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OUTDOOR CONSUMERS

Urban consumers are active participants in outdoor recreation and URBAN OUTDOOR CONSUMERS I
are driven by a diverse range of motivations for getting outside. AL OUTROOR CONSUMERS
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WHO ARE THEY?

GENDER CAUCASIAN
49% FEMALE 49%"
51% FEMALE 64%
51% MALE AFRICAN-AMERICAN
49% MALE 19%*
13%

COMPARED TO ALL AGE (MEDIAN)
“OUTDOOR CON /lr,VJVMERS, HISPANIC
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WHY ARE THEY VALUABLE WHICH SEGMENTS
TO OUTDOOR? ARE THEY IN?

Urban consumers are a strong opportunity market based on their Urban outdoor consumers are more likely than all outdoor
outdoor participation behaviors and higher spend on outdoor products. consumers to be:

TIME SPENT OUTSIDE (MEAN # PER WEEK)

22 HOURS
19 HOURS

CONSIDER THEMSELVES OUTDOORSY (TOP TWO BOX)
o/ * THE @
36% URBAN THE
ATHLETE ACHIEVER

28%

ANNUAL SPEND ON OUTDOOR APPAREL, FOOTWEAR,
EQUIPMENT AND ELECTRONICS

$646*
$465

13%*
10%

WHAT GETS THEM OUTSIDE?

The emotional values of the outdoors are what most inspire urban consumers most to get out and be active.

Urban outdoor consumers are more likely than all outdoor
consumers to report the following motivations for getting outdoors
(difference of at least 7%):

TO HAVE AN ADVENTURE TO CONNECT WITH MY SPIRITUALITY
53%* 43%*
46% 36%
TOP THREE TO CHALLENGE MYSELF TO GET TO A LOCATION
MOTIVATIONS AMONG 47%-
URBAN OUTDOOR 38% 35%
CONSUMERS
TO IMPROVE MY PERFORMANCE ~ TO ENHANCE THE INTENSITY LEVEL
IN A SPECIFIC ACTIVITY OF AN ACTIVITY
43%* 39%"
35% 29%
FOR CREATIVE INSPIRATION FOR THRILL SEEKING
44%* 34%"
35% 27%

WHAT PREVENTS THEM FROM GETTING OUTSIDE?

The barriers to getting outdoors for urban consumers are varied and more functional in nature.

Urban outdoor consumers are more likely than all outdoor
consumers to report that accessibility to kid-friendly activities
keeps them from participating in outdoor activities.

18%
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BARRIERS AMONG

URBAN OUTDOOR
CONSUMERS

*/* denotes values higher/lower than all outdoor consumers at a 95% level of confidence.



