites?

	#
	Answer
	
	Response
	%

	1
	Only when they are wearout
	
	28
	19%

	2
	Every several years
	
	25
	17%

	3
	Every other year
	
	50
	33%

	4
	Yearly
	
	39
	26%

	5
	Multiple times a year
	
	8
	5%

	
	Total
	
	150
	100%


12.  What time of year do you make major kiteboarding equipment purchases?

	#
	Answer
	
	Response
	%

	1
	Winter
	
	6
	4%

	2
	Spring
	
	23
	15%

	3
	Summer
	
	10
	7%

	4
	Fall
	
	15
	10%

	5
	Whenever I can get a good deal
	
	81
	54%

	6
	Other
	
	14
	9%

	
	Total
	
	149
	100%


	Other

	Based on the next year gear stoke coming out of the shows

	When my sponsor Slingshot has new gear.

	as needed/new models available

	when new equipment available

	I own a shop, all the time!

	when a new kite is getting releasedd

	I'm a team rider so whenever new gear comes out

	im a designer

	when a better kite comes out

	just got in the sport - March

	when necesarry to keep quiver intact 9/12

	depends if the new stuff is a significant improvement to my current gear stash

	depends on mana flow

	release of new product


13.  Where do you typically make large purchases (kites, boards, harnesses, etc)

	#
	Answer
	
	Response
	%

	1
	Live2Kite
	
	14
	10%

	2
	Calikites
	
	2
	1%

	3
	Real Kiteboarding
	
	18
	13%

	4
	Kite-Line
	
	5
	4%

	5
	Broneah
	
	0
	0%

	6
	Extreme Kites
	
	7
	5%

	7
	Wind Spirit
	
	0
	0%

	8
	Board Sports School
	
	2
	1%

	9
	Diamond Blue Kiteboarding
	
	2
	1%

	10
	Kitesurfari
	
	9
	7%

	11
	Bay Area Kitesurf
	
	1
	1%

	12
	Kitesite.net
	
	4
	3%

	13
	XLkites.com
	
	2
	1%

	14
	KiteWindSurf
	
	14
	10%

	15
	Emerald Coast Kiteboarding
	
	4
	3%

	16
	Sheldon Kiteboarding
	
	8
	6%

	17
	Best
	
	14
	10%

	18
	Kitty Hawk Kites
	
	3
	2%

	19
	NeilPrydeMaui
	
	0
	0%

	20
	Enter the name of any shop not listed
	
	82
	60%

	
	Total
	
	191
	139%


	Enter the name of any shop not listed

	uk

	Friend

	Powerline Sports

	naish hawaii

	Helm of Sun Valley

	Direct from Slingshot

	Airush

	Helm of Sun Valley (San Mateo)

	distributor direct

	Cheapest $ on net

	I don't buy new kites

	xtremebigar.com

	Hawaiian Watersports & other local shops

	New Blowing In The Wind, used ikitesurf.com

	Surfmania

	Urban Surf

	various

	Whitstable Windsurfing

	h2air

	varies

	www.kitefrenzy.com

	Powerline Sports

	www.lonasport.de

	Local shop

	www.cyprus-wind.com

	ebay/ikitesurf (I'm a broke student)

	Kitezombie

	Gulfport Windsurfing

	Custom Shapers & ebay

	Big Wind, Gorge

	pro deals

	cloud 9

	uk stores

	ebay

	East of Maui

	island surf  and sail

	Hydrotherapy

	Directly from company (otherwise I'd buy used gear on ikitesurf.com)

	sideshore.no

	Action Watersports

	Velauno

	Jupiterkiteboarding.com

	XtremeBigAir.com

	WIND TOYS, BLOWING IN THE WIND

	from manufacturer.

	ebay

	GoKiteSurf.com

	Naish Hawaii

	boardsports, ON Canada

	ebay, forums

	www.flysurf.com

	EBAY, Online

	Windwing

	powerlinesports.com

	Crystal Coast Kiteboarding

	manufacturer

	monkey air (peter lynn kite)

	H2Air - Dewey Beach, DE

	local shops

	Local store here

	offdalip.comm, naish.com

	Helm of Sun Valley

	silent sports

	Powerline Sports.com

	maui kites

	I don't use shops for large purchases. I've used several shops on the list for travel.lessons or small purchases

	Windsurfing Hamptons

	ebay

	Big Winds

	Le menhir (France)

	Gower Kite Riders

	Adrenalasia.com

	Air in Charleston,SC

	XDream Sportz, San Diego

	air in SC, others in NC

	local hook up

	Action Water Sports (marina del Rey) ; Internet

	Moanareva Import

	Kites Etc

	Naish Hawaii

	Airborne Kitesurfing


14.  Why did you choose that (those) establishment?(s)  Please select your top three reasons from the following list of attributes:

	#
	Answer
	
	Response
	%

	1
	Price
	
	76
	52%

	2
	Payment options (cash, check, credit card, etc)
	
	8
	5%

	3
	Ability to make customized deals
	
	23
	16%

	4
	Keeping your money local (supporting the local community)
	
	45
	31%

	5
	Speed of delivery (includes pickup at time of purchase)
	
	14
	10%

	6
	Sales staff responsiveness to questions
	
	24
	16%

	7
	Brand/product selection
	
	36
	25%

	8
	Reputation of the retailer
	
	24
	16%

	9
	Availability of product demos
	
	11
	8%

	10
	Availability of a specific brand (retailer carries a brand you are interested in)
	
	29
	20%

	11
	Free shipping
	
	9
	6%

	12
	Color/option choices (ability to customize your selection)
	
	1
	1%

	13
	Availability of used equipment
	
	13
	9%

	14
	Your perception of the retailer's team riders
	
	6
	4%

	15
	Availability of replacement parts
	
	6
	4%

	16
	Customer experience while at the shop
	
	36
	25%

	17
	Consistency of the customer experience through repeat purchases
	
	19
	13%

	18
	Other Reason
	
	25
	17%

	19
	Sales staff product knowledge
	
	38
	26%

	20
	Ease of use of website
	
	8
	5%

	
	Total
	
	451
	309%


	Other Reason

	after sale support

	Customer Service and Follow-up Service and supportin gthe community shop. Buy Local!

	Sponsored

	sponsored

	performance

	Relationship I have with shop owner & history of customer support from owner if I need assistance with the product purchased.

	support local shop

	Good friend and kiting partner is owner

	also took lessons

	team rider for the shop

	I'm a team rider

	I am a team rider

	Know the owner of the shop

	used equip available for sale

	im a team rider

	Catch some air sent kites to troops in Iraq/Afghanistan

	He Demos a lot of gear so he knows what works and sell my old stuff

	took my lessons through the shop

	location!

	we get a good deal because my boyfriend is a team rider

	kitesurfari is my local shop

	must be 3, no more =why mbas can't figure stuff out this way

	i work at the shop where i get my gear


15.  What do you wish the establishment(s) did better?  Please select 1-3 of the following areas:

	#
	Answer
	
	Response
	%

	1
	More payment options (cash, check, credit card, etc)
	
	9
	7%

	2
	Better ability to make customized deals
	
	26
	20%

	3
	More in stock items
	
	35
	26%

	4
	Faster delivery
	
	8
	6%

	5
	Better sales staff responsiveness to questions
	
	5
	4%

	6
	Better brand/product selection
	
	24
	18%

	7
	Availability of product demos
	
	42
	32%

	8
	Availability of a specific brand
	
	13
	10%

	9
	Free shipping
	
	19
	14%

	10
	More color/option choices
	
	20
	15%

	11
	Availability of used equipment
	
	17
	13%

	12
	Availability of replacement parts
	
	23
	17%

	13
	Better customer experience while at the shop
	
	6
	5%

	14
	More consistency of the customer experience during repeat purchases
	
	8
	6%

	15
	Other area for improvement
	
	18
	14%

	16
	Better sales staff knowledge
	
	5
	4%

	17
	Easier to use website
	
	18
	14%

	
	Total
	
	296
	223%


	Other area for improvement

	show discounted prices on the web

	Demo of the odd gear that is not mainsteream

	Better kites

	Greater responsiveness/availablity of owner/staff

	none of the above

	more security

	bigger team rider program

	update website

	larger stock

	None

	Price!

	newer cheaper kites

	Bigger Discounts

	noting the above: depends on who is working at the time

	Nothing

	stop with the hard drugs

	no room,everything great


16.  What is your age?

	#
	Answer
	
	Response
	%

	1
	Younger than 18
	
	6
	4%

	2
	18 to 25
	
	17
	12%

	3
	25 to 35
	
	57
	41%

	4
	35 to 45
	
	40
	29%

	5
	45 to 55
	
	18
	13%

	6
	55 and older
	
	2
	1%

	
	Total
	
	140
	100%


17.  What is your gender?

	#
	Answer
	
	Response
	%

	1
	Female
	
	8
	6%

	2
	Male
	
	131
	94%

	
	Total
	
	139
	100%


18.  What is your annual household income?

	#
	Answer
	
	Response
	%

	1
	Less than $25,000
	
	13
	10%

	2
	$25,000 to $50,000
	
	22
	17%

	3
	$50,000 to $75,000
	
	26
	20%

	4
	$75,000 to $100,000
	
	21
	16%

	5
	Greater than $100,000
	
	51
	38%

	
	Total
	
	133
	100%


19.  Do you subscribe to kiteboarding magazines?

	#
	Answer
	
	Response
	%

	1
	No
	
	93
	60%

	2
	Yes (please enter the name of the magazine(s))
	
	61
	40%

	
	Total
	
	154
	100%


	Yes (please enter the name of the magazine(s))

	stance, kb

	Kiteboarding

	kiteboarding mag

	Kiteboarding

	Kiteboarder

	Kiteboarding

	Kiteboarder, The Kiteboarder, Kiteboarding

	kiteboarding

	Kiteboard

	The Kiteboarder

	Kiteboarder

	Kiteboarding Magazine

	The Kiteboarder, SBC Kiteboard

	Kitesurf, Kiteworld, Kiteboarder

	sbc

	Kiteworld

	SBC, Kiteboarding

	kiteboarding

	kiteworld

	Kiteboarding

	Kiteboarder

	Kiteboarder Magazine

	kiteboarding

	The Kiteboarder Magazine

	Kiteboarding

	literally all of them,its part of my job

	Kiteboarding

	kiteboarder

	Kiteboarder

	Gust

	Kiteboading mag

	kiteworld,sbc kite board, kiteboarding

	Kiteboarding Magazine

	kite world, powerkite, sbc, kiteboarder, kiteboarding

	Kiteworld

	kiteboarding

	the kiteboarder

	multiple

	Kiteboarding

	The kiteboarder, kiteboarding

	Kiteboarding, Kite World

	kiteboarding mag.

	kiteboarding

	Stance, Kiteboarding, Kite World

	kiteboarder

	Kiteboarding

	Online Free

	kiteboarding

	Kitesurf (French)

	KiteBoarding

	Kiteworld

	kiteboarding magazine

	Kiteboarding

	The Kiteboarder

	Stance, kiteboarding magazine

	kiteworld

	kiteboarding

	kiteboarder
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Total 132 3.94 0.52 0.20 0.33 0.17 0.24 0.17 0.20 0.24 0.14 0.26

Kiteboarding Junkies 17 4.29 0.53 0.41 0.35 0.12 0.29 0.29 0.18 0.18 0.12 0.18

Weekend Warriors 28 4.43 0.57 0.21 0.25 0.07 0.29 0.21 0.39 0.29 0.21 0.11

Once in a whilers 8 3.88 0.75 0.13 0.25 0.25 0.63 0.13 0.13 0.00 0.00 0.50

Local Young Profs 16 4.00 0.25 0.19 0.38 0.38 0.13 0.06 0.13 0.56 0.06 0.38

Local mature Professionals 26 4.08 0.42 0.19 0.54 0.12 0.15 0.12 0.15 0.23 0.15 0.35

Local Young LM Class 10 3.00 0.70 0.20 0.20 0.10 0.30 0.20 0.20 0.00 0.20 0.30

Local Mature LM Class 27 3.41 0.59 0.11 0.22 0.22 0.19 0.15 0.15 0.22 0.11 0.22

