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Convenience sampling was employed, and a total of 235 valid questionnaires were

collected. Data analysis was performed using the Friedman ranking test and Chi-

square. The findings from the Friedman test revealed a significant difference @ : :p_ss@
among the wvarious customer segmentation components. Specifically, the _.,,_.2' e
“entertainment” component had the highest mean and rank, while the “hesitation” LB "'3. oy
component had the lowest. Results from the Chi-square test also indicated that yiz Ly X #*?-?:
customer segmentation significantly varied based on demographic characteristics P_,I-&:L ..‘?.-'r 2
such as gender, education level, and income. Overall, the study concludes that "Tﬁ*’ﬂ;‘%ﬁ
domestic sports shoe manufacturers have not yet reached an optimal level in terms @ TR T

of product quality, variety, and customer satisfaction. Therefore, it is recommended

that producers design and offer their products based on the demographic and

psychological traits of different customer segments. The development of e- f| Keywords: )
commerce in this sector can provide a suitable platform for enhancing customer f Customer segmentation, Sports
experience and improving the competitiveness of domestic products. | SbZ?]Z?/,icl)Er-clor?nmerce’ Purchase

How to Cite This Article:
Alabid, A., Keshtidar, M., Mirzazadeh, Z. S. and Azimzadeh, S. M. (2026). Customer Segmentation and E-Commerce

Strategies in Iran’s Domestic Sports Shoe Market. Journal of Sport Management Knowledge, 3(2), 53- 62.
https://doi.org/10.22034/jsmk.2025.65437.1081

* Corresponding author: aliguevara223311@gmail.com

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://jsmk.tabrizu.ac.ir/
https://doi.org/10.22034/jsmk.2025.65437.1081
https://creativecommons.org/licenses/by-nc/4.0
mailto:aliguevara223311@gmail.com
file:///C:/Users/noian-tech/Downloads/0009-0009-1909-5998
file:///C:/Users/noian-tech/Downloads/0000-0002-1705-4940
file:///C:/Users/noian-tech/Downloads/0000-0003-4321-5151
file:///C:/Users/noian-tech/Downloads/0000-0002-4230-2977

Biannual Journal of Sport Management Knowledge, Volume 3, Issue 2, autumn 2025 and winter 2026 54 [

EXTENDED ABSTRACT

INTRODUCTION

In recent decades, dramatic shifts in consumer behavior and the rapid development of digital infrastructure have
transformed traditional market structures, leading to increasingly competitive conditions in the field of online sales.
In such a context, having a scientific and precise understanding of customers is essential for sellers seeking success in
electronic commerce. On the other hand, the sports shoe industry-one of the most dynamic and growing markets in
Iran-especially in the context of online sales, requires targeted marketing strategies grounded in the analysis of
customer segments. Therefore, the present study was designed and conducted to examine customer segmentation and
the current status of e-commerce among sellers in the domestic sports shoe market.

METHODOLOGY

This research is applied in terms of purpose and descriptive-survey in terms of method. The statistical population
includes sports shoe sellers and customers with a history of online purchases in Mashhad city. A convenience sampling
method was employed, resulting in the collection of 235 valid and completed questionnaires. The data collection tool
was a researcher-made questionnaire consisting of 9 key customer segmentation components: entertainment, product
quality, brand preference, fashion orientation, price sensitivity, shopping excitement, social approval, symbolic
consumption, and purchase hesitation. The face validity of the questionnaire was confirmed through expert judgment,
and its reliability was verified using Cronbach’s alpha coefficient.

RESULTS
To analyze the data, Friedman’s test was used to rank customer segmentation components, and Chi-square was used
to assess differences across demographic groups. The Friedman test results indicated a significant difference among
the segmentation components (p<0.05). The “entertainment” component ranked first with the highest mean score of
5.91, suggesting it had the greatest influence on customer behavior. In contrast, the “purchase hesitation” component
ranked lowest with a mean of 3.49. These findings highlight that many customers perceive purchasing sports shoes
not merely as a functional necessity but also as an enjoyable and entertaining experience.
Moreover, Chi-square results revealed significant differences in customer segmentation patterns based on
demographic variables such as gender, education level, and income. For instance, males were less brand-conscious
than females but more influenced by shopping excitement. Higher-educated respondents placed greater emphasis on
product quality and brand authenticity, while lower-income groups were more sensitive to price and exhibited greater
hesitation in purchasing.

Table 1. Differences Between Components of Customer Segmentation and E-Commerce

Significance df Chi-square Variable
0.003 ** 8 15.385 Customer Segmentation
0.021 * 3 10.710 E-Commerce

In terms of e-commerce, the findings showed that many sports shoe sellers have not fully utilized the potential of
digital platforms. While social media-particularly Instagram-is widely used for product promotion, many sellers lack
official websites, secure payment systems, professional order management, and online after-sales services. These
shortcomings undermine consumer trust in domestic brands, especially when digital customer experience is compared
to international competitors.

DISCUSSION AND CONCLUSION

In general, the results suggest that the domestic sports shoe market has yet to reach its optimal state. Despite a relative
willingness among customers to support domestic products, several challenges—including lack of variety in design,
low product quality, inappropriate pricing, and weak digital engagement—limit the competitiveness of local
producers. Conversely, the findings underscore that customer segmentation is a vital tool for designing effective
marketing strategies. Sellers should offer tailored value propositions to different customer segments. For example,
customers motivated by entertainment and excitement. respond better to interactive campaigns, gamified shopping
experiences, and creative advertising. Meanwhile, hesitant or price-sensitive customers can be engaged through
money-back guarantees, targeted discounts, and informative content about product quality and materials. Additionally,
it is recommended that sports shoe sellers employ data analytics tools and personalized content strategies in their
online stores. Developing smart recommendation systems based on past purchasing behavior, using tailored email
marketing, and applying key performance indicators (KPIs) in customer experience management can significantly
enhance customer retention and brand loyalty. From a policy perspective, institutions related to the footwear industry
should provide technological and educational support to producers and sellers, especially in digital marketing, user
experience design, online payment security, and digital branding. In conclusion, while the findings of this study are
robust, it also has limitations common to most field research. The use of convenience sampling limited to Mashhad
may affect the generalizability of the results. Future research is encouraged in other cities and with mixed-methods
approaches (quantitative-qualitative) to gain deeper insights into the motivations and preferences of sports shoe
customers in the e-commerce environment.
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