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Abstract 

Decathlon’s main goal is making sports more accessible to as many people as 

possible. They are already able to achieve this by offering quality products at 

relatively low price points. Today, Decathlon is breaking boundaries by initiating 

sustainable projects and reducing waste in production processed. They offer Eco-

Design products and various services such as repair and maintenance and 

repurchase and sell second-hand products, that all focus on the circularity of 

sports equipment. In the beginning of April, they even launched a short-term 

rental service. Now Decathlon wants to take product circularity to the next level, 

by switching from an ownership to a use model. The proposal is to implement a 

subscription model, in which clients can access a certain budget of products for a 

fixed monthly price. The task at hand is to help identify prices and correlating 

budgets of the different subscriptions, assess willingness to pay and identify 

relative target groups. This will be assessed by performing in-store interviews, 

and by collecting quantitative data by means of online surveys. Data analysis will 

include a factor and cluster analysis, a conjoint analysis and finally a Van 

Westendorp analysis. The obtained results will define a well-rounded pricing 

strategy and will provide initial insights into possible target groups and their 

behaviors.  
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Executive summary  

How can the sports retail industry transform itself to have a positive impact on 

our planet? This is a question that Decathlon has been playing with in recent years. 

Though the global sports retailer has been improving the sustainability of their 

product offering, by providing Eco-Design label equipment and secondhand 

products. Currently they have been working on launching a project that could have 

far greater impact. A small group of employees in the Belgian Decathlon team are 

getting ready to initiate their subscription model project. The subscription concept 

is designed to help change consumer and retailer habits by shifting towards a user 

rather than ownership model. For a monthly price customers will have access to 

the entire Decathlon catalogue, and can use a personal selection of products, 

within a certain budget, for as long as they want when they want. When they have 

finished using a product, they can simply return the item and select another. In 

this manner Decathlon wants to address the inefficient use and overproduction of 

sports products, while at the same time making sports equipment more accessible. 

Furthermore, as Decathlon would take ownership to the products in inventory used 

for the subscription, they would also be responsible for the end-of-life handling of 

these products. This can stimulate a multitude of other internal as well as external 

initiatives for repurposing or recycling goods. 

Decathlon wants to offer three different subscriptions, a small, medium and 

large package. At the time being, they have made initial price and subscription 

content estimates. Furthermore, an initial test with seventy families has already 

been performed to get a better feel of the consumer sentiment on the project. 

However, it is beneficial to launch a more detailed pricing strategy research to 

help finalize the project design. This paper therefore discusses a comprehensive 

pricing strategy in which willingness to pay, actual prices and corresponding 

budgets, possible target groups and consumer attitudes are probed. These 

features are studied by means of both qualitative and quantitative research to 

obtain well rounded results. The qualitative research takes the form of in-store 

interviews. During the interviews, general customer sentiment is probed along 

with a Kano model questioning, to identify the importance of different features of 
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a subscription model. Results of these interviews provide an initial perspective on 

the subscription model design as well as help shape the quantitative survey 

questioning. The quantitative research is achieved by means of two surveys. Both 

surveys question basic demographics that help envision possible target groups. A 

factor and cluster analysis help distinguish the various relevant target groups and 

their motivations further. Next, the first survey, a choice-based conjoint analysis 

survey, evaluates the interest of different subscription combinations. The results 

show which pairing of attributes, namely prices, budgets and additional services, 

are most frequently chosen by participants. This provides insights into the 

willingness to pay for the various subscription packages, the importance of the 

given attributes as well as price perception. The second survey once again 

evaluates the willingness to pay, but this time by questioning using visual 

representations. The collected data is used to perform a Van Westendorp analysis 

that simulates price ranges per subscription size that participants deem acceptable 

to pay.  

The results of the various analyses have shown that there is a general 

appreciation for the project. About 50% of participants indicated interest in the 

project, with just under 30% providing an e-mail address to subscribe. Mainly 

young families, with two or more children, show interest for the project. People 

with no children are increasingly interested when having high sports frequencies 

and practice multiple sport. Three main clusters of target groups have been 

distinguished, showing varying attitudes and motivations for subscribing. Cluster 

one, two and three primarily value flexibility, sustainability and quality 

respectively. The presence of an online reservation system, the flexibility to 

exchange products whenever and the ability to try out new sports activities are 

essential for functioning the project. In addition, optional services, such as 

delivery and cleaning, are strongly valued by some groups. The relevant target 

groups are most willing to opt for a small subscription and least willing to elect 

the large subscription. The combination of the previous analyses allowed to 

identify the optimal subscription packages. For the small package this equaled a 

price of €25 per month for a budget of €500. The medium package favors a price 

of €45 per month for a budget of €1000. And finally, although the large package 
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showed little to no interested participants, the recommendation would be to 

include the large package regardless. The compromise effect of including the large 

package could stimulate a larger group of people to elect the medium subscription 

(Chuang et al., 2013). The recommendation is to price the large package at a 

price of €90 a month for a subscription budget of €2000. 

These results provide Decathlon with a clear and scientifically substantiated 

recommendation for the final design and pricing of the subscription model. The 

report has also disclosed relevant information to assist in the further go-to-market 

strategy by providing insights into the main target groups



 

1. Introduction 

1.1. Decathlon 

Decathlon, founded in 1976 in Lille France, has ranked first as the largest 

sporting goods retailer in the world (Market Statistics, 2021). The family-owned 

business is present in 60 different countries with a total of 1.697 stores, 69 

warehouses and logistics platforms, and employ 93.710 teammates (Decathlon, 

2021a). 

Decathlon implements a triple bottom line approach in their strategy. This 

means they make decisions based on three key factors, namely people, planet 

and profit (Decathlon, 2021a).  

People translate into the mission to make sports accessible to the many. They 

are able to achieve this by offering quality products at relatively low prices.  

The next factor is profitability. It goes without saying that a sizeable global 

company that employs over 90.000 people needs to remain profitable to continue 

to support their team as well as fund these ambitious transformations (Decathlon, 

2021a). 

Finally, planet involves initiatives to lower the overall carbon footprint of the 

company and making their sporting goods more sustainable. Today, Decathlon is 

searching for ways to sustainably transform their company. Though it is not 

evident for a global retailer of their size, Decathlon has already succeeded in 

launching some sustainable initiatives that focus on improving the circularity of 

sports gear. In collaboration with their in-house brands, they have launched an 

Eco-Design line of products. Furthermore, they have expanded their product and 

service offering to include second-hand retail as well as short-term product rental. 

Decathlon’s latest project is to develop a subscription model for rental of sports 

equipment. The following paper will discuss the pricing strategy of this new 

subscription model. 
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1.2. Problem statement 

Decathlon has set its sights on reducing their carbon footprint like many other 

corporations these days (Decathlon, 2021a). For their next project Decathlon 

aspires to launch a long-term rental, or subscription model, which allows 

customers to use products rather than buying them. How does it work exactly? 

For a fixed monthly price, customers would get access to a sports budget. This 

budget can be filled with whatever products customers wish to use at a given time. 

Products can be exchanged for others as often as desired, if the total value of all 

products a client has in his or her possession respects their sports budget 

associated with their subscription.  

Decathlon had already performed preliminary testing on this project, including 

a test run with seventy families. In this initial phase they had proposed three 

different subscription packages with different monthly prices and budget 

allowances (Decathlon, 2021b). As this initial test only proposed three fixed 

scenarios for the three different subscription sizes, further research is necessary 

to define the right prices customers would be willing to pay for, and with which 

corresponding budget and service. A larger analysis is required to help Decathlon 

develop an in-depth pricing strategy, gain better insights on the willingness to 

pay, identify target groups that are interested in this project, grasp the size of 

these target groups and understand how to communicate with their audience. 
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1.3. Research questions 

As the scope of this project is quite large, it is important to clearly define 

concrete research questions. The research questions can be divided into two 

categories.  

The first category relates to the demographics of the target groups. Decathlon 

needs to understand which people might be interested in the project. Therefore, 

target groups as well as their motivations will need to be analyzed.  

RQ 1: Who are the main target groups that are willing to pay for the service?  

- Which age groups? 

- Number of children? 

- Sport/exercise frequency and type of sports? 

- What are their motivations? 

 

RQ 2: What do the different target groups expect in return?  

- How much budget?  

- Which products (luxury, premium, basic)?  

- Which supplementary services (delivery, cleaning)?  

 

The second category refers to the pricing of the subscription packages 

RQ 3: What are the different target groups willing to pay monthly?  

- How much do they pay on average a year? (sports gear for kids…)  

- How do they benefit from a subscription? (Financially? Flexibility…?)  

- Which prices are perceived as cheap and expensive? 

 

RQ 4: What are the best price and package combinations for the subscriptions?  
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2. Literature Study 

2.1. The Sports Retail Industry 

The sports retail industry is in full transformation. Having faced a momentary 

crash in sales during the Covid-19 pandemic in March 2020, the industry has fully 

recuperated in record timing (MarketLine, 2021). However, the pandemic did 

induce a shift in many sports habits and accelerated some emerging trends, 

reshaping the industry and forcing companies to rethink the way they currently 

operate. 

Looking at the overall industry value of the sports retail market a growing trend 

is visible. Globally the industry growth was slightly less steep during the pandemic 

but is expected to fully recover in the coming years. 

 

Figure 1: Global market value of sports equipment retail 

Source: MarketLine (2021) 

The Belgian market growth shows a slightly different trend. Unlike the global 

market, Belgium saw a steeper increase in sports retail during the pandemic. Many 

people started practicing individual or outdoor sports and activities during this 

time and were happy to make some investments into the required products (Raiola 

& Di Domenico, 2021). An example of a sport that experienced quite some 

popularity during this time was cycling. The market growth is expected to stabilize 
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in the coming year, once more following a linear growth pattern (MarketLine, 

2021). 

 

Figure 2: Belgian market value of sports equipment retail 

Source: MarketLine (2021) 

Looking at the market value of sports retail in various western European 

countries we can distinguish several larger markets, namely Germany, France, 

and the UK. Figure 4 displays CAGR’s of these various countries, including a 

forecast for the coming years, providing insights into the expected growth of 

markets per country. For example, the growth rates in two of the largest markets, 

namely Germany and the UK, are expected to drop significantly, as those markets 

have already reached maturity. The French market on the other hand, is expected 

to continue to grow tremendously. Furthermore, Mediterranean countries 

including Spain, Italy and Greece are showing signs of emerging markets. These 

countries together with France can prove interesting markets to expand the 

project to in the near future. 
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Figure 3 Sport Retail Market Values in Western Europe 

MarketLine (2021) 

 

Figure 4 CAGR of sports retail in Western European countries 

MarketLine (2021) 

 

2.2. Five C’s of marketing 

The five C’s represent the five key areas that must be considered when making 

marketing decisions. The C’s stand for Company, Customers, Collaborators, 

Competitors and Context (Hilson, 2021). As this project, the subscription model 

offering, is a completely new service offering for Decathlon, it would be beneficial 

to analyze these five categories to obtain an overview of the factors involved.  
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2.2.1. Company 

At the start of this dissertation a brief introduction to the firm Decathlon and 

their company mission was discussed. The global retailer has shifted focus from 

an operational excellence strategy towards a triple bottom line approach. Pursuing 

a triple bottom line strategy means that that company is committed to measuring 

social and environmental impact in addition to a financially profitable performance. 

Decathlon’s brand image is one of price leadership and accessibility. As of late, 

the company has been looking for ways to sustainably transform products and 

service offerings while remaining as accessible as possible to all (Decathlon, 

2021a).  

Decathlon sells various sports and camping apparel, equipment, and other 

accessories. Their product range covers over sixty-eight different sports and 

activities. They have kept sports accessible to the many over the years by offering 

various price and quality ranges in their products. However, lately they have been 

trying to improve the quality of products to make them more sustainable. 

Therefore, they have launched initiatives such as the Eco-Design brand that reuses 

recycled materials in the production of new items. Customers now also have the 

option of returning their old equipment. These products are either restored and 

resold as secondhand products, or if they cannot be salvaged, they are dissembled 

and recycled. Recycled materials can be reused for internal initiatives or go to 

third-party organizations that in turn produce sustainable products.  

Decathlon sells a multitude of different brands of products including many house 

brands such as Kipsta, Quechua and Wed'ze. House brands work in close 

cooperation with the mother company to design and develop the right products. 

Decathlon is present in the entire value chain from design to production processes, 

and retail. This gives them the power to drive sustainable transformation from 

within (Decathlon, 2021a). 

The goal of the subscription model is to reshape consumer habits from an 

ownership to a usership model for sport equipment. The subscription model 

proposition is fully aligned with Decathlon’s vision, as it aims to be useful to people 

and planet. Performing various sports activities becomes more accessible to the 



 

 

 

 

8 

customer as they no longer need to purchase everything. Products can be passed 

around various users, reducing the need of large-scale production. The end of life 

of products now falls in the hands of Decathlon, making them responsible for the 

refurbishing, reusing, or recycling of materials. This provides both challenges as 

well as opportunities for the company. Finally, this project can inspire change in 

others, both internally as well as externally. Decathlon will be taking on a 

pioneering role and setting an example for the whole sports retail industry, having 

an immense impact of their brand image. 

Decathlon has described its own unique selling proposition for the project as 

followed: 

“We propose the best price/quality and most flexible formula to allow kids 

and their families to practice sport and discover new activities. By being 

equipped with sport material corresponding to their needs and desires, when they 

want it, to the appropriate size for their growing kids, and to their technical 

evolution. For all sports.” (Decathlon, 2021b) 

Decathlon has already assessed possible strengths, weaknesses, opportunities 

and threats the company might face with this project in a SWOT analysis. 

STRENGTHS WEAKNESSES 

• Market Leader 

• International presence 

• Presence in entire value chain 

• Access to a multitude of company 

resources 

• Internal drive for change 

• Quality & Accessible products 

• Covers a wide range of sports 

• Marketplace for sustainable brands 

 

• Sizable company that can cause 

difficulties in internal alignment 

• Price/quality focused products 

needs to shift towards sustainable 

quality products 

• Recondition loyal customer 

preferences 

• Lack clear in store and online 

communication and advertising of 

new initiatives 

OPPORTUNITIES THREATS 

• Take on pioneer role 

• Blue Ocean strategy 

• Possible competitor entrance 

• Speed at which competitors follow 
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Source: Decathlon (2021b) 

2.2.2. Customer 

As mentioned above, Decathlon strives to address the needs of the many. To 

make sports gear as accessible as possible, they offer a broad range of products 

that vary in price, quality, and branding. As a result, they succeed in targeting a 

broad customer group. This is confirmed by the fact that they are market leader 

in the sports retail industry (Decathlon, 2021a; MarketLine, 2021). 

For the subscription model offering, Decathlon needs to evaluate the customer 

profiles that show interest in the service. To gain better insights into demographic 

characteristics of potential customers, both qualitative as well as quantitative 

research will be applied. The qualitative research will be executed in the form of 

in-store interviews. Quantitative data on demographics will be collected via 

surveys. To understand the target audience for the subscription model the 

following questions will need to be addressed: 

1. Who is currently purchasing Decathlon products? 

2. Who is my target audience for the subscription model? 

• Gender  

• Age groups 

• Address (in which province) 

• Amount of children 

• Income levels 

• Sport frequency 

• Help drive change in consumer 

habits 

• Creating social value through 

accessibility 

• Sustainable brand recognition 

• Partnerships 

 

• Churn rates of existing clients 

• Consumers’ willingness to change 

ownership habits 

• Fluctuating trends 
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• Type of sport performed 

3. What motivates my customers to purchase? (Price, quality, convenience, 

unique product benefit, sustainability, etc.) 

4. What sorts of things do my customers find most interesting about the 

service offering? Least interesting? 

 

2.2.3. Competitor 

There are many different ways to practice sports. Some people purchase 

equipment needed to perform their activities, some join fitness centers where they 

can use equipment and so on. This multitude of sporting options entails many 

different possible competitors. However, Decathlon’s subscription model currently 

has no direct competition. They currently would hold the pioneer position with 

their service offering. Therefore, the competitor factor is rather difficult to analyze. 

To obtain a reasonable overview of possible competitors, several product and 

service offerings will be compared. This section will research three main types of 

products and service offerings that should be taken into account, namely sports 

retail competitors, short-term rental services for sports gear, and subscription 

models in general.  

Sports retail 

Though they currently hold the market leader position, Decathlon faces intense 

competition from both domestic and international companies in the retail market. 

High competition in the market could drive the company to increase its product 

differentiation, offer merchandise at low prices and/or increase promotional 

expenses, which has a negative impact on operating costs. The company’s main 

competitors include JD Sports Fashion Plc, Dick’s Sporting Goods Inc, Foot Locker 

Inc, Groupe Go Sport SA, Groupe Zannier SA, PVH Corp, INTERSPORT 

International Corp, Intersport Polska SA, NIKE Inc, Patagonia Inc, and Sports 

Direct International Plc. These well-known competitors could potentially follow in 

Decathlon’s footsteps by copying the subscription offering. Decathlon would 
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currently benefit from being in the pioneering position. They will need to secure a 

strong head start to keep competitors at bay (MarketLine, 2021). 

Rental of equipment 

Short-term sports equipment rental is nothing new. People can access various 

sports items through rental services including kayaks, bikes, camping gear and 

skis amongst others. As Decathlons subscription models allows customers to rent 

all the above-mentioned products and more, it could be beneficial to compare 

rental pricing of several services. Decathlon could potentially acquire some of 

these clients by providing a financially interesting alternative (MarketLine, 2021). 

A first rental service that is quite popular in Belgium is bike rental. To be as 

comparable as possible to a long-term subscription model, long-term bike rental 

services have been taken into account (Shaheen et al., 2010). The bike rental 

options, included in the graph below, show prices for rental per month and often 

include extra services such as transport and repairs. These are primarily bicycles 

that are rented in large cities and that serve as a means of transportation.  

 

Figure 5 Long-term Bicycle Rental pricing 

Next fitness subscriptions are analyzed. Fitness subscriptions are usually paid 

on a monthly basis for a period of at least a year. On average fitness membership 

cost about €30 a month, depending on services included.  
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Figure 6 Fitness Subscription Prices 

Kayak, ski and tent rental are most often priced per day or per week. This 

makes it harder to compare to a long-term subscription model. The following 

graphs show the common prices for these product rentals. 

  

Figure 7 Kayak Rental Prices 
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Figure 8 Ski Rental Prices 

 

Figure 9 Tent Rental Prices 

Prices of short-term rental fluctuate strongly according to the concerning 

products. Furthermore, short-term rental prices usually tend to be higher than 

long-term making this a difficult comparison. However, looking at the general price 

levels, Decathlon could prove a competitive alternative. Specifically, people 

practicing many or expensive sports could potentially see the economic benefit of 

a subscription model with Decathlon.  

Subscription Models 

Subscription models offer access to a product or a repeat service. They have a 

business model that is focused on generated recurring revenues, typically 

measured in months or years (Punj, 2015). In the past years the popularity of 
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subscription models has increased massively, and it is expected to continue to 

grow. Over the past five years the subscription market has grown by 100% 

annually (Chen et al., 2018), valued at US$ 34.7 billion in 2020 (UnivDatos Market 

Insights, 2021). 

Subscription models can offer businesses several advantages (Punj, 2015): 

• Increase customer retention 

• Provide tailored or flexible solutions and experiences for customers 

• Better financial forecasting 

• Better inventory management 

• Opportunities for stronger relationships with customers 

• Learn from customer experiences 

• Regenerative revenues 

Moving from a transaction model to a recurring revenue model usually causes 

a drop in revenue, as can be seen in the Fish Model below (Fox, 2021). 

Implementing a subscription model requires an investment. Certainly, in the case 

of Decathlon a large investment would be needed, not only to set up and launch 

Figure 10 The Fish Model 

Source: Fox (2021) 
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the subscription offering, but also to acquire the necessary products and 

equipment that can be rented out in the service offering. Over time the 

investments will be paid back, in the case the model becomes profitable, and the 

situation in the model reverses. Later on, new investments will need to be made 

to refurbish or replace old products. 

There are various types of subscription offerings ranging from streaming 

platforms to content offerings or even consumables. In the following graph a price 

comparison of some of the most popular subscriptions has been made. Popular 

subscription model prices fluctuate around €15 to €30 on average.  

 

Figure 11 Popular Subscriptions 

2.2.4. Collaborator 

Suppliers 

Decathlon already enjoys a certain degree of vertical integration. They work 

together closely with the in-house brands to improve product design and offerings. 

They have close relationships and set high standards for their suppliers. To ensure 

the success of their project it could be interesting to further strengthen the 

relationships with suppliers, therefore optimizing product quality and prolonging 

the life span of the products offered in the subscription model (Decathlon, 2021a). 
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Brand partnerships 

Decathlon stores and online platform also function as a marketplace for external 

brands. The brands, included in the marketplace usually have sustainable images. 

Currently, Decathlon is proposing to offer the entire product range of the in-house 

brands (Decathlon, 2021a). However, it could also be interesting to collaborate 

with several external brands, to include their products in the subscription 

catalogue. Brands can help create awareness and publicity for the project, or 

perhaps compliment the subscription with unique experiences.  

B2B partnerships 

There are several opportunities in the B2B market that have been identified. 

Decathlon could partner up with external businesses to enhance the subscription 

experience for customers. Examples: 

- Collaborating with a tennis or padel club to incorporate the field rental into 

the subscription 

- Fitness memberships or personal trainers that offer a total subscription 

package (both own offering and Decathlon’s offering in 1 package deal) 

- External cleaning or delivery services that could be offered as a supplement 

in the subscription 

On the other hand, external businesses could make use of the subscription to 

fuel their own offering. Examples: 

- A fitness club or personal trainer can make use of fitness appliances through 

the subscription model instead of owning the machinery 

- A school that rents gym equipment with the subscription 

Another possibility is a B2B agreement in which employers offer the subscription 

to employees as a part of their payment package.  
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2.2.5. Context 

To analyze the context of Decathlon and their new project, a PESTEL analysis 

will be performed. The pestle model is a framework, mainly used by marketeers, 

to monitor and analyze macro-environmental factors that could influence 

Decathlon as an organization along with the project itself. PESTEL is an acronym 

that reviews political, economic, social, technological, legal and environmental 

conditions (The University of Sydney, 2022). 

2.2.5.1. Political 

Politics play a crucial role in all businesses. The balance between control 

systems and the free market is constantly shifting and needs to be closely 

monitored. On a positive note, government policy in recent years has been 

increasingly focused on sustainability and emission reduction (Europese 

Commissie, 2022). Health and fitness, certainly in the wake of the Covid 

pandemic, have also been repeatedly promoted by policy makers (Harvard T.H. 

Chan, 2022). As the subscription model touches on all abovementioned topics, it 

could be possible to enlist government as a partner to endorse the project. Another 

possibility is to obtain governmental support in the form of subsidies. 

2.2.5.2. Economical 

Decathlon, being a frontrunning global sports retailer, is closely impacted by 

economic trends (MarketLine, 2021). High inflation rates, as is currently 

observable in Belgium, can induce people to save rather than spend money, 

especially on non-priority products like sports equipment (Trading Economics, 

2022). 
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Figure 12 Belgian Inflation Rates 

Source: Trading Economics (2022)  

When the GDP (Gross Domestic Product) grows again, people might be inclined 

to spend more on non-priority items, which could positively effect Decathlon. With 

the new subscription business model, Decathlon would be able to build long-term 

relationships with clients and secure regenerative revenues. 

2.2.5.3. Social 

On a social level, a Decathlon subscription can also have quite some meaningful 

impact. According to a study by consulting firm McKinsey (2021), several trends 

can be identified in the sports retail industry. These trends show significant shifts 

in the behavior of consumers. 

During the pandemic there was a massive rise in popularity of stylish 

comfortable apparel. For this reason, many sports retailers shifted their apparel 

product offering to include ‘athleisure’ wear. Athletic-leisure wear is used to 

describe sports clothing that people wear not only to exercise but as comfortable 

home-wear (Becker et al., 2021). 

Another trend in consumer behavior is the difference in physical activity for 

different kind of populations. Pre-pandemic, the sports industry already displayed 

certain levels of physical activity gaps. Low-income groups often show tendencies 

of exercising less than others. The effect of the pandemic has widened these 

groups in many parts of the world, increasing the physical activity gap even 
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further. Sport retailers would do well to recognize these gaps and keeps these 

potential stakeholder communities in mind by making sporting goods more 

accessible (Becker et al., 2021).  

A final emerging social trend is the use of influencers to sell products. 

Influencers help brands build credibility as well as awareness. Furthermore, 

influencers like athletes pose as role models for their broad fan bases. This could 

be beneficial for Decathlon to help spread the word and endorse the subscription 

offering (Becker et al., 2021). 

2.2.5.4. Technological 

There are several technological trends in the sports retail industry that are 

making an appearance.  

A first trend is the popularity of digital fitness. As many sporting activities and 

group classes where necessarily cancelled due to the effect of Covid-19, many 

sports businesses were forced to find alternative ways to secure income. As a 

result, online or digital fitness classes became quite popular. They provided people 

with a sense of community while being isolated from the world. Post-pandemic, 

people seem happy to return to traditional methods of exercise. However, digital 

fitness has not disappeared completely. People seem eager to use digital fitness 

as an enhancement of their live activities, especially if the platform offers a sense 

of community (Becker et al., 2021). 

A second technological trend is the increase in online purchasing of sports 

equipment. During lockdown, the only way to shop was online. As a result, online 

sales platforms became exceedingly popular. Studies even show that first time 

buyers using online retail continue to prefer this method of purchasing. Though 

physical stores cannot be fully replaced, online platforms have become a basic 

norm for retailers across industries (Becker et al., 2021).  

2.2.5.5. Legal  

On a legal level, there are several challenges that Decathlon could potentially 

face with the implementation of their new business model. Decathlon is a large 

international company that must comply to various regulations in different 
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countries. Renting out products and collective use models might face other 

regulations than Decathlon has been used to as a retailer. In the subscription 

model they must clearly state in which situations Decathlon can be held 

responsible for damage etc. to products and in which cases clients are responsible. 

2.2.5.6. Environmental 

Sustainability is quickly becoming a consumer priority. Generally, people are 

paying more attention to what impact the products they buy have on the planet, 

and often search for sustainable alternatives. Companies are also noticing this 

new trend, and try to capitalize on it as much as possible, by offering sustainable 

alternatives and optimizing supply chains, thereby minimizing pollution and waste 

as much as possible. Sustainable supply chains, innovative concepts, circularity, 

and recyclability are becoming increasingly popular factors when shopping. 

Companies can gain in reputation and standing by being trendsetters in this 

department. With this subscription model, Decathlon wants to show that 

sustainability is not just a trend but is here to stay. This new business model is an 

investment that shows a commitment in long term (Europese Commissie, 2022; 

Becker et al., 2021).  
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3. Methodology 

The proposed methodology to perform the abovementioned research will 

include several techniques to obtain a well-rounded analysis. Both qualitative as 

well as quantitative research will be used to gain a better understanding of the 

project and research questions in need of answering.  

3.1. Qualitative research  

3.1.1. Interviews 

Before developing a large quantitative survey, it is key understand the project 

better and gain some initial insights into the opinions of potential customers. As a 

result, the research will commence with several in-store interviews in varying 

Decathlon stores. The objective of the interviews is to observe sentiment on the 

project, as well as distinguish factors that can make or break the deal for 

customers. These results will be used to help develop a relevant survey to test a 

larger population. 

To target a diverse group of customers during the interviews, three stores, 

Evere, Roeselare and Namen, are selected. These locations display a good variety 

of behaviors concerning sustainability, domestic income and customer profiles. 

Namen is selected due to the widespread popularity of secondhand retail and 

importance of sustainability. Roeselare, on the other hand, shows a rather 

opposite tendency with secondhand retail being not very popular (Decathlon, 

2021c). Evere is chosen due to the densely populated environment of the 

surrounding city of Brussels, meaning inhabitant have less space to store items 

on average. Customers in this region might see the practical benefit of renting 

equipment rather than owning it. Furthermore, the Brussels region is reported to 

have the lowest income levels in all of Belgium (Statistics Belgium, 2019). 

The interviews will start with some basic demographic questioning, to document 

the profiles of the participants (Appendix A). Next, a series of open questions will 

be posed orally, to get a sense of the participants attitude on sport gear, 

sustainability, secondhand products, rental services, and their overall impressions 

of the project. Finally, several possible features of the subscription model will be 
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presented to the participants. A series of questions will be posed, to understand 

the value these features hold for each individual. This questioning method is based 

on the Kano model, discussed in the following section. 

 

3.1.2. Kano Model 

The Kano analysis method is used to test customer response to features of a 

given product or service. Features that a product or service can have are 

predefined and questioned. According to the creator of the Kano model, Professor 

Dr. Noriaki Kano, there are five emotional response types to the presence or 

absence of features (Qualtrics, 2022).  

▪ I like it  

▪ I expect it 

▪ I am neutral 

▪ I can tolerate it 

▪ I dislike it 

For every feature the respondent must be asked how they would feel if that 

feature was present and if that feature was absent. The combined answers per 

feature will than allow the researcher to valuate that feature and categorize in into 

the five following groups (Qualtrics, 2022). 

1 
Must-be (or must 

have) features 

Expected features, but cannot increase 

satisfaction 

2 Performance features 
The more of these features are met, the 

happier the client will be 

3 
Attractive features or 

Delighters 

The absence of these features does not 

cause dissatisfaction, but it does delight 

customers when present 

4 Indifferent features 
The client feels indifferent to the 

presence or absence of these features 

5 Reverse features These features cause dissatisfaction 
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Understanding the worth of features can be detrimental to finalizing the design 

of a product or service. Therefore, the initial interview round will attempt to 

understand consumer priorities in the various features. The following features will 

be presented to the interview participants: 

- The presence of an online inventory of all available products 

- The presence of an online reservation system 

- Ability to sport with the entire family with subscription 

- Choice between different subscription packages 

- The flexibility to change sports and equipment whenever you chose 

- The subscription budget covers an entire activity (including all gadgets) 

- Products are in perfect condition (without any signs of wear and tear) 

- Access to premium products 

- Access to the latest models 

- Immediate availability of products (at all time) 

- Paying option for home delivery 

- Paying option for cleaning of products. 

 

3.2. Quantitative research 

3.2.1. Survey and sample 

As the scope of the project has multiple facets, multiple analyses will need to 

be performed. In the quantitative questioning two main analyses will be completed 

, a choice-based conjoint and a Van Westendorp analysis. Both will help visualize 

the willingness to pay of participants and determining factors that motivate them 

(Qualtrics, 2022b; Lipovetsky et al., 2011; Lipovetsky, 2006). Two surveys will 

need to be designed as both analyses require different questioning methods.  

The conjoint survey is designed to test the importance of various attributes and 

identify the preferred combinations of attributes for the subscription model. The 

identified attributes that partake in the conjoint analysis are price, budget and 

supplementary service levels (Qualtrics, 2022b).  
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The Van Westendorp survey is designed to identify realistic price ranges 

customers are willing to pay for each subscription size. In this survey participants 

will be asked to identify several price points based on a visual representation of a 

certain budget (Lipovetsky, 2006). 

Both surveys will be distributed via the Decathlon mailing list as well as our own 

channels to obtain both customer as well as non-customer response. As Decathlon 

clients in Belgium are both French as well as Dutch speaking a version for each 

language will be developed. To increase response to the survey, Decathlon gift 

vouchers will be raffled among participating respondents.  

 

3.2.2. Questionnaires and variables 

In both surveys, socio-demographic data of the respondents will be questioned. 

This way choices and preferences can be analyzed in function of personal 

characteristics. The following socio-demographic attributes will be questioned:  

- Gender 

- Age 

- Marital status 

- Income 

- Number of children 

- Level of education 

- Place of residence 

- Sporting frequency and sport type 

- Spending on sporting equipment 

Next, certain statements will be included to assess participants attitudes. 

Participants will be asked to indicate in what measure they agree or disagree with 

a given statement. Participants will indicate their choice on a 5-point Likert scale, 

ranging between completely disagree, disagree, nor agree nor disagree, agree and 

completely agree.  
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The resulting data will be analyzed in excel by making use of pivot charts, and 

visually represented in graphs. The graphs need to provide insights into the 

following questions: 

- Who participated in the survey? 

- Are all demographic clusters well represented? 

- How many participants are interested in the project? 

- Which participants are interested in the project? 

- Which attitudes do interested participants show? 

 

3.2.3. Factor Analysis 

By means of a factor analysis, insights into popular attitudes that participants 

display, can be measured. For this purpose, correlating variables, which have been 

questioned in the surveys, will be identified. Since this is an exploratory analysis, 

a Principal Component Analysis will be applied, which allows to group correlating 

variables into an overarching factor (Hayton et al., 2004; Joliffe & Morgan, 1992). 

Once the factor scores have been identified, a cluster analysis will be performed 

to group likeminded participants together. 

Before initiating the analyses, the data has to be cleaned and filtered. 

Incomplete and unreliable respondents will be filtered out from the data. The 

survey will include a control question in which participants will be asked to indicate 

a specific answer on a Likert scale. Participants who did not enter the right answer 

are regarded as disqualified from the data. Next, all variables and corresponding 

response options must be rescaled in a same direction, so that variables become 

comparable to each other. Recoding this data will result in low scores meaning not 

at all present or insignificant, and high scores meaning very present or significant 

(Fabrigar & Wegener, 2011).  

By only using the relative data in the cluster analysis, the results will be able to 

explain as much variance as possible using a minimal number of factors.  
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Now, the data is ready for further analysis. The first step in the analysis is to 

generate a correlation matrix of all the variables. This matrix will show which 

variables correlate with each other. Variable combinations that show percentages 

of 30 percent or higher in the matrix are deemed to be a high correlation. Variable 

combinations under the 30 percent level can be omitted for further analysis 

(Fabrigar & Wegener, 2011; Hayton et al., 2004). Next, a partial correlation matrix 

must be generated. In this matrix, significant variables must show a correlation 

below 70 percent. Variables showing correlations above the 70 percent mark are 

variables that are too similar to one and other, therefore making it meaningless 

to compare them to each other. These variables will in turn also be omitted for 

further analysis (Cudeck, 2000). 

Once all relative variables have been selected a factor analysis will be 

performed. Several aspects need to be reviewed in the output of these results to 

ensure reliability. The Bartlett's test of sphericity is one of these tests that must 

result in significance. This will prove that the selected variables are indeed 

correlated to the right degree for a factor analysis (Silva et al., 2014; Tobias & 

Carlson, 1969). Next, the Kaiser-Meyer-Olkin (KMO) test must show a score 

higher than .50. This test measures the sampling adequacy for both the entire 

correlation matrix as well as each individual variable (Williams et al., 2010).  

If these rules of thumb are all followed correctly, the resulting factors will be 

shown in the rotated component matrix. All values above .50 in a same column 

are considered to be the same factor or attitude, and can therefore be grouped 

together (Silva et al., 2014; Williams et al., 2010). 

 

3.2.4. Cluster Analysis 

Once the factor analysis has been completed, the various factors will be stored 

as standardized variables in the data file. Now, they will be used to conduct a 

cluster analysis. In a cluster analysis, factors or attitudes found in the previous 

section will be combined into clusters, representing groups of participants with 

similar attitudes or personas (Bridges, 1966).  
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To start a cluster analysis, exploratory research of the data must be performed. 

Groups that show similar attitudes will be clustered agglomeratively from a 

bottom-up perspective (Blashfield, 1976; Bridges, 1966). Next, data will be 

clustered hierarchically using Ward’s method (Hervada-Sala & Jarauta-Bragulat, 

2004). The results of the hierarchical clustering will generate one big graph, that 

shows how many clusters can generally be distinguished in the data and the size 

of these clusters. The largest resulting clusters, usually 3 to 5 clusters, based on 

the number of variables and respondents, will be selected for further analysis 

(Köhn & Hubert, 2015). This step only provides an estimated number of clusters 

that can be identified, not the ideal number of clusters in which to divide the data. 

To obtain the ideal number of clusters a K-means clustering for a range of clusters 

must be performed (Na et al., 2010). 

The K-means clustering analysis method will be performed for three, four and 

five clusters. Just like the factor analysis, the different clusters will be displayed 

in a ‘final cluster’ frame. High values present in one column show the 

corresponding attitude for that cluster. Strong negative values in a same column, 

mean that the corresponding attitude is not present, or that the opposite attitude 

is present. Results should be compared within a cluster or column, and not 

between clusters (Wu, 2012). 

It is important to note that clusters are based on multiple variables and work 

cumulatively. Therefore, it is highly probable that respondents will fall into multiple 

clusters. For further analysis, respondents will be categorized according to the 

cluster in which they are most dominant (Hervada-Sala & Jarauta-Bragulat, 2004).  

 

3.2.5. Conjoint Analysis 

Choice-based conjoint analysis (CBC) is a computer-aided personal interview 

method. Rather than interviewing people personally, this analysis method allows 

to test preferences for combinations of features that make up a certain product, 

or in this case service (Raghavarao et al., 2010). These features can range from 



 

 

 

 

28 

visual and technical characteristics, such as color or power consumption for 

products, to price and additional benefits for services. The conjoint survey method 

instructs participants to make a choice for a preferred concept by making a series 

of trade-offs. By not asking the participant to rank or rate scenarios, a simulation 

of what the participant or buyer would actually choose in the marketplace can be 

simulated (Chrzan & Orme, 2000). By having them perform this exercise several 

times, choice patterns will start to emerge, indicating the most important 

attributes of a concept for a given participant. As a result, the most important 

attributes can be analyzed and valuated. The results can contribute to designing, 

marketing and pricing the product or service, in line with the wants and needs of 

the relative target groups (Orme, 2021). 

CBC is also known to be an excellent technique in survey-based pricing 

research. The proposed subscription business model is completely new (Chrzan & 

Orme, 2000), therefore no past sales data is available to help price the 

subscription packages. Furthermore, the broad range of products, flexibility and 

personalization of the subscription model make cost-based and value-based 

pricing strategies rather difficult to perform. The choice-based conjoint method 

allows, not only for analysis of the willingness to pay, but also the price sensitivity. 

A conjoint design is programmed to systematically assemble various scenarios or 

combinations of attributes, in our case price, budget and services. The price is the 

amount of money people will have to pay monthly for the subscription package. 

The budget is the total value of products a customer might have in his or her 

possession at all times. The additional services are practical elements concerning 

delivery and cleaning. The results will reveal the price sensitivity and willingness 

to pay of participants depending on how respondents react to slight changes in 

the combinations (Raghavarao et al., 2010). 

There are three different subscription sizes that Decathlon wants to offer, a 

small, medium and large package. To each size, four possible price points and 

three budget values will be attributed. For the third and final attribute, extra 

services, the presence of supplementary delivery and cleaning services will be 

tested.  
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Participants will be asked to perform the choice-based conjoint exercise for a 

series of 15 questions. Each question will provide 4 possible combinations to 

choose out of and an additional option of ‘none of the above’ to indicate if they 

are not interested. This way, the final results will more accurately show which 

subscription combinations and sizes are favored.  

Once the survey data has been collected, the most important response options 

and combinations of options can be distinguished in a ‘utility score’ report. The 

highest utility scores of price, budget and extra service combined show the most 

valued combinations per subscription size. Usually, the most valued combination 

is equal to the most economical combination, or the ‘best deal’. In this case, it is 

relevant to regard the second highest scoring combination as a valuable result. 

This way both company and client are benefitting from a best solution (Orme, 

2021; Cunningham et al., 2010).  

 

3.2.6. Willingness To Pay – Van Westendorp analysis  

The Van Westendorp analysis is a well-known pricing research method. The 

method is used to determine customers’ willingness to pay, based on data 

obtained through a survey or a substantial number of interviews (Lipovetsky, 

2006; Han et al., 2001).  

Essentially, participants are asked to answer four price questions. For a given 

product or service they must identify price points that they consider to be “Too 

Cheap”, “Cheap”, “Expensive” and “Too Expensive”. This open method of 

questioning provides untainted insights into the minds of potential. If products or 

services are considered to be “Too Cheap” customers might question the quality 

or legitimacy of the offering. Similarly, prices that are perceived as “Too 

Expensive” might scare customers off from ever considering the product or 

service. “Cheap” and “Expensive” request price points that are considered to be a 

bargain or rather steep respectively, providing a reasonable range of prices 

customers would be willing to pay in practice (Ceylana et al., 2014).  
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Once the data is collected, the results can be plotted on a line graph with price 

on the x-axis and the percentage of respondents on the y-axis. Next, the data of 

each of the four questions will be visualized separately in 2-D lines. Two of the 

four lines, in practice usually the “Too Cheap” and “Cheap” line, must be inverted. 

This will create a chart with four intersecting points that demarcate a zone or 

range of prices that can be deemed acceptable (Chhabra, 2015; Ceylana et al., 

2014; Lipovetsky, 2006).  

 

Figure 13 Example of a Van Westendorp graph 

Source: Orme (2021) 

There are certain limitations to the Van Westendorp analysis method that 

should be taken into account. First, performing this type of analysis on a new 

product or service can be quite challenging as the customer is not already familiar 

with the offering. For this reason, it is very important to provide participants with 

sufficient and adequate information, which might give them a better sense of what 

the product or service is worth. A second limitation is the fact that Van Westendorp 

analysis cannot take possible reactions or offerings from competitors into account. 

Therefore, the method should be avoided for existing products in markets with 



 

 

 

 

31 

many competitors. For new products and services without many competitors the 

Van Westendorp method can prove quite useful (Chhabra, 2015). A next limitation 

is that the method mainly tests consumer sentiment and preference but can offer 

no insights into fixed and variable costs of the offering. Prior to conducting a Van 

Westendorp analysis, realistic price points need to be predetermined to remain 

profitable (Sadwick, 2020). 

As the following project is launching a new service, in a market with little to no 

competitors, and has performed previous research on profitable pricing, a Van 

Westendorp analysis is merited. Data will be collected by means of a survey that 

will compile demographic info as well as make participant familiar with the 

subscription concept. The four questions will be posed using visual aids, helping 

participants to envision what their subscription package can potentially look like. 

For every subscription size, small, medium and large, two series of the four 

questions will be asked (Lipovetsky et al., 2011). 

4. Findings  

4.1. Qualitative 

4.1.1. Interviews 

The results from the interview rounds in the various stores provided some initial 

insights into the potential target groups, the sentiment and thoughts of 

participants and the most important features the subscription should have. 

The interviews all took place on weekdays in the afternoon in the Roeselare, 

Namen and Evere Decathlon stores. In total 45 participants were interviewed, 15 

in each location. An array of profiles and ages was targeted for questioning to get 

a well-rounded first impression of the potential customers.  
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A majority of participants in the 

31-45 age group agreed to be 

interviewed. A minority of 60+ 

clients were interviewed. Generally 

speaking, the various age groups 

showed different behaviors towards 

the project. Participants with young 

children showed the most interest as 

they usually saw the most added 

benefit. More specifically, families 

with young children that are 

outgrowing their sports equipment 

quickly, and families with children that often change or practice multiple sports. 

"Especially for bikes, it's interesting because at a certain point it's too small 

and a model bigger is too big, so he's in between." 

- Interviewee 1 

Participants that were single or in a relationship without children showed interest 

depending on their usual sports habits. People who usually stick to one sport, 

especially sports that require low costs like running and walking, tended to express 

that they would not consider a subscription for themselves. Many of these 

participants did express certain interest for the short-term rental services rather 

than a monthly subscription. 

“It's actually really running that we do, other things we don't really know. We 

mainly come here for running clothes... Maybe when we have a child it will be 

different, also if you can rent a bike or something, a child grows fast so that's 

different" 

- Interviewee 2 

“It seems interesting to me, not everything can be rented, obviously 

everything that is clothing is complicated to rent, yes, but equipment that can be 

a little expensive, like a tent or possibly equipment like a bicycle, equipment like 

that is still interesting... for families it can be interesting to pay a monthly 

21%

48%

20%

11%

21-30

31-45

46-59

60<

Figure 14 Age groups of interview 

participants 
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amount... On the other hand, for single individuals it depends... if it's a one-time 

thing, I'm ready to say OK, if I need for example… a kayak with my friends I am 

ready to give 50€ for the day, there is no problem. But if I have to do this every 

month it's too much." 

- Interviewee 3 

“When it's occasional activities I'm okay with renting, but anything for regular 

sports use I'd rather have my own things." 

- Interviewee 4 

Single participants, or people without children, who perform multiple sports 

activities throughout the seasons did show increased interest in the project.  

The different store locations showed slight behavioral differences. The store in 

Namen is known to have a significant number of secondhand shoppers. Unlike 

many other Decathlon stores, Namen has a dedicated section for secondhand 

retail. When asking customers whether they ever shop in the secondhand section, 

the majority indicated that they did. Though it is important to mention that not all 

secondhand shoppers do so for sustainability reasons. Customers in the store in 

Roeselare on the other hand, more often than not answered that they didn’t shop 

for secondhand sportsgear, and often reported that they had not yet considered 

the option. Brussels remained generally divided on the topic.  

The large majority of all participants expressed no interest in renting clothing 

items. More specifically clothing items that are worn close to the body, like t-

shirts, shorts etc. Special items that are worn occasionally, for example ski-jackets 

and snow-pants, were deemed more acceptable to rent. Some people in the 

Namen store reported that they would prefer buying secondhand clothing items 

rather than using them. 

“Equipment for skiing or kayaking, but clothes, maybe less. 

- Interviewee 5 
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Some participants expressed further critical thoughts on the project: 

A young woman who works parttime as a personal trainer expressed some 

interest in the model as a B2B service offering. 

“Maybe here and there as a personal trainer if I would be in need of 

something specific for a client and I don't want to purchase it necessarily that I 

would then maybe use the subscription." 

- Interviewee 6 

Some participants expressed concerns about the hygiene of shared products. 

“A lot of costs yes (to sports equipment for children), you have to buy it all 

and then you want decent equipment. But I'm not going to borrow because of 

the hygiene factor" 

- Interviewee 7 

Another participant shared that they believe paying for a monthly subscription 

would ultimately cost more money than buying products that are used frequently. 

“I admit I prefer to buy, I want to reuse the product myself. It's more of a 

habit and I think if it's something I use frequently that it might be more 

expensive to rent it than to buy it" 

- Interviewee 8 

Information on the various mentioned interviewees can be found in appendix B 

 

4.1.2. Kano analysis 

As the interviews progressed in store, we noticed that participants did not have 

the time or patience to discuss every single feature in detail. For this reason, 

adjustments had to be made to the Kano method in practice. The various features 

were laid out on a table in front of the participant. They were then asked to identify 

certain groups of features, as in the Kano model. The following questions were 

asked: 

- Would any of the following features cause you to not subscribe? 
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- Can you indicate the most important features your subscription should 

have?  

- Can you indicate any features that would be an added bonus to your 

subscription? You don’t expect these features but would be delighted if they 

were included. 

Dependent on the answers to the questions above, remaining features were 

questioned further to interpret what participants expect and on which aspects they 

remained neutral.  

The resulting categories can be found in the table below. The features were 

divided in the category they were most dominant in. These results will help to 

adequately design the surveys, in which some of the features will be tested again 

to obtain larger quantities of results. The features in the ‘must-be’ category will 

not be questioned again in the surveys. Features in the performance and attractive 

category will be included in the surveys as they can help to distinguish cluster 

groups of people that show similar attitudes. 

Must-be (or must 

have) features 

- Online inventory of all available products 

- Choice between different subscriptions 

Performance 

features 

- Flexibility to change sports & equipment whenever 

- Online reservation system 

- Ability to sport with the entire family 

- Subscription budget covers an entire activity 

- Paying option for home delivery 

- Paying option for cleaning 

Attractive features or 

Delighters 

- Immediate availability of products 

- Products are in perfect condition 

- Access to latest models 

- Access to premium products 

Indifferent features 

- (A number of respondents felt indifferent about 

premium products, latest models and supplementary 

services) 
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Reverse features 

• (A participant expressed that having to pay a 

supplementary cost for delivery and cleaning services 

had a reverse effect) 

Table 1 Kano Model Categories & features 

4.2. Quantitative 

4.2.1. Characteristics of potential customers 

This section will discuss the demographic findings of the participants of the 

various surveys. In other words, who completed the distributed surveys? Gaining 

an overview of the demographic results will provide insights in the reliability of 

the survey results, as well as help to distinguish various target groups that show 

interest in the project. The total amount of participants that will be analyzed in 

this section counts over 1,100 people. 

Female

47%Male

53%

X

0%

Female

Male

X

3%

11%

33%

32%

15%

4%
2%

18-24

25-34

35-44

45-54

55-64

65-70

70<

Figure 155 Gender distribution  

of survey participants 

Figure 16 Age-group distribution  

of survey participants 
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Both male and female gender are well represented in the survey results, as can 

be seen in figure 15, with a slight majority of male respondents.  

The age groups represented in the survey results, show a majority of age 

groups 35-44 years old, and 45-54 years old, as seen in figure 16. This can be 

attributed either to the typical Decathlon client demographics, that the mailing list 

targets, as well as the general willingness to participate in surveys of various age 

groups.  

Figure 17 also shows an unbalanced representation of participants in terms of 

age and income. This too can be attributed to the typical Decathlon client. As 

Decathlon will still be primarily targeting existing customers, the obtained data 

can be trusted for the analysis.  

Most provinces are equally represented in the participants results, as shows in 

figure 18. The province of Luxemburg and participants from outside of Belgium 

are however underrepresented. This must be taken into account during the 

analysis, as these results cannot be generalized. 
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Figure 16 Participants according to age & income 



 

 

 

 

38 

 

Figure 17 Participants according to place of residence 

 

Figure 19 shows that a majority of participants have one or more children. The 

largest group of respondents has two children.  
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To remain unbiased, in the analysis of interest in the project per target group, 

the results showing interest will always be analyzed per group total rather than in 

counts. The following graphs will discuss demographic results in relation to interest 

participants showed for the project: 

Respondents were asked how interested they were in subscribing for the 

project. Results per province, in figure 20, showed an overall interest to subscribe 

of about 50%. The most promising provinces include West-Vlaanderen, Namen 

and Vlaams Brabant. The provinces with the least interest to subscribe include 

Brussels and Henegouwen. The results of outside of Belgium and Luxembourg are 

not taken into account as they are underrepresented. 

 

Figure 190 Interest per Province 

Figure 21 dives deeper into the result shown in figure 20, by asking respondents 

to provide an e-mail address to actually take part in the project. This shrinks the 

overall interest rate to just under 30% rather than 50%. These participants are 

willing to take action and be contacted to participate in the project launch. The 

most promising provinces shifts in these results to the provinces of Luik and 

Antwerp. Brussels remains a less promising target location alongside Oost-

Vlaanderen, unlike popular expectations. 
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Figure 21 E-mail addresses provided to subscribe per Province 

Similarly, the interest according to the number of children of respondents was 

analyzed. Figure 22 shows that participants with children show higher interest in 

the project than those without. More than half the participants with two or more 

children report to have interest in subscribing. Participants with one child show 

the least interest to subscribe. 

 

Figure 202 Interest according to number of children 
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Figure 23 E-mail provided to subscribe according to number of children 

Figure 23 shows a drop in respondents that provided e-mail addresses to 

participate in the project. The group that dropped most in this section is the 

participants without children. Participants with multiple children remain the most 

interested group in the project.  

 

Figure 24 Interest according to age group of children 

Figure 24 shows the interest levels of participants dependent on the age of their 

children. Overall, the various interest levels are quite similar for children’s age 

68 57 138
60 19

189 140 302
102 33

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 1 2 3 4+

#Children

Did not

provide
e-email

Provided

E-mail

61 28 6

173
87 38

209

125
36

120

70
19

69

62
9

70
72

32

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Interested to subscribe Interesting but not for

me

I don't see the added

value

Age Kids: Older than 22

Age Kids: 19-22

Age Kids: 16-18 years

Age Kids: 11-15 years

Age Kids: 5-10 years

Age Kids: Less than 5



 

 

 

 

42 

groups ranging from 5 to 18 years old. Participants with children between ages 

19-22 and older than 22 show a decreased interest in the project. 

 

Figure 215 Interest according to exercise frequency 

Interest to subscribe drops along with a decrease in sport or exercise frequency, 

as shown in figure 25. Participants who claim to never exercise show the least 

interest to subscribe.  

 

Figure 26 Sport types of participants 
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Figure 27 shows the interest to subscribe according to the types of sports 

participants perform. The figure must be interpreted along with figure 26 that 

shows how many participants practice a certain sport. The results of sport types 

that only a few participants indicated, cannot be generalized. This is the case for 

hockey, athletics, and golf. Sport activities that many participants indicated, in 

addition to showing interest for the project include running, fitness, camping and 

trekking and ball sports. Equipment for these sports activities should definitely be 

abundantly included in the product offering. Interest drops slightly for participants 

that walk, which is plausible as walking doesn’t require much equipment or 

expensive gear. 

Other comparative figures can be found in appendix C 

 

4.2.2. Factor 

To start the factor analysis, data from a total of 2002 participants was collected. 

For the factor analysis only participants of the conjoint surveys could be included. 

The remaining participants will be used in the Van Westendorp and demographical 

analyses. After filtering the data for adequate and complete results, 505 

respondents remained to be taken into account for further analysis.  

The first test of the factor analysis probes for the mutual correlations of the 

variables. These variables must contain a correlation higher than .30 to prove a 

mutual attitude. Scores higher than .70 will be perceived as the same variables 

as they are testing the same concept or attitude (Cudeck, 2000; Fabrigar & 

Wegener, 2011; Williams et al., 2010). The results showed no variables scoring 

higher than .70. Certain variables did test lower than the .30 mark, these will be 

eliminated for further testing. The variables that met the conditions are included 

for further analysis and will be discussed below and can be seen in appendix D. 

The variables that questioned the importance of sustainability and active 

sustainable attitude scored the highest significant correlation of .626 (p <00.1). 

These results indicate that participants who consider sustainability important tend 

to act on it as well. The variables that question the importance of flexibility whilst 
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using the subscription, and importance of practicing a complete sport including 

accessories with the subscription show a correlation of .329 (p <00.1). A 

subsequent correlation of .367 (p <00.1) is present between practicing a complete 

sport with the variable that measures the extent to which respondents want to try 

larger and more expensive products with the subscription. This is also a logical 

variable as it indicates that people are looking for something more luxurious. Using 

larger and more expensive sports equipment is also correlated with the desire to 

try out the highest quality, with a significant correlation of .389 (p <00.1), and 

trying out the latest and newest models, with a significant correlation of .332 (p 

<00.1). These significant correlations can be aligned as ‘wanting more luxury’. 

The variable that gauges the desire of having the highest quality also correlates 

with having the latest and newest models (.544 p <00.1), and with the variable 

that gauges the importance of having an online booking system (.326 p <00.1). 

This last variable of the online booking system in turn also correlates by .386 (p 

<00.1) with the variable that questions the importance of sports equipment being 

available within the same week. This shows that people are comfortable waiting a 

little longer for products if there is a reservation system available on which they 

can reserve products in advance. The variable that gauges the availability of sports 

equipment within the same week and within the same day also show a correlation  

of .376. In turn, the availability of 

sports equipment within the same day 

has a correlation of .295 with having 

the latest and greatest models. This 

may also indicate the luxury factor that 

people are looking for in this 

subscription. Finally, the additional 

services of cleaning and delivery are 

correlated by .390 (p <0.001). This 

shows that people that are 

interested in an additional service 

tend to want all available services. All these correlations can be found in the 

correlation matrix in appendix D.  

     KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy. 

.702 

Bartlett's Test of 

Sphericity 

Approx. Chi-

Square 

1131.5

25 

df 55 

Sig. <.001 

Table 2 Factor analysis, KMO & Bartlett's test 
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Once the correlations have been confirmed and the appropriate variables have 

been selected, an underlying structure can be analyzed. Therefore, a Kaiser-

Meyer-Olkin (KMO) and Bartlett’s test were performed, resulting in a significant 

‘middling’ score of 0.702 (Silva et al., 2014; Tobias & Carlson, 1969). This proves 

that the data is suited for a factor analysis.  

The factor analysis resulted in 11 different components that could be 

distinguished in the data. The figure 28 below also shows that the first four 

components encompass the majority of the data. When selecting relevant 

components, at least half the data must be represented in the chosen components. 

Based on the graph below, the first four components, that encompass 62,37% of 

all data, were selected for further analysis. The number of variance explained per 

factor can be found in Appendix E. 

 

Figure 28 Scree Plot of identified factors 

The rotated component matrix in table 3 lists all the variables, showing a 

significant correlation between .30 and .70, that were included in the analysis. 

The grouped variables per component gauge an attitude or behavior.  

The first component shows a positive behavior towards quality, luxury and more 

expensive or premium products. The second component is all about flexibility. 

People perceive the subscription as flexible if the products are quickly available, 
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and if they can reserve the desired equipment through an online booking system. 

The third component shows a propensity for sustainability. For the fourth 

component, the presence or absence of extra services is detrimental.  

Rotated Component Matrixa 

Variables 

Components 

1 2 3 4 

Latest and newest 

models 

.825 .164 -.058 .009 

Highest quality .817 .166 .164 .079 

Larger and more 

expensive products 

.559 .198 -.018 .331 

Available within a 

week 

.199 .774 -.087 .040 

Available within the 

day 

.247 .658 -.092 -.164 

Online booking system .186 .605 .116 .321 

Flexibility is important -.115 .469 .275 .373 

Importance of 

sustainability 

.052 -.014 .887 -.025 

Attitude towards 

sustainability 

.024 -.002 .886 .044 

Home delivery .033 .044 .006 .814 

Cleaning .207 .038 -.012 .727 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 5 iterations. 

 

Table 3 Rotated component matrix of identified factors 
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4.2.3. Cluster 

The cluster analysis projects the four components, now stored separately as 

new standardized variables, onto various target groups. In other words, the 

attitudes or behaviors, that were identified in the previous step, will now be used 

to identify groups of likeminded people. After performing the cluster analysis for 

3, 4 and 5 clusters, the results showed the most relevance for three clusters. 

These three clusters, as seen in table 4, clearly indicate the present components 

per cluster.  

People who belong to the first cluster do not want expensive or premium 

products. They would purchase a subscription primarily for the increased flexibility 

that is offered. For this first cluster, the sustainable aspect is a nice bonus.  

The second cluster is fully invested in sustainability. They are generally opposed 

to all other variables, as flexibility and extra services, like delivery, do not ensure 

a sustainable way of working. People belonging to this cluster don’t mind waiting 

a little longer for their sporting equipment.  

Finally, the third cluster shows a proclivity towards high quality products, and 

the convenience of supplementary services. This group does not hold sustainability 

in high regard, let alone act on it. They prefer to test the newest, most expensive 

products of premium quality.  

Final Cluster Centers 

Standardized variables 

Cluster 

1 2 3 

Expensive and quality -.40273 -.12046 .41314 

Flexibility .74002 -1.22085 .03277 

Sustainability .49998 .46671 -.68706 

Extra services -.28797 -.19429 .35480 

Table 4 Final cluster centers 

Table 5 shows an indication of the size of each cluster and the amount of 

participants willing to apply for the project. The third cluster is the largest, while 



 

 

 

 

49 

the second is the smallest. Generally, the demographic researched pointed out 

that about 27% of participants show active interest for the project. The same 

analysis can be done for the individual clusters, to test if certain cluster are more 

willing than others to partake in the project. Keep in mind that the cluster results 

are cumulative. This means that a single participant doesn’t necessarily only show 

behaviors of one cluster. However, for the purpose of this analysis, participants 

have been categorized according to their dominant cluster. The results show that 

participants from cluster one, the second largest cluster, are most willing to 

provide their e-mail address to subscribe to the project. 

 

 

 

 

 

 

 

 

4.2.4. Conjoint 

The conjoint analyses assess preferences respondents indicated in the survey 

(Orme, 2021; Raghavarao et al., 2010). The objective of the analyses is to identify 

the best possible subscription package for each subscription size. The survey 

questioned a total of three different attributes; previously described in the 

methodology section. The attribute matrix can be seen in table 6 

The obtained conjoint data was filtered and analyzed per cluster group, found 

in the cluster analysis. For the analysis, a counts report and utility report was 

generated per cluster. A counts report shows how often an attribute or 

combination of attributes was chosen. The utility report analyses the importance 

of each attribute or attribute combination. 

Clusters 1 2 3 

# Participants 193 123 224 

# Participants 

willing to subscribe 
64 28 56 

% Participants 

willing to subscribe 
33% 22.8% 25% 

Table 5 Total number of participants per cluster & number willing to subscribe 
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Table 6 Conjoint attribute matrix 

Cluster 1 

If the highest utility scores are taken into account for the smallest package, the 

combination of €20 for a budget of €500 with an additional paying option for the 

delivery and cleaning of sports equipment is the most chosen. However, as 

mentioned in the methodology, the highest scoring combinations are always the 

‘best deal’ combinations. The second highest scoring combination is a price of €25 

for a budget of €500 with all the extra services as a paid option. This increase in 

price shows only a slightly lower utility score of 92.91. 

The medium subscription, resulted in the highest utility score for the 

combination of the lowest price with the lowest budget, namely €40 for €1000. 

This proves that people find a budget of €1000 adequate, and do not see the 

added value of a higher budget. A price increase to €45 does show a drop in utility 

score. The combination of €40 price per month for a budget of €1,000 with 

additional services shows the highest total utility score of 65.14. 
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Above a monthly price of €50 utility scores drop drastically and become 

negative. This indicates that participants are less willing to subscribe to the larger 

subscription package and that for many participants €50 is a threshold. Therefore, 

the results of the conjoint analysis for the large package cannot be adequately 

analyzed. However, the counts reports, of the people who did opt for a large 

subscription in some situations, shows that the combination of €90 for a budget 

of €2000 was most frequently chosen after the ‘best deal’. 

Overall, the importance score of the various attributes, indicates that the 

monthly price is the driving factor for this cluster. 

Cluster 2 

For the second cluster, the most chosen subscription was again the smallest 

package. Here too, the combination of €25 for €500 including both services 

showed the second highest value. This combination amount to a utility score of 

83.34. 

For the medium the combination of a monthly cost of €40 with a budget of 

€1,200 plus the extra services option adds up to a utility score of 56.78.  

Once again, the results of the large subscription amount to negative utility 

scores, indicating little interest. The counts report for this cluster showed the 

highest score for the combination of €90 for a budget of €1000, after the ‘best 

deal’ offering. 

For the second cluster, the budget is the determining factor when deciding on 

subscribing. 

Cluster 3 

The smallest package of the third cluster follows the trends of the first and 

second clusters. Again, the small subscription is recommended at €25 for a budget 

of €500 where both services are offered as a paid option. The combination of these 

attributes amounts to a utility score of 77.4. 

The medium package shows that the price could be raised to €45, as the 

difference between the two utility scores remains small. Thus, the advised 
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combination is a monthly price of €45 for a budget of €1,000, including additional. 

The combination attributes amount to a total utility score of 45.97.  

The cluster 3 results of the large subscription amount to negative utility scores, 

indicating once again little interest. Here too, the counts report indicated the 

highest scoring combination to be a price of €90 for a budget of €2000 after the 

‘best deal’ offering. 

For the third cluster, the importance score indicates that the monthly price is 

the most determining factor in deciding whether or not to purchase a subscription. 

 

4.2.5. Van Westendorp 

To assess the general willingness to pay, an analysis of price ranges, 

respondents indicated they would be willing to pay for given products, was made.  

The analysis shows, a quite logical pattern, that the willingness to pay drops 

with increasing price ranges.  

In the Van Westendorp analysis data of about 100 respondent answers were 

analyzed to obtain the price ranges below.  
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Figure 22 Willingness to Pay of survey participants 
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The results of the small subscription package show a price ranging from €24 to 

€38. The optimal price point is set at €29,5. 

 

Figure 23 Van Westendorp analysis of Small subscription 

The obtained price range proves people are willing to pay for this type of 

subscription, and better yet are willing to pay slightly higher than what Decathlon 

was currently proposing. 

The medium and large subscription packages results in quite similar price 

ranges as the small one, with only slight increases, namely €26 to €45, and €33,5 

to €48 respectively. They have an optimal price level of €31 and €38,5 

respectively.  
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Figure 24 Van Westendorp analysis of Medium subscription 

 

Figure 25 Van Westendorp analysis of Large subscription 

Though there are slight price increases by subscription size visible, the 

packages have many overlaps in range. The middle and large size show optimal 

price points below the base prices that Decathlon has set, at €40 and €80. There 

are two main explanations for these results. First, these results prove that the 
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overall willingness to pay for the two larger subscription options is lower than that 

of the small one. As the service is new, not only for Decathlon but for the market 

in general, customers are unfamiliar with the concept and might therefore have a 

lower tendency to pay larger amounts. A second possible or partial explanation 

for the lower results is that customers did not notice the growth of the package 

size and product offering clearly enough in the survey questions. A possible 

improvement of the survey could have been to express the size of the subscription 

each question pertained to more clearly. 

 

5. Discussion 

5.1. Limitations 

Before moving on to the recommendations and conclusion, some limitations of 

the research must be addressed in order to properly interpret the findings. 

Qualitative research, in the form of in-store interviews, was performed in three 

different stores with a total of 45 respondents. The store locations, time of day 

and number of respondents could potentially have influenced the collected data. 

For example, people who have the time to shop in-store in the middle of a workday 

might often be people who don’t work or work part-time, or might often be people 

of specific age groups like senior citizens. Furthermore, live interviews are still 

quite dependent on the interpretations of the interrogator. 

The qualitative data that was collected was mainly used to help draft the online 

surveys. The quantitative research, or surveys, have certain limitations in term of 

reliability and lack of sentiment. In interviews, participants emotional responses 

can be considered and interpreted. However, online surveys don’t allow for 

observation of emotional responses. Furthermore, participants might be 

distracted, could misinterpret questions if not read carefully and are not able to 

ask questions if they do not understand a question or statement in the survey. 

People who participated in the survey might show bias. Not all people make the 

time to fill out a questionnaire, many people might have refused to partake simply 

because of the message content, others might participate because they want the 
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chance to win a gift voucher. All these aspects could potentially cause a 

misalignment of the answers with actual attitudes and beliefs (Andrade, 2020). 

 

5.2. Recommendations 

5.2.1. Subscription packages 

Based on the results of the conjoint and Van Westendorp analysis, the 3 ideal 

subscription packages were identified. These ideal package combinations are 

based on the second most valued options, as the highest valued always follows 

the logic of the ‘best deal’. The second highest scoring options still showed high 

significance, with only slightly lower utility scores. Overall, the willingness to pay 

for larger subscriptions was significantly lower than that of the small subscription. 

A plausible conclusion would be to eliminate the large subscription from the 

offering, as numbers show only little interest. However, as the addition of large 

subscription package wouldn’t necessarily cost Decathlon more, the 

recommendation is to keep the large package in the service offering. Beside the 

low additional cost, the larger package might increase the amount of customers 

willing to opt for the medium rather than small package, called the compromise 

effect (Chuang et al., 2013). Table 7 below shows the recommended subscription 

packages 

 Price Budget 

Estimated 

% 

participants 

Small 

Subscription 
€25 €500 

62.5% 

Medium 

Subscription 
€45 €1000 

31.5% 

Large 

Subscription 
€90 €2000 

7% 

Table 7 Subscription package recommendations 
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The results for the smallest package indicated that a raise in price is merited. 

Both analyses show an increased willingness to pay, with the conjoint analysis 

indicating €25 as the optimal price level. However, together with this increase in 

price, an eagerness for a higher budget can be perceived. Ideally, customers 

desire a budget of €500. Therefore, Decathlon is recommended to consider this 

increase in budget and price for the small subscription. The results for the medium 

package showed slightly more variance. Overall, the budget of €1000 proved 

adequate. The price showed an acceptable range between €40 and €45 per month. 

The final pricing decision for the medium package is based on the results of the 

large package. The large package was generally less desired, showing skewed 

results in the Van Westendorp analysis and poor utility scores in the conjoint 

analysis. However, on occasion when the large package was chosen, clients 

showed a preference for €90 price with a €2000 budget. Taking this result into 

account, the recommendation for the medium package price would be €45 instead 

of €40.  

With regards to the last attribute, the additional services, the recommendation 

is to include the supplementary offerings. Though additional services never scored 

higher in importance than budget or price, a clear and consistent pattern of 

importance has emerged. The results of all clusters show a preference to have the 

option of both extra services rather than no option. Cluster 3 is even motivated 

by the additional services. Decathlon is therefore urged to consider including both 

services as a supplementary offering. 

The importance of other features and characteristics of the subscription model 

emerged in the factor analysis, demographic data analysis and in-store interviews. 

Recommended features Decathlon should incorporate in the service offering are 

an online product inventory, an online reservation system and the flexibility to 

exchange products whenever customers choose. These features mainly ensure a 

flexibility of use for customers. Many customers indicated an interest to use 

premium products and the latest product models. Decathlon could include some 

of these products in their offering, and perhaps consider depreciating the rental 

price over a longer term, keeping them more expensive to rent. Next, as certain 

participants showed a distinct proclivity towards sustainability, Decathlon is 
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recommended to include Eco-Design products in the offering and perhaps allow 

customers to filter on these products.  

Clothing items like t-shirts, shorts, shoes are not desired in the service offering, 

with the exception of specialty gear. Winter jackets, snow-pants, and other 

particular sportswear items, especially for children, can be included in the offering.  

Bonus features, that can help Decathlon to distinguish themselves from future 

competitors, include immediate availability of products and products in perfect 

condition. As there are no immediate competitors, Decathlon could consider 

holding back on these bonus features for the time being and consider including 

them at a later time, to continue having a competitive edge. However, it is 

importance to note that these features are highly time-dependent and can change 

significantly in a short period of time along with shifts in market trends. Therefore, 

if and when competitors enter the market, it could be beneficial to retest the 

importance of features with clients. 

 

5.2.2. Communication 

Based on the findings from all previous analyses, insights into possible 

marketing and communication methods have arisen. Customer attitudes and 

various target groups have been distinguished by mean of the factor and cluster 

analyses. Based on these factors and clusters, three different communication 

messages have been formed. 

First, a cluster was identified showing a heightened importance for flexibility. 

To convince this type of person to subscribe, the marketing should be primarily 

focused on the convenience of borrowing sports equipment. In particular, the ease 

of an online reservation system and the comfort of being able to exchange 

whenever you chose should be played out. 

The second cluster is mainly interested in the sustainable aspect of the 

subscription. The convincing message for these people is about the circularity of 

sports gear and how a subscription model can positively impact the planet. 
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Numbers on emission reductions and other sustainable initiatives can boost 

interest as well. 

The third and final cluster of respondents indicated that their motivation stems 

from having access to the latest and premium models. By focusing on the types 

of products, and the quality of products customers can use, this group can be 

addressed. For example, road bikes have gained massively in popularity during 

the pandemic. However, these bikes are usually quite pricy to purchase, and have 

many different levels of quality. Including this type of product in the advertising 

could help convince a large group of the subscription offering.  

The three messages could be communicated both above and below the line to 

create as much awareness as possible.  

Above the line marketing focusses on targeting the masses, to create general 

awareness. To target a wide group of people it is recommended to make use of 

radio and/or television ads. Fun repetitive spots can quickly stick in the memory 

of consumers and help make people familiar with the subscription concept. 

Television ads allow for visual representation, in which Decathlon could potentially 

demonstrate the wide range of products included in the offering (Shukla, 2010). 

The various stores also play an important role in the clear communication of the 

project to existing customers. The stores, and in extension the parking lots, can 

be fitting with adequate visual advertising, like banners or activities, that help 

explain the concept. Decathlon could go all out with an in-store campaign that is 

built on testing out or using the products in store. A large athletics track, or arena 

can be installed around the parking lot or in the store and can serve as a gaming 

or record-breaking space. Customers will get the opportunity to test out various 

projects like bikes, rollerblades, skateboards and more, and will be challenged to 

break records of the previous participants. A scoreboard can keep track of the 

winners in each division, which will receive a month free subscription trial as a 

prize. This campaign promotes the shared usage concept, whilst organizing a fun 

and sportive activity for clients.  

Below the line marketing is focused on fostering direct relationships with 

potential customers (Shukla, 2010). Here it could be beneficial to target the right 
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people with the right message as found in the clusters. The Decathlon mailing list 

provides good channel to target potential customers and is already used 

frequently. Another great method for below the line marketing could be the use 

of social media like Instagram, Facebook and TikTok. Partnering up with 

influencers in the sector can also help pull potential customers over the line. 

For general marketing purposes, Decathlon is advised to create a common 

theme or unified story for the various projects it has launched. These days, 

customers have the option to buy secondhand products, Eco-Design label 

equipment and rent short-term (Decathlon, 2021a). However, these initiatives are 

not always clearly communicated in store, and many customers are unaware of 

these offerings. By adding the subscription model in the mix Decathlon might risk 

losing even more clarity. Therefore, it is recommended to find one common story 

for the various projects. Perhaps there could be an overarching name, with sub 

names per project. For example, it could be interesting to use the current name 

‘We Play Circular’ to address the main story. Individual sub names could then be 

‘Pick&Play’ for the subscription model as subscriber get to ‘pick’ the products they 

want to use when they want them. ‘Pass&Play’ could be the name of the short-

term rental service. When customers are done with their rental products they are 

‘passed’ on to the next user. Finally, ‘Patch&Play’ could be used for secondhand 

retail, that have been ‘patched’ up by Decathlon and are ready for a new home. 

 

5.2.3. Further research 

Following the research completed in this study, there are some additional 

analyses and studies that are recommended to perform in both the short as well 

as long-term.  

As the majority of the survey respondents came from the Decathlon mailing 

list, it could be interesting to test the interest levels of non-Decathlon clients. 

Understanding the interest levels of non-clients could provide clarity on how to 

acquire new clients, and further specify marketing strategies. Non-clients can be 

targeted through partnerships with external brands and companies as well as 

through various online channels. 
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The second proposal, a feedback study, could prove useful once the subscription 

has been launched. The study would question whether all expectations have been 

met and to what extent, and whether there are still issues that need to be 

reviewed. This feedback study can be done by means of an online survey, or 

feedback space. Distinct and frequently recurring feedback can be further 

questioned in person if necessary.  

A third proposal is to repeat the research done in this paper in several years. 

In a couple of years Decathlon will have acquired a good customer base for the 

project, and the customer portfolio will have grown and diversified. Besides the 

actual subscribers, the project might also be more well known by others. It could 

be beneficial to redo the factor and cluster analysis to reassess attitudes and 

target groups. They can see whether attitudes have changed or if target groups 

have grown or shrunk. A Van Westendorp analysis could reassess agreeable 

pricing ranges and willingness to pay that might have changed over time (Ceylana 

et al., 2014; Lipovetsky, 2006; Sadwick, 2020).  

Next, though Decathlon wouldn’t currently have any competitors, they need to 

keep a stretched eye on emerging competition. Once others have entered the 

market it will be vital that Decathlon keeps a strong frontrunner position and is 

capable of differentiating themselves. A competitor analysis, in the form of a 

Porter’s five forces model, could be beneficial as it provides a good picture of the 

current industry, and how everyone relates to each other with their own unique 

selling proposition (Grundy, 2006). 

Finally, as this project is intrinsically focused on sustainability, it would be 

beneficial for Decathlon to research the total CO2 emission reduction the project 

has and will continue to achieve. These results will help assess the impact of the 

project, and if significant, can be used in the marketing and communication of the 

project. 
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6. Conclusion 

In this paper target groups and demographics of potential customers have been 

identified as well as an adequate pricing strategy. The obtained results can help 

Decathlon finalize the service design and launch the project, as planned, at the 

end of 2022. 

The completed research has indicated that there are groups of consumers 

interested and willing to pay for a Decathlon subscription. Families with two or 

more young children show the highest interest to subscribe. Other groups, without 

children, are interested when they have high sports frequencies and perform 

multiple sports. Three target groups based on mutual attitudes have been 

distinguished and can help Decathlon in building a go-to-market strategy tailored 

to the right audience. The target groups showed preferences for convenience and 

flexibility, sustainability, or quality experiences.  

Features that are detrimental to the functioning of the subscription offering 

include an online reservation system and inventory and the flexibility to change 

products and try new activities whenever. Extra services and the availability of 

premium products and the latest models are also significant features that can be 

taken into account. The importance of these features is dependent on the 

identified clusters of participants. 

Overall, potential customers showed a preference to opt for the small 

subscription. The medium subscription was chosen less frequently and the large 

only rarely. This can be attributed to the fact that the subscription model is still 

new and unknown to many, and that people aren’t willing to spend larger sums. 

Over time, when people become more familiar with the offering, the package size 

dynamics might shift. 

The pricing and content of the three subscription sizes have been identified. For 

the small package a monthly price of €25 for a budget of €500 is recommended. 

The medium package should be priced at €45 for a budget of €1000. And finally, 

the large package can be priced at €90 for a budget of €2000. Decathlon is also 

recommended to include optional supplementary services for the delivery and 

cleaning of the products. 
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Appendices 

Appendix A: Demographic surveys 
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Appendix B: Interviewees profile 

 

Interviewee 1 • Female 

• 31-45 years old 

• Married 

• Two children (12y and 14y) 

• West-Flanders 

• Dance, yoga, fitness and spinning 

Interviewee 2 • Female 

• 21-30 years old 

• Married 

• No children 

• West-Flanders 

• Running 

Interviewee 3 • Female 

• 31-45 years old 

• Partner 

• No children 

• Namen 

• Hiking, biking, soccer, and dance 

Interviewee 4 • Male 

• 31-45 years old 

• Single 

• One child (13y) 

• Namen 

• Biking, running and basketball 

Interviewee 5 • Female 

• 21-30 years old 

• Married 

• One child (10y) 

• Namen 

• Swimming, walking and climbing 
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Interviewee 6 • Female 

• 31-45 years old 

• Domestic partnership 

• No children 

• West-Flanders 

• Fitness, skateboarding, snowboarding and tennis 

Interviewee 7 • Female 

• 31-45 years old 

• Married 

• Two kids (3y and 6y) 

• West-Flanders 

• Running and biking 

Interviewee 8 • Female 

• 21–30 years old 

• Domestic partnership 

• No children 

• Namen 

• No sports 
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Appendix C: Demographic results 
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Appendix D: Correlation Matrix 

 

 

Appendix E: Factor analysis variance table 
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