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[bookmark: _Toc164453494]INTRODUCTION

The introduction to this work begins with the formulation of the main research questions, which are designed to clearly define the goals and objectives of the work. The main question posed to the study is: what are the main motivational and behavioral factors that influence the choice of equipment for extreme water sports? Are the motivational factors for entering extreme sports sufficient to describe consumer behavior? Additional questions include: what trends exist in the market for this equipment and how do they affect consumer behavior? What strategies can manufacturers and retailers use to meet the changing needs of their target audience? Thus, the purpose of this study is to gain a deeper understanding of how consumer expectations and preferences shape the market for sports equipment for extreme water sports and which strategies can be most effective in the face of rapidly changing trends. In the modern world, extreme sports, especially those related to the aquatic environment, are attracting more and more attention from both professionals and amateurs. The study of consumer behavior in the segment of equipment for extreme water sports is becoming relevant in the light of growing demand and the need to understand the preferences and needs of the target audience.
The rationale for this study is that, despite the growing popularity of extreme water sports, there is a significant gap in knowledge about the consumer behavior of participants in these sports. Most of the existing research focuses on the general aspects of sports goods consumption or on the psychology of extreme sports without delving into the specific aspects of choosing specialized equipment. This study aims to fill this gap by providing data on key factors influencing equipment selection, which in turn can help manufacturers and sellers better customize their marketing strategies and product range.
In addition, there is a rapid development of technologies in the production of sports equipment, which also requires constant analysis of current trends and consumer preferences. Studying these dynamics will allow not only to scientifically describe the current state of the extreme water sports market, but also to predict its development in the foreseeable future, which is of great practical importance for all market participants.
While consumer behavior is a well-established field in general marketing, its application to the sports sector and, more specifically, to extreme water sports equipment, represents a more recent area of focus.
The relevance of this study is due to the rapid growth in the popularity of extreme water sports such as surfing, diving, windsurfing and kitesurfing. The variety of equipment and accessories required for these sports requires a deep analysis of consumer preferences and expectations.
The purpose of this study is to analyze consumer behavior in the segment of equipment for extreme water sports, identify key factors influencing the choice of equipment, and identify trends and prospects for market development.
To achieve this goal, the following tasks were defined:
1. To study the theoretical foundations of consumer behavior in the context of sports equipment.
2. To analyze the market of equipment for extreme water sports.
3. Identify the key factors influencing consumer choice.
4. Conduct a survey among divers and other representatives of the target audience.
5. To formulate conclusions and recommendations for manufacturers and sellers of sports equipment.
The object of the study is consumers of equipment for extreme water sports. The subject of the study is the consumer behavior of these consumers, their preferences and equipment selection factors.
The research has both theoretical and practical significance. From a theoretical point of view, it contributes to the expansion of knowledge about the specifics of consumer behavior in the segment of extreme sports equipment. From a practical point of view, the research results can be used by manufacturers and sellers to form a product range, develop marketing strategies and improve the quality of customer service.
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[bookmark: _Toc164453496]1.1. Review of the literature on consumer behavior in the sports sector
This final qualifying work is devoted to the study of some important aspects of marketing, namely, the development of a methodology for researching consumer behavior in the service sector. In other words, the study of the behavior of one of the main participants in the market of goods and services.
Consumer behavior is a well-established domain within the broader context of economics and psychology, tracing its formal study back to the early 20th century. The interest in understanding how consumers make decisions predates even the most seminal works in this field, with roots in classical economic theories of demand and the psychological underpinnings of choice. It gained prominence with the rise of marketing as a distinct discipline in the post-war era, particularly through the contributions of scholars such as John Howard and Jagdish Sheth with their theory of buyer behavior in the 1960s.
In addressing the specific application of consumer behavior to the sports equipment sector, it is essential to recognize that while the general field is long-established, the focus on sports—and particularly extreme water sports equipment—reflects more contemporary developments. This niche has burgeoned in recent decades due to a rising interest in extreme sports, driven by changing lifestyle trends and the increasing accessibility of such activities. Therefore, while consumer behavior as a whole is far from a nascent field, its application to this segment can be viewed as a relatively modern focus area.
This differentiation is critical as it highlights the dynamic nature of consumer behavior research, which evolves with societal trends and technological advancements. The proliferation of extreme sports and their corresponding equipment needs has opened new avenues for research, exploring how motivations, risk perceptions, and identity influence equipment choices. Such studies are indispensable for developing targeted marketing strategies that align with the unique characteristics of extreme sports enthusiasts.
The economic viability of any company is determined by consumers through their purchasing decisions. It is known that marketing involves making an enterprise profit due to the ability to anticipate and meet the needs of customers, that is, the consumer should be the focus of any economic firm's activities. Consumer behavior is included in the economic behavior of people, which, in turn, is a form of manifestation of human behavior in general. Regardless of the level of education, age, gender, profession, income, social affiliation, lifestyle, etc. D., buyers have needs according to their interests and goals. Therefore, the concept of marketing requires managers to look at their company, their products and their services through the prism of the consumer, taking into account his needs and aspirations. Consumer behavior is dynamic. This is because there are very few absolute rules of human behavior, so new ideas or approaches are constantly being adapted. The exchange between the seller and the buyer, who satisfy each other's interests, is the basis for the development of the science of consumer behavior. This work is devoted to this issue[footnoteRef:1].  [1:    Kahle, LR, Beatty, SE, and Homer,. (1986). Alternative Approaches to Measurement Consumer Values: Value List (LOV) and Values and Lifestyle (VALS). Journal of Consumer Research, 13(3), 405-409.] 

The concept of "consumer behavior" is a scientific abstraction. From this point of view, the study of human behavior is relevant in the development of an effective marketing policy of the company. The beginning of the XXI century in the development of the world economy is characterized by a tendency to increase the share of the services market, as well as an increase in the importance of this area in human life. This fact is evidenced by statistics - more than half of the GDP of developed countries and about 30% of world trade are services[footnoteRef:2]. [2:  Sofina T. N. The service sector: transformation in a market economy. -St. Petersburg: Spbguef Publishing House, 1999. -129 p.] 

It is appropriate to recall the point of view of the German sociologist Gerhard Scherhorn in his work “Sociologie des Konsum”, which analyzes the relationship between consumer behavior and their standard of living, which he expresses in the form of six basic axioms. For a more detailed analysis, let's look at each of them separately[footnoteRef:3]: [3:    Rajotto, F., Scarpi, D., & Mason, M. S. (2019). Faster! More! Best! Drivers advanced training among participants in extreme sports competitions. Journal of Business Research, 102, 1-11. https://air.uniud.it/retrieve/e27ce0c9-8452-055e-e053-6605fe0a7873/post-print%20version.pdf] 

1. The axiom of preferences - emphasizes the fact that any consumer is obliged to prioritize his numerous needs, since their importance is not the same, and the available resources are always less than they are. But the hierarchy is changing because satisfaction of needs leads to the emergence of others, and consumer behavior is constantly subject to a process of learning and adaptation to the economic and social environment. Always in transformation;
2. The axiom of commitment - shows that the lifestyle imposes a certain behavior on the consumer, which should be as real as possible;
3. The axiom of integration expresses the social side of consumer behavior, which does not concern the representation of individual individuals, but consumption standards as a result of the integration of individuals into groups, especially into a family in which each individual plays a certain role;
4. The axiom of the level of aspiration -explains the constant change in the level of consumption of the family in connection with its aspirations, which are dynamic and often irreversible;
5. The axiom of behavioral plasticity reflects the flexibility of the system of needs, as well as the means of satisfying them, since society not only "invents" needs, but also new specific ways to meet old needs;
6. The axiom "norm" defines the important role of the value system and norms of the group of affiliation and references to the standard of consumption, expressing the individual's belonging to a culture or subculture that imposes certain norms.
Studying these axioms allows managers to better understand the diversity of consumer behavior, which often has different views and solutions in the same conditions.
Based on the analysis of consumer purchasing behavior, manufacturers and traders will have to take into account:
- the consumer's reaction to the company's marketing strategy, which affects its success in the market;
- the marketing complex of the company, which should satisfy consumers;
- the ability to anticipate how consumers will react to the company's strategies;
- the high cost of this research, the complexity of its implementation and the risk of obtaining incorrect information.
Evaluating the quality of services is a difficult task, due to the following reasons (Figure 1.1.).

[image: ]

Figure 1.1 – Problems of service quality assessment[footnoteRef:4] [4:  Stanciu  S.Bazele  generale  ale  marketingului.EdituraUniversitatiiBucuresti, 1999-343 с.[Электронный ресурс] URL:http://ebooks.unibuc.ro/StiinteADM/sica/5.htm(дата   обращения 05.05.2019)] 


Consumer behavior has been determined by a variety of authors from different countries and different fields of activity. Analyzing the opinion of some foreign and domestic experts, consumer behavior can be defined as a set of actions taken by a consumer of goods and services in the process of their selection and purchase, which, in turn, are influenced by various economic, social, and psychological factors.
The key factor for the success of service companies is considered to be the high quality of services provided. The consumption of services differs in its specific features from the consumption of goods, such as: impalpability, non-preservation, inseparability from the object, lack of ownership.
The Theory of Planned Behavior (TPB) is a widely used model in the study of consumer behavior. It is based on the assumption that a person's intentions influence their behavior. According to TPB, individuals form intentions to carry out certain actions based on three main factors: their attitude to this action, social influence and their ability to control this action.
The first aspect, attitude, concerns how a person evaluates a given action. This may include his beliefs about the consequences of this action, as well as an assessment of how consistent it is with his own values and goals. For example, if a consumer believes that extreme water sports can bring pleasure and adrenaline, this may positively affect their intention to engage in this sport.
The second aspect, social influence, reflects the influence of others on an individual's decision. This may include opinions and support from friends, family, or public opinion. If sports are recognized and encouraged in the consumer's social environment, this may strengthen their intention to engage in extreme water sports.
The third aspect, the ability to control an action, refers to an individual's confidence in their ability to carry out this action. For example, if a person believes that they have the necessary skills and access to the necessary equipment for extreme water sports, this strengthens their intention to perform this action.
In the context of research on the choice of equipment for extreme water sports, the theory of planned behavior can influence the choice of questions and the methodology of the study. For example, it can help researchers determine which aspects of attitudes to sports, social influence, and the ability to control their behavior are most relevant to consumers in the context of equipment selection. This can help to focus on specific aspects of consumer behavior and needs when formulating questions and developing research methodology.
One of the most important aspects of studying consumer behavior is making a consumer decision.
This process has been considered by various authors, starting with the classical works of F. Kotler, ending with his modern followers. In the specialized literature, three stages of simple consumer decision-making are distinguished, presented in Figure 1.4. At the first stage, the effect of marketing incentives affects the buyer's consciousness "black box". At the second stage, the perception and assimilation of the received information takes place.
After that, on the third stage, his response to this stimulus is formed. As a result, external factors are transformed in the mind in such a way as to activate the process of motivating the consumer.

[image: ]

Figure 1.2 – The consumer's decision-making process

There are several models of consumer decision-making in the specialized literature. Each of them combines cognitive, affective and behavioral stages. According to the concept of perceived risk, R. Bauer, when buying a certain product, the consumer perceives and evaluates various characteristics of this product: price, quality, durability, including the degree of risk that the buyer is taking by purchasing this product.
During the receipt and processing of information about a particular product, the motivation of consumer behavior may change. This is due to two reasons: the relationship between motivation and consumer behavior, the confrontation and subordination of consumer motives to each other[footnoteRef:5].  [5:  Consumer purchasing behavior [Electronic resource] URL: http://portal.tpu.ru:7777/SHARED/m/MARKET/Uch_material/Tab1/Consumer_behaviour_of_consumers.pdf (accessed 05.03.2024)] 

The need arises as a discrepancy between the real state of the subject and his desired state. When a consumer expresses a desire, it implies a whole range of needs -social, symbolic, psychological, cognitive. Identifying true needs and desires is one of the main tasks of marketing specialists[footnoteRef:6]. [6:  Goals, objectives and methods of studying consumer behavior [Electronic resource] URL: https://studopedia.su/11_117293_tseli-zadachi-i-metodi-izucheniya-povedeniya-potrebitelya.html (accessed 03/05/2024)] 

Cultural factors. This type of factor has a significant impact on consumer behavior. Cultural factors include several concepts such as: culture, subculture, and class affiliation.
Marketers try to follow the current trends of cultural change in order to develop new products and services that the emerging market is able to evaluate. The modern consumer shows an increased interest in a healthy lifestyle, sports and proper nutrition. This trend has led to the appearance of gyms, swimming pools and SPA salons in many hotels and hotels. At the same time, those hotels that do not have enough financial resources for these purchases have begun to sign contracts with local sports clubs so that they allow their clients to train in their gyms.
The tendency of modern consumers towards healthier food has led to the addition of dietary and vegetarian dishes to restaurant menus. However, a significant number of consumers consume sugary foods containing high amounts of fat and carbohydrates. For companies with branches in many countries, it is much more difficult to understand their customers. Even if consumers living in different countries do not differ radically in their life values and attitudes, their behavior during the purchase can be strikingly different. As an international marketing specialist, you need to be aware of these differences.
Economic factors are defined in a separate group, as they can have a greater impact on the behavior of the buyer, but they belong to the factors of the macro environment. These factors include the cost of the product, government financing, remuneration of the buyer and/or his family members from all sources, as well as the possibility of obtaining a bank loan, the country's tax system, the state of the labor market, and others.
Sociological factors influencing consumer behavior are represented by such factors as public opinion, morality, partnership, communication, and conflicts. Sociological factors that can influence consumer behavior are represented by factors such as conflict, communication, morality, public opinion and partnership.
Consumer behavior is significantly influenced by the media environment. According to the strength of the impact, the Internet, television, radio, newspapers and magazines, mailing lists, outdoor advertising should be highlighted.
Social groups are relatively stable aggregates of people who have similar values, interests and norms of behavior that develop within a certain society. There are large, medium and small social groups. Members of small groups, namely: relatives and family, acquaintances and friends, micro-labor collective and staff of the enterprise, are able to have a direct impact on purchasing behavior.
Reference groups are those groups that influence an individual's position and behavior and with which he directly or indirectly compares his actions. People may be influenced by the so-called reference groups, to which they do not belong, but would like to belong. For example, a student who dreams of becoming a member of the board of Toyota Corporation may identify himself with this group of people, although he is not a member of it[footnoteRef:7]. [7:  Odintsovo A.A., Odintsovo O.V. Consumer behavior management: A textbook. M.: IIC MGUDT, 2012. -150 p.] 

When doing marketing, it is necessary to have an idea of the reference groups of market participants that the company plans to conquer. These groups have a significant impact on consumers. In the specialized literature, the influence of reference groups is defined as follows (Figure 1.3):

[image: ]

Figure 1.3 – The influence of reference groups on consumer behavior[footnoteRef:8] [8:  Kotler F. Fundamentals of marketing.  A short course.  Translated from English: Publishing house "Williams", 2007. -656 p.] 


Family. Family members can have the most significant influence on each other's buying behavior. The family is still the most important purchasing organization in society. Researchers identify special aspects of the role of husband, wife and children in the purchase of various goods and services. Personal factors. The buyer's behavior is also influenced by his personal characteristics, such as:
· age;
· stage of life;
· Occupation;
· Lifestyle;
· life credo and self- esteem.
People's interest in a certain range of goods and services changes with age. For example, in the first years of a child's life, his diet is very limited, as he grows and matures, the range of nutrition expands, gradually including most foods consumed by humans, and in old age, a period of restrictions on special diets begins for most people. When creating advertising content, it should be borne in mind that representatives of different social classes usually prefer different media. Their speech may have vocabulary characteristic only for this social class, means of linguistic expression, and phrase structure.
The lifestyle implies stereotypes of a person's life behavior, expressed in her interests, beliefs, and actions. Research firms have developed classifiers of life styles, within which special studies are conducted. Marketers are developing special programs that are aimed at groups whose representatives adhere to a certain lifestyle[footnoteRef:9]. [9:  Pogudaeva M.Yu., Semenova-Slabkovich Ya.A. Features of consumer behavior in the information economy // Economic Journal. 2012. No4 (28). pp. 96-104.] 

Personality type is characterized by such traits as adaptability, confidence, independence, sociality, aggressiveness, inertia and others. So, for example, coffee producers, conducting marketing research, found that highly social personalities, that is, extroverts, predominate among active coffee consumers.
When defining professional groups, the social status of the consumer should be taken into account:
 the head has several subordinates;
 executor – may have several employees subordinate to him, in turn, executes the orders of the head;
 An independent employee is a self–employed employee.
The buyer's occupation has a noticeable effect on purchasing behavior. It is important for specialists to identify professional groups that are interested in purchasing certain goods and services, and companies focus on the production of goods for them.
Psychological factors. Consumer choice is also influenced by five main psychological determinants: motivation, perception, assimilation, conviction, attitude.
Psychological factors have a constant impact on the behavior of consumers of any product. They originate in the motivation of the buyer and reach the process of assimilation or subconscious memorization of the product or brand. All of them represent an interconnected set of factors and motives that are involved in the process of making a consumer purchase decision. This group of factors plays a significant role for each person as a consumer of goods and services. Their influence is quite strong, but their research is associated with some difficulties. Their peculiarity is that they reflect the individual qualities and ways of responding to each customer for a particular product or service. 
If we talk about social factors, then among them we can distinguish: reference groups, reference groups, family. A relatively new term is considered to be reference groups, which represent a group of individuals that the consumer wants to emulate. In order to be able to relate oneself to a certain social group and be respected and recognized, which leads a person to self-realization and increase the self-worth of the individual, the needs of the employee must have a direct relationship with other needs of the individual and affect the physical survival of the individual. The presented needs can manifest themselves, starting from the lowest and ending with the highest need, they include: physiological, material, social, psychological, career and self-realization needs.
Among the factors of the macro environment, there are various political, legal, demographic, national, economic, scientific, technical and socio-cultural factors that have a significant impact on consumer behavior. Also, these factors can have different meanings at the stages of the decision-making process on the purchase of a product or service.
Based on the analysis of the current literature, the study of consumer behavior in the context of extreme sports, especially in the segment of specialized sports equipment, is of considerable interest. Reviewing papers such as articles published in Springer and SAGE Journals highlights several key aspects.
Firstly, the nature of consumption in extreme sports is characterized by increased attention to the quality and reliability of equipment, which is associated with high risks of practicing such sports. Research shows that consumers are eager to purchase equipment that not only improves their athletic performance, but also ensures maximum safety[footnoteRef:10]. [10:  Consumer behavior shifts and new experiences are broadening fan engagement [Electronic resource] URL: https://www.nielsen.com/insights/2022/consumer-behavior-shifts-and-new-experiences-are-broadening-fan-engagement/ (accessed 05.05.2024).] 

The second important aspect is the influence of social factors on purchasing decisions. Interaction in communities such as clubs and interest groups plays a significant role in shaping consumer preferences. Members of such communities often share their experiences and recommendations, which has a significant impact on the choice of certain brands and models of equipment[footnoteRef:11]. [11:  An Exploratory Study of Extreme Sport Athletes’ Nature Interactions: From Well-Being to Pro-environmental Behavior [Electronic resource] URL: https://www.frontiersin.org/articles/10.3389/fpsyg.2018.01974/full (accessed 05.05.2024).] 

The third aspect concerns innovations in the production of sports equipment. Technological development makes it possible to create more and more advanced models of equipment, which requires researchers to pay attention to changes in consumer preferences and adapt manufacturers' marketing strategies[footnoteRef:12]. [12:  Factors Influencing Energy Drink Consumption in Participants and Viewers of Extreme Sports [Electronic resource] URL: https://www.hindawi.com/journals/jobe/2021/9871265/ (accessed 05.05.2024).] 

Thus, based on these studies, the current work seeks to complement the existing body of knowledge with an analysis of specific motivational and behavioral factors that influence the choice of equipment for extreme water sports. It is important to note that, despite a significant amount of previous work, issues related to the specifics of this market segment have not yet received adequate coverage, which justifies the relevance of this study[footnoteRef:13]. [13:  How does sports e-commerce influence consumer behavior through short video live broadcast platforms? Attachment theory perspective [Electronic resource] URL: https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2023-0777/full/html (accessed 05.05.2024).] 

For a deeper study of the influence of this group of factors on consumer behavior, a separate study was conducted. In the course of the study, the main recommendations for marketing managers were formulated for a deeper assessment of the influence of psychological factors on consumer behavior. The results of the study-recommendations for a deeper assessment of the influence of psychological factors were structured and presented in Table 1.1.





Table 1.1 – Recommendations for a deeper assessment of the impact of psychological factors[footnoteRef:14] [14:    BA Theories (Business Administration & Management). "Consumer Behaviour: Theories and Concepts." https://www.batheories.com/consumer-behaviour/] 


	Factor
	Recommendations

	Motivation
	- Identification of true consumer stimuli

	
	- Study of buyer's needs at all levels (Maslow's pyramid)

	
	- Determination of hidden motives of the buyer using neuromarketing

	Perception
	- Use of "I-concepts" in product development

	
	- Use of hidden symbolism in product advertising

	
	- Use of appropriate colors and shades to attract customer attention

	
	- Influencing associative thinking of the consumer to remember information

	Attitude
	- Studying consumer attitudes towards a product through surveys, polls, focus groups

	
	- Assessment of the conformity of proposed goods with the consumer's formed attitude towards the product

	
	- Development of new products based on prevailing consumer beliefs

	Assimilation
	- Formation of consumer loyalty towards a product

	
	- Identification of true motivations of consumers that affect their decision-making process

	
	- Use of psychological techniques and approaches for better assimilation of the product

	
	- Application of neuromarketing tools



Thus, consumer behavior is determined by the influence of certain factors. Among them, the following are distinguished in the special literature: cultural, social, psychological, and personal. The first group of factors includes the culture and subculture of each society or country.
In the context of the study of consumer behavior in the field of extreme water sports, psychological categories of perception, such as perceived Control and Self-esteem, play an important role. These psychological aspects can significantly increase the attractiveness of new technologies embedded in sports equipment, as they affect consumers' attitude to the product and their willingness to accept innovations.
Perceived control describes the extent to which individuals believe they can influence the processes and outcomes that are important to them. In the context of extreme water sports, this may be related to how athletes feel in control of their safety and the results of their actions. 
Technologies that improve this aspect, such as improved security systems or improved ergonomics of equipment, can strengthen users' confidence in their ability to manage the situation, which makes the product more attractive.
Self-esteem, on the other hand, is related to a person's self-perception and self-esteem. Extreme sports often require a significant level of confidence and self-confidence to successfully perform complex maneuvers and tricks, equipment that promotes the improvement of these personal qualities through innovative design or functional features can increase athletes' self-esteem, making sports more attractive and exciting? products that can improve these psychological aspects can not only increase interest in the sport, but also contribute to wider acceptance and adaptation to new technologies. Integrating these factors into product development requires a deep understanding of how consumers perceive their capabilities and how these perceptions can be improved through technological innovation.
As part of the study of consumer behavior in the field of extreme water sports, it is extremely important to pay attention to psychological studies conducted by scientists such as Rajotto and Scarpi. These studies help to better understand how consumers perceive the safety and reliability of sports equipment, which in turn plays a key role in their purchasing decisions.
Rajotto's research highlights that perceived security can significantly influence a consumer's willingness to accept and use new technologies. If athletes feel that the equipment is capable of preventing injury or improving their results without risking their health, they are more likely to purchase and use it. It is important that product developers take this data into account by integrating advanced safety technologies into their products, which may include improved materials, innovative designs for impact protection and emergency support systems.
On the other hand, the Scarpi study shows that the reliability of equipment also affects customer satisfaction and brand loyalty. Elements such as durability and resistance to extreme conditions contribute to the formation of a perception of quality and confidence in the product. Consumers who are convinced of the reliability of their equipment feel more confident and free, enjoying sports without unnecessary fears.
These studies can form the basis for our work, helping to identify key aspects of consumer perception, as well as inconsistencies and possible contradictions in consumer preferences and expectations. Emphasizing the importance of psychological factors in choosing sports equipment will help highlight the novelty of the research and its importance for developing effective marketing and product promotion strategies in this industry.
Integrating the results of such research into the product development process can help manufacturers not only improve the physical characteristics of the product, but also effectively communicate their value to consumers, strengthening the perception of safety and reliability among the target audience. This approach will help to create a more attractive and competitive offer in the market, increasing user interest and satisfaction.
[bookmark: _Toc164453497]1.2. Motivational aspects of choosing equipment for extreme water sports
Motivation is the desire to satisfy a need. To solve this problem, the buyer purchases goods or orders services. There is no shopping without a motive, and even impulsive purchases have their own reasons that encourage a person to make them. 
In order to formulate proposals for clients correctly, you also need to be able to distinguish motives from instincts. Motives are an inner feeling caused by a need that develops into a desire to take possession of a thing. The thoughts, feelings, and emotions that a person experiences when choosing products appear gradually. Instincts are more characteristic of animals, because they are involuntary desires that cannot be controlled. The motive is the result of understanding the need that a person is guided by in order to perform actions[footnoteRef:15]. [15:  ResearchGate. "Are Sport Consumers Unique? Consumer Behavior Within Crowded Sport Markets." https://www.researchgate.net/publication/326140082_Are_Sport_Consumers_Unique_Consumer_Behavior_Within_Crowded_Sport_Markets] 

As part of the analysis of the perception of safety and reliability of technologies in extreme water sports, consideration of the role of risk appetite is of key importance. Research shows that participants in extreme sports often have a high level of risk perception, but this risk is perceived by them as controlled and bringing emotional benefits, which contributes to their psychological well-being and ability to cope with stress. At the same time, emotional experiences of nature and interaction with it can significantly increase the level of psychological stability of athletes, which makes the perception of extreme sports more attractive.
On the other hand, it is necessary to take into account those cases where risk-taking can worsen the perception of security. For example, in the context of professional athletes, a high level of risk sometimes leads to serious injury, which negatively affects the perception of the safety of equipment and technology. Consequently, equipment developers and competition organizers should pay increased attention to safety precautions and improving the injury reporting system, which in turn can increase confidence in technology and equipment.
Thus, a deep understanding of the psychological aspects of risk perception and safety makes it possible to create safer and more attractive sports equipment, taking into account both the psychological benefits of risk and potential health risks.
When making a purchase, a person is guided by two types of motives — emotional and rational. Let's take a closer look at them.
Emotional motives for buying a product.
Emotional purchases are obviously based on feelings. Logic is not used to make a decision and rationality is not taken into account, but only the need to get a charge of good mood at the expense of momentary positive emotions. Depending on their type, there are several subspecies of emotional motives.
Pride or prestige.
The desire to be better than others is a motive that is considered one of the most popular and is found more often than others. Many people want to have a higher social status, and try to achieve this by buying some kind of product or service. For example, buying a new iPhone has become synonymous with success in some circles.
Therefore, advertising campaigns are often reduced to ensuring that a person understands the uniqueness of the thing that is being offered to him. Advertising and sales are aimed at the exclusivity of the offer. Another example of purchases made with this motif is jewelry. There has long been an idea in society that wearing products made of expensive metals and stones raises a person's social status in the eyes of others.
People may seek to purchase goods and services that are associated with high social status and prosperity. Customers who are guided by this motive are willing to pay to stores that offer VIP service. A prestigious purchase will be a person's motivation.
Such reasons motivate people to turn to brands with famous names and awards. For example, it would be prestigious for someone to drink coffee in a restaurant at a five-star hotel.
At all times, someone else's opinion has been one of the most important arguments for choosing a product. And in the age of social media, this influence has become even greater. We monitor media personalities, their advertising, evaluate the appearance of stars, the things they use. 
You can imitate idols not only in clothes or in food, but also in lifestyle: go to the same places as your favorite blogger, buy groceries at the favorite store of a famous actor. Due to this, a person feels on the same wavelength as the person they are looking up to. 
For example, a customer saw a program about the apartment of a favorite singer who furnished his house with IKEA goods. A person likes how such an interior looks, he wants to look like an idol, and can repeat at least the interior after him — so he will go to IKEA and buy similar products for himself.
Many brands want to promote their products by attracting ambassadors — popular bloggers who use products of a certain brand and tell their fans and subscribers about it. The target audience wants to imitate idols and buys the same things. 
Attachment is something that connects a person and a thing on an emotional level. Due to attachment, customers cannot imagine their future life without a specific product. 
Attachment can be felt not only for the product, but also for the situation or circumstances in which it was received. For example, a mother gave her daughter a watch for her birthday. This thing is not just a convenient accessory, but also an emotional connection with a loved one.
Living in comfortable conditions and using things that improve the standard of living is a normal desire of an ordinary person. Therefore, many people make purchases in order to make it just convenient. 
With this motive, they make the purchase of a refrigerator, orthopedic mattress, air conditioner. Such acquisitions are not always vital, but they significantly improve a person's standard of living. 
This motive is usually associated with a natural desire to please the opposite sex. Men and women want to be attractive, so they buy beautiful clothes, high-quality cosmetics, perfume, and a subscription to sports services. Such products contribute to the creation of an impressive appearance.
Everyone has a goal in life, maybe a small one, but ambitious. And for this reason, people buy things that will help achieve these goals. 
An example of buying for the sake of ambition is paying for tuition. If a person does not have the opportunity to receive full-time education, but he wants to become a professional in any business, then he switches to paid correspondence education or purchases online courses.
Being “different from everyone else" is the desire of many people. They want to somehow stand out from the crowd, to feel that they are important not as part of a team, but as an individual. Due to identity, individuality, not only in thinking, but also in appearance, a person feels self-confidence.
The desire to feel special motivates people to buy things that cannot be found from others. This includes the purchase of luxury brand products. For example, to get a bag from Hermes, you need to convince the leaders of this company that a person deserves to be a brand ambassador. 
Rest allows a person to relieve tension and relax. To do this, the consumer can buy various goods — both inexpensive and available in each store, as well as expensive ones. 
An example of purchases for leisure purposes may be a musical instrument, a game console, a tourist voucher, an excursion package, etc
This is not even a motive, but a primary need that people are guided by on a daily basis. However, they can be enhanced by proper advertising. And the desire to satisfy even non-critical hunger and thirst will encourage a person to buy the shown food, drinks, snacks and other food products.
A person simply cannot refuse to buy some goods, since for a certain period he has already become accustomed to consuming the product. A simple example of a motive might be buying cigarettes for a smoker. 
People choose stores that they have already studied. They know where to find the right products and who to consult. Buyers are willing to overpay for the product if it saves them from other difficulties, for example, searching for goods on a shelf, studying the quality of products or traveling to the other side of the city. 
Habits can be formed from an early age. For example, a person is used to his parents going to the market for fresh vegetables. Years later, he also buys vegetables and fruits exclusively at the market, because he is subconsciously confident in their quality.
Rational motives for buying a product are reasons that are based on logic. Buyers with such motives take into account the quality of the product, its reliability, efficiency and functionality, price-quality ratio, brand reputation, manufacturer, terms of sale, including guarantees, delivery and service. Let's look at several types of rational motives in a little more detail.
A sense of security is considered a primary need, almost the same as satisfying hunger. The safety motive may be related to:
protection of health — when choosing products, customers may pay attention to their safety and quality, as they want to avoid diseases, allergic reactions or other negative health consequences;
 Property protection — purchases provide protection of property (houses, cars, personal belongings). Such purchases include, for example, insurance, security systems, locks, motion sensors;
 Information protection — Modern consumers often buy products and services that protect their personal information (bank card data, personal data, medical records). An example of purchases can be encryption technologies and other security measures to avoid theft or leakage of personal information.
Saving is a rational motive for buying, which means that the consumer strives to purchase goods or services at the best price. Consumers with this motive can be more attentive to prices, look for discounts, promotions and sales, and compare prices from different brands and stores.
The main purpose of the motive is to save money, not to buy a quality product. Therefore, buyers can also choose cheaper alternatives. An example of a savings motive may be the purchase of a laptop, during which the consumer is not looking for the most powerful device, but one that meets his minimum needs. 
Companies can use the consumer motive of saving money to attract customers, bypassing competitors in price, thereby increasing sales. You can also offer customers discounts, free shipping or other relevant offers related to the cost of the product, which are broadcast through advertising.
The relatively low price of the product means that the consumer is looking for products with the best value in order to get the best value for money. Customers compare brands, store offers, and study promotions.
This motive may be important for those who seek to obtain the maximum possible benefit for the lowest price. An example of such a motive is the purchase of goods through marketplaces, where offers from competing sellers are collected.
Convenience is a motive that is associated with the consumer's desire to receive a product that meets the customer's needs and desires. When choosing, the customer can pay attention to such characteristics as ease of use, portability, functionality, convenience of storage, etc. 
An example of the convenience motive may be the consumer's desire to purchase a washing machine with a drying function, which will allow him not to waste time and effort on ironing. 
The durability motive is related to the consumer's desire to purchase a product that will last a long time and will not require replacement or repair. When choosing a product, taking into account such a motive, the consumer looks at the quality of materials, production technology, reliability, and warranty period. 
An example of a durability motif might be buying a genuine leather jacket instead of a leatherette alternative. The natural material will last longer without losing its attractiveness. 
Patronage refers to the support, allocation of privileges or financial assistance that one entity (organization or person) provides to another. Based on the patronage motive, the consumer buys goods or services from a certain brand, ignoring the offers and advertisements of other sellers. 
There are always reasons why a customer prefers one store. The motives of patronage can also be divided into emotional and rational ones — we will consider them below. 
Motives for patronage can also be based on emotions. But in the case of patronage, emotions are more an element of attachment rather than comparison. Attachment may arise due to visual (aesthetics, design of the institution) or human interactions, for example, customer service, the reputation of the company. As a result, the client remembers the emotions that he receives when visiting the institution and communicating with the company, and in order to repeat them, he again turns to the seller.
The motive of rational patronage when shopping is to make purchases at specific points that are selected based on analysis. For example, because they are conveniently located or offer favorable conditions. This helps to avoid unnecessary expenses. The consumer makes a choice consciously, guided by rational reasons — below we will consider several of them.
The consumer chooses a store because he likes its appearance — decoration, signage, interior design. Customers experience emotional satisfaction by visiting beautiful places. And the purchase becomes the final point to consolidate a good mood. Therefore, the customer is motivated to come to the store again.
Let's consider an example of such a motive. The consumer chooses where to purchase a gift certificate. A person will look for a store in the necessary niche, including taking into account how his gift cards look. A stylish and neat store with visually interesting offers will create a positive impression on both the giver and the recipient of the gift.
It matters to the customer how the products are placed on the shelves. In a good store, goods are easy to find, get, and prices do not need to be specified. The better the layout is done, the higher the probability that the customer will make a purchase and remember the store for the future. 
According to marketing research, there are areas where customer activity is low, and areas where people most often make impulsive purchases. This area is called the "golden triangle": usually it is the cash register, the entrance and the department of interest. It is on this site that the most goods are sold. The wider this area is and the longer the way to the checkout, the more likely it is that the customer will report something else to the cart. The same tricks include laying out prices (cheaper products are laid out at the bottom), as well as placing products of regular demand (for example, bread or toilet paper) away from the entrance.
Recommendations give the customer a greater sense of trust in the brand than advertising. When people receive recommendations from friends, colleagues, family, or just acquaintances they trust, they feel confident in the quality of the product or service. Recommendations and high-quality advertising from influential people on social networks or bloggers with a large audience are also important. 
An example of such a motive can be a purchase in a store that was opened by a famous blogger, or the purchase of a specific brand, for example, Sammy Beauty cosmetics from Oksana Samoilova.
It is convenient for the client to use the services of one company for a long period of time. For example, due to frequent purchases, the customer was offered a system of bonuses and discounts. He may be satisfied with the quality of the company's services, so he will not change it in order to reduce the price. Changing the seller for such a client means leaving the comfort zone, and not everyone is ready for it. 
For example, a person has a small grocery store in his yard where he can buy everything he needs. Even if prices go up, he has the motivation to constantly go to it and not look for alternatives — simply because it is convenient for him to turn into this store on his way from work.
This motive is based on price competition. Sellers lure customers away by offering lower prices for the same goods and services. If a person goes to the same store for different goods several times and notices that they cost less than other retail chains, he will most likely give preference to the first store in order to save his savings. In order for this motive to work effectively, good advertising is needed to not only retain a regular customer audience, but also attract new ones.
Such a motive allows you to win over an audience of consumers through the offer of various services, for example, additional bonuses to purchase. To make it clearer, let's look at the motive using the example of sushi delivery. 
One company offers free delivery in the city in the amount of 1,500 rubles, the other — from 1,000 rubles. If a person wants to have a sushi snack alone, then he does not need to order an extra portion for free delivery. This is the motivation of the services offered. If the quality of services is commensurate, then the consumer will give preference to the second company. For this motive, proper advertising and a well-formed sales offer are important, which will allow a person to evaluate the usefulness of the service.
A motive that matters in offline stores. For example, in a hardware store: a consumer came to the point of sale and asked for advice on a small refrigerator for a country house. If a specialist begins to list the technical requirements for each model without taking into account the client's situation or simply shrugs it off, then the person will rather go to another place where he will be given due attention.
The wider the range of products offered to the consumer, the more choice he has. That is, it is more likely that a person will make a purchase in this particular store. The consumer will choose a store because he knows that here he will definitely find what he needs.
But this principle of motivation does not always work. Sometimes, with a large selection of products, the buyer may get confused, since it will be difficult to analyze each product, all its pros and cons. It is important to find a balance between the offer and the convenience of customers.
At the heart of this motive is the desire of consumers to give preference to a company with a good reputation, which has established itself as a decent organization. 
For example, a customer wants to buy a car on the secondary market through an agency. He would rather choose a company that has been accompanying clients for several years and knows the intricacies of the market. If the client successfully purchases a car from such an agency once, then in the future he will choose it. Moreover, he can give his recommendations to friends by making an advertisement for a high-quality agency.
The choice of equipment for extreme water sports is often determined by a set of motivational factors that influence consumer behavior. One of the key aspects is the pursuit of thrills and adrenaline-fueled experiences, which are provided with the help of high-performance equipment. However, along with the desire to get the maximum excitement, consumers pay considerable attention to safety, choosing equipment that guarantees reliable protection in extreme conditions.
Technological innovations also play an important role in motivating customers. Modern materials and design that improve the functionality and comfort of the equipment attract the attention of enthusiasts of extreme water sports. In addition, social influence has a significant impact on the selection process, as recommendations from friends and reviews on social networks shape consumer preferences.
Environmental awareness is becoming an increasingly relevant factor as consumers increasingly pay attention to environmentally friendly materials and production processes. Finally, affordability remains an important criterion, as consumers strive to find equipment that offers the best value for money.
Together, these motivational aspects form an integrated approach to the selection of equipment for extreme water sports, taking into account both the desire for high sporting achievements and the need to ensure safety and comfort.
Thus, the motivation to purchase from customers can be influenced by various reasons — emotions, personal needs, preferences and expectations, as well as social, economic and cultural factors.
The motives for buying are divided into two categories — emotional and rational. Emotional motives include the desire to feel joy, happiness and other positive emotions from the purchase, the desire to belong to a certain group or social status, the desire for self-realization and satisfaction of one's ambitions. Emotional motives also include recommendations, a desire to imitate someone, or a simple habit. 
Rational motives include the desire to get the maximum benefit for your money, to find the best quality, the desire to save money, to find goods and services with a high level of safety and reliability. 
The motives for buying can be individual and depend on the personal characteristics of each consumer. But understanding customer motivation can play a key role in a company's marketing. Therefore, if specialists can better understand the needs and desires of their customers, they will be able to create more effective brand promotion strategies and offer products that their target audience will definitely notice.
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[bookmark: _Toc164453499]2.1. Current state and trends of the market development
The water sports equipment market in Russia is characterized by a number of features:
1. Import dependence. More than 75% of the market is made up of products from foreign manufacturers, which makes the market highly dependent on imports. The main supplier is China, which occupies more than 87% of the import market. The segment of low-priced goods (low-priced) occupies the largest share in imports, accounting for 66.9%.
2. Production. Domestic production of water sports equipment is limited, and the volume of imports exceeds domestic production by 2.3 times. Among the Russian manufacturers, such companies as CJSC ZISO, LLC FRISPORT and LLC ALPINA PLAST stand out.
3. Export. Russian exports of sports equipment, including water sports, are mainly focused on the CIS countries, in particular, Kazakhstan, which buys more than 52% of Russian products.
4. Market trends. The water sports equipment market in Russia demonstrates dynamic development, especially in the segment of low-price goods. There is a need to expand the range and improve the quality of domestic production.
5. Consumer preferences. Russian consumers tend to choose more affordable equipment options, which reflects the high share of the low-price segment in imports. However, there is also a demand for high-quality and technologically advanced equipment for professional athletes and enthusiasts.
In general, the water sports equipment market in Russia is characterized by a high degree of import dependence and limited domestic production, which creates the potential for the development of domestic production and expansion of the product range.
The market for extreme water sports equipment in the world is characterized by growth and development due to a number of key factors.
1. Market growth. The global water sports equipment market is expected to grow by USD 6.08 billion between 2022 and 2027 with a CAGR (average annual growth rate) of 4.43%. The water sports market as a whole is also showing significant growth, and its volume is expected to reach 59.24 billion US dollars by 2029.
2. Trends and engines of growth. The key drivers of growth are increased interest and participation in water sports, technological innovations in water sports equipment, as well as a growing consumer preference for fitness. In addition, the increase in the number of women participating in water sports also stimulates the growth of the market.
3. The main market segments. The water sports equipment market is segmented by product types (sports equipment, sportswear), sports (swimming, water aerobics, water polo) and distribution channels (offline, online). In particular, the sports equipment segment is the most significant and its further growth is expected.
4. Regional peculiarities. North America holds a leading position in the water sports market due to the growing adoption of a healthy lifestyle and an increase in the number of water sports enthusiasts.
5. The main players in the market. The largest companies operating in the water sports equipment market include Adidas AG, Nike Inc., Under Armour Inc., Aqualung Trading, Cressi Sub Spa, etc.
In general, the world's extreme water sports market continues to grow and develop, attracting more and more participants and investments.
The global water sports equipment market continues to grow due to a number of key trends. Firstly, there is an increase in interest and participation in water sports, including swimming, water polo, diving, surfing and others. This attracts new participants and contributes to the growth of demand for appropriate equipment. There is also an increase in the popularity of water sports among women, which also contributes to the growth of the market.
Technological innovations play an important role in the development of the market. Manufacturers offer equipment with improved features, such as lighter and more durable materials, as well as products with additional features to enhance user safety and comfort. This attracts consumers and stimulates demand for new products.
The development of online retail also contributes to the growth of the market. Consumers are increasingly purchasing water sports equipment over the Internet, which provides convenience and a wide range of products. Online platforms provide additional opportunities for manufacturers and sellers to expand their market and attract new customers.
In general, the global water sports equipment market is showing steady growth, based on increased interest in water sports, technological innovations and the development of online commerce.
[bookmark: _Toc164453500]2.2. Features of consumer behavior in the context of equipment selection
There are many factors that influence the formation of consumer behavior. Let's consider some of them[footnoteRef:16]: [16:  Vasiliev, V.A. Marketing research: textbook / V.A. Vasiliev. –M.: Yurayt, 2015. -560 p.] 

1. The imitation factor (fashion). 
2. The factor of demonstrative consumption (rarely applicable to the market under study, since it mainly refers to expensive luxury goods). 
3. The factor of urgency of consumption of goods (the need to purchase goods). 
4. The factor of rational consumption (utility – it is with this word that adherents of this type of consumer behavior want to associate their purchases. They weigh the rationality of the decision made, comparing the conformity of the quality of the product to its price, evaluate recommendations, and are interested in the goods and services of competitive firms in the industry). 
In order to build consumer behavior models common in the sporting goods market, it is necessary to compile a comparative description of the brands involved in the oligopoly in order to further identify the competitive advantages of each company, in accordance with Table 2.1.

Table 2.1 – Performance indicators of oligopolies (developed by the author)

	
	Nike
	Adidas
	Reebok
	Puma

	Brand Value
	$36.8 billion
	$11.2 billion
	$800 million
	$4 billion

	Year and Country of Origin
	1964, USA (58 years)
	1949, Germany (73 years)
	1958, UK (64 years)
	1948, Germany (74 years)

	Founder
	Phil Knight, Bill Bowerman
	Adolf Dassler
	Joseph William Foster, Jeff Foster
	Rudolf Dassler

	CEO
	Mark Parker
	Kasper Rorsted
	Matthew O'Toole
	Bjørn Gulden

	Most Famous Marketing Campaign or Slogan
	Just do it
	Impossible is nothing
	I am - What I am
	Everything changes - Puma remains

	Most Successful Model
	Nike Blazer
	Superstar
	Classic Leather
	Clyde Court Core

	Number of Followers in Social Networks (Instagram, YouTube, Twitter)
	203 million, 1.67 million, 8.1 million
	26 million, 932 thousand, 3.7 million
	3.8 million, 154 thousand, 722 thousand
	12 million, 515 thousand, 1.6 million



Thus, in the parameters that allow you to compare the profitability of brand positions, you can identify different leaders. In terms of brand value, it is Nike, which is more than 3 times more expensive than its pursuer, Adidas. If we take into account the time of the brand's existence, linking this with extensive experience in sales, production, advertising integrations, etc., then the absolute champions can be called Puma and Adidas, which have been pleasing fans around the world with high-quality, stylish and comfortable sports equipment for more than seven decades. Referring to the slogans of brands, assessing their popularity and fame, Nike becomes the absolute leader with its famous "Just do it". 
The phrase is not only one of the most recognizable in the world, but also helped the brand regain its position in the global market after the recession in the 1980s. It is also considered the most famous advertising campaign of the twentieth century. Assessing the popularity of the models produced, the undisputed first place is occupied by Adidas and its Superstar. In Russia, a pair of sneakers became especially popular in the last five years, when many stars gave their preference to these shoes. One of the most important success factors for a brand of the 21st century is the number of subscribers on social networks. 
The first place is taken by Nike, whose total number of followers is 120 million. Adidas is in second place with its 32 million. According to this parameter, the American brand surpassed the German one by 4 times. In order to form a picture of consumer behavior, a marketing study was conducted among students of St. Petersburg Polytechnic University on their personal preferences in the sportswear and footwear market. In total, more than 100 students were interviewed using distance learning technologies (Google forms). 
First, we will analyze the personal characteristics of the respondents by compiling sociological portraits of the interviewed students. Thus, girls predominate in the sexual division – 66.3%, boys – 33.7%. It is important to note that the number of respondents was 100 (101 for some questions), that is, each percentage expression is equal to the number of respondents. The majority of those surveyed are 1st–year university students (71%), 25% of respondents are 2nd-year bachelor's degree students, 1% are studying at the 2nd year of the master's degree and the 3rd year of the bachelor's degree at the university, 2% of respondents are graduates of 2023. In half of the cases, the material well–being of students is assessed as sufficient for decent living: "There is enough money for food, clothes, durable goods, but not for buying an apartment, a car" - 50.5%. A third – 32.7% answered: "There is enough money for food and clothes, but not for the purchase of durable goods." "There is enough money for food, but it is already difficult to buy clothes" – 9.9% of respondents are in a difficult situation. Only 5% of the student respondents can afford "absolutely everything", while 2% note that "there is not enough money even for food." 
In assessing the regularity of physical activity, the leading opinions were divided almost equally. 41.6% "periodically engage in physical activity (1-2 times a week)", 45.5% "regularly engage in dancing, fitness, Pilates, physical education and other types of physical activity (2-3 times a week)". 4% of students position themselves as "professional athletes". Almost 10% of the respondents do not lead a healthy lifestyle, admitting that they do not have physical activity at all – such 8.9%. The research work is based on the statement: "Adidas, Nike, Puma, Reebok are global giants in the sportswear and footwear market." 
Let's see if the students agree with this postulate. 73 people said "definitely yes", that is, the expression does not cause any objections from the respondents. "Rather yes than no" was the answer to the question given by 26 students, the opposite of "rather no than yes" was given by only 2 people. It can be assumed that a number of the companies represented contain, in the opinion of the doubters, an extra company or one of the world's giants is not represented. For example, New Balance can apply for this place. There are no people who completely disagree with the statement[footnoteRef:17].  [17:  Mikheeva, I.V. Marketing research: textbook / I.V. Mikheeva. – M.: Yurait, 2017. -448 p.] 

Based on the presented data, it can be paradoxically concluded that, despite the popularity, fame and prevalence of the Nike brand, students most often notice Adidas on the people around them, although almost 30% found it difficult to form a position on the issue, and 1% did not follow the trends in the distribution of goods of sports companies around. A large percentage of those who found it difficult to answer is also present in the final question of the study, which even more vividly reflects the presence of a high level of competition in the oligopoly between its leading companies – Nike and Adidas. Nevertheless, the first company most often appears as the leader among the analyzed brands. It should be noted here that there is some kind of "brand tradition" and for domestic consumers, the Adidas brand acts more "sporty" and "native", while Nike, especially recently, has been moving towards the premium of its brand products, respectively, which, in conditions of declining purchasing power of the population, is rather a negative factor when choosing.
However, due to the sanctions policy against the Russian Federation, although foreign brands have not become completely inaccessible (bypassing through other countries and the "black market" is still on the market agenda), access to them has become significantly limited. In view of this, it becomes necessary to create motivation for the domestic consumer.
Changing the public's perception of new technologies can be achieved through psychological aspects, leading to their wider acceptance and use. One of the key factors is the improvement of perceived control, when users can customize technologies to their individual needs, which strengthens their confidence in the capabilities and management of technology. Such adaptations may include the ability to customize the interface or the level of automation, which makes the technology more personally relevant and less intimidating.
In addition, products that increase users' self-esteem through ease of use and learning make them more attractive. The introduction of training programs that help users easily master new technologies can significantly change their perception, making technologies less intimidating and more accessible.
The application of social evidence through reviews and reviews from other users also plays an important role. Successful usage stories can motivate new users to embrace and get used to new technologies. Visualization of positive results and satisfaction of other users creates a mass effect that promotes wider adoption of innovations.
Adding game elements to technologies can make their use more fun and less stressful, which increases their attractiveness and supports long-term user interaction with the product. Gamification helps to overcome the initial barrier of dislike and resistance to innovation, making learning and adaptation less formalized and more enjoyable.
Finally, the emphasis on the safety and reliability of technology, backed up by transparent communication about safety measures and certifications, helps to build confidence in the product. Understanding that the technology is safe and reliable can significantly improve its perception and increase the likelihood of its use.
In the context of analyzing consumer behavior in the segment of extreme water sports equipment, it is important to take into account that appearance and brand identity play a significant role in the product selection process, even for such specialized categories of goods as water sports equipment. Despite the fact that functionality and safety are the main criteria of choice for consumers, the brand and visual appeal of the product can also significantly influence the purchase decision.
This is due to the cultural characteristics of consumption, where high value is attributed to brand identification. In certain cultures, the products of well-known brands are perceived as more reliable and high-quality. This perception may be related not only to personal experience of using products, but also to public opinion formed through marketing campaigns and popular culture.
In addition, the psychological aspect of self-expression through brands is especially relevant in the world of sports. Sports brands are often associated not only with a certain quality and style, but also with professionalism and belonging to a certain group or community. This highlights the importance of branding even when the focus seems to be on the functional aspects of the product.
Thus, the results of my research show that despite the high requirements for security and functionality, elements of visual identification and branding have a significant impact on consumer choice. This confirms the need to integrate marketing strategies that take into account both functional, aesthetic and social aspects of products.
Through such strategies that take into account the psychological aspects of perception and interaction, it is possible to significantly change the public's attitude to new technologies, making them not only attractive, but also perceived as necessary tools in everyday life.
The motivation of consumers to buy domestic sportswear and shoes can have several aspects.
Firstly, this may be due to the support of a domestic manufacturer and the desire to contribute to the development of the domestic economy. Under the conditions of sanctions and economic instability, many people are beginning to treat the purchase of domestic goods more responsibly and patriotically.
In addition, many consumers note that domestic manufacturers are able to offer products that are better suited to Russian operating conditions, unlike foreign brands that can be adapted to other climatic conditions and needs.
Finally, the motivation of consumers may be related to the desire to maintain local culture and traditions. Domestic manufacturers of sportswear and footwear can offer products that reflect national motifs and symbols, which can be an important factor for many people.
In order to understand the needs of a company to enter the market, it is necessary to analyze consumers and their preferences. We will create a consumer profile based on three factors: tasks, benefits and consumer problems, and present the results in the form of appropriate tables.
The consumer's tasks should be considered from three sides: functionality, social and personal factors. According to the analysis of the company's external environment, the main modern trend today is cloud services, as well as their versatility. Individuals should be considered as the main group of clients at the initial stage of development, although it is also possible to add another group of corporate clients to this analysis. From the point of view of the corporate sector, the company uses a universal approach, which allows it to combine regions into a single network. Such a measure also contributes to the development of the company's social policy, taking into account the socio-economic conditions of regional development.
For an individual, the consumer portfolio is limited to a basic set of individual services, taking into account simplicity, quality, speed and price in operation, in accordance with Table 2.2.

Table 2.2 – Analysis of the parameter "Consumer tasks" (developed by the author)

	Consumer Task Type
	Task Content

	Functional
	Safety of use, multifunctionality, quality. Ease of use, affordable price for special tasks. Convenience of use, ubiquity of use, speed of use

	Social
	Meets current market trends in terms of functions, price

	Personal
	Reliability, safety, price flexibility



Let's consider the benefits of the company's products for the end user.
The benefit may be necessary, expected or desirable for the consumer, but it may also be unexpected, according to Table 2.3.

Table 2.3 – Analysis of the "Consumer benefits" parameter (developed by the author)

	Type of Benefit
	Content

	Functional Convenience
	Necessary: safety, quality. Desirable: price

	Social Advantage
	Necessary: safety. Expected: availability in the region. Unexpected: price

	Positive Emotions
	Necessary: ease of use. Expected: versatility of use, achieved prospective results. Unexpected: availability of expanding access for the whole family without a price increase

	Cost Reduction
	Expected: low price. Desirable: fixed price for a range of related assortment



Consider the consumer's problems in addition to these factors, the results are presented in Table 2.4.


Table 2.4 – Analysis of the parameter "Consumer problems" (developed by the author)

	Type of Problem
	Content

	Functional
	The service/product does not solve the assigned task, another one has to be taken

	Social
	Problems with functionality and operation

	Emotional
	Additional financial expenses for replacing the product

	Associated
	The price does not justify the quality, functionality suffers or is not justified for the price

	Unpleasant Properties
	Low quality



Based on Table 2.4, it can be seen that most of the problems within each segment of the company's target audience, in principle, should be considered universal, despite the fact that the tasks and benefits for each segment differ. This indicates that it is possible to create a basic product, which can subsequently be diversified through additional options, thereby meeting the needs of each group of customers[footnoteRef:18].  [18:  Ramazanova, A. Sports goods market: features and prospects of development / A. Ramazanova // Bulletin of Science and Innovation. -2019. –No. 5. –pp. 19-25.] 

Based on the analysis, it can be concluded that understanding the main motivations of buyers in the field of extreme water sports plays a key role in successful market positioning. The development and promotion of products that meet the needs and preferences of customers contributes to the formation of a loyal audience and strengthen the competitive position of companies. Thus, the analysis of customer motivation is an integral part of the business strategy and allows you to ensure a stable position in the market in the long term.

[bookmark: _Toc164453501]CHAPTER 3. RESEARCH METHODOLOGY AND ANALYSIS OF THE OBTAINED DATA

[bookmark: _Toc164453502]3.1. Description of the research methodology
In this study, we employ a qualitative research approach to delve into the behavioral aspects of divers in the context of diving equipment. The primary data collection method is in-depth interviews, which are well-suited for exploring complex behaviors and motivations. This method allows for a detailed examination of individual experiences and perceptions, providing rich insights into the factors influencing divers' choices and preferences.
The research is grounded in behavioral science, particularly the Theory of Planned Behavior (TPB), which posits that individual behavior is driven by behavioral intentions, shaped by attitudes, subjective norms, and perceived behavioral control. This theoretical framework will guide the development of the interview questions and the interpretation of the data, focusing on how divers' attitudes towards safety, performance, and comfort influence their equipment choices[footnoteRef:19]. [19:    HubSpot Blog. "10 Consumer Behavior Models (& Which One Applies to Your Business)." https://blog.hubspot.com/service/consumer-behavior-model] 

Within the framework of this study, the method of semi-structured in-depth interviews is used, which allows deeper investigation of the motivations, preferences and behavior of consumers in the segment of extreme water sports. This method was chosen because of its ability to generate rich, detailed data, revealing not only superficial preferences, but also deep beliefs and values that influence the choice and use of sports equipment.
The interview structure is designed to facilitate open communication, allowing respondents to freely express their thoughts and opinions. At the beginning of each interview, a brief introduction is given, the purpose of which is to create a trusting and comfortable atmosphere. Respondents are presented with the main topics and goals of the study, after which they can share their experiences and views without strict restrictions on the form of answers.
The interview questions are designed to cover a wide range of aspects of consumer behavior: from the main motivations for choosing a certain type of equipment to specific preferences in materials, design and functionality. The questions are adapted to identify both emotional and rational aspects of decision-making, including the influence of the social environment and cultural factors.
The use of semi-structured interviews in this context is justified by the fact that they allow participants to explore and explain their choices and preferences more deeply, which is especially important in an environment where purchasing decisions often depend on many factors, including personal experience, recommendations from others and individual expectations of activity. In addition, this method helps researchers better understand how different product attributes relate to consumer needs and values, which is key to developing targeted marketing strategies and improving products.
Thus, the methodology of semi-structured interviews is not only an adequate, but also a necessary tool to achieve the goals of this study, allowing you to delve into the understanding of complex processes of consumer behavior in the field of extreme sports activities.
The sample will consist of experienced divers, selected using a purposive sampling technique to ensure a diverse representation of diving practices and preferences. The aim is to include participants with varying levels of expertise, from recreational to professional divers, to capture a wide range of perspectives.
In-depth interviews will be conducted, lasting approximately 45-60 minutes each. The interview guide will be semi-structured, with open-ended questions designed to elicit detailed responses about divers' experiences, attitudes, and decision-making processes regarding diving equipment. The interviews will be audio-recorded and transcribed verbatim for analysis.
Thematic analysis will be employed to identify and analyze patterns and themes in the qualitative data. This will involve coding the data, organizing codes into themes, and interpreting the findings in the context of the theoretical framework. The analysis will focus on understanding the behavioral factors influencing divers' equipment choices and how these factors vary among different types of divers.
The research will adhere to ethical standards, including obtaining informed consent from participants, ensuring confidentiality, and maintaining anonymity. Participants will be informed of the study's purpose, the voluntary nature of their participation, and their right to withdraw at any time without any consequences.
In summary, this research methodology is designed to provide an in-depth understanding of divers' behavioral motivations and preferences regarding diving equipment. By employing a qualitative approach grounded in behavioral science, the study aims to generate valuable insights that can inform the development of more effective marketing strategies and product designs for diving equipment manufacturers.
In this study, we adopt a qualitative research approach to delve into the intricacies of divers' behaviors and preferences for diving equipment. By conducting in-depth interviews, we aim to gather rich, descriptive data that will offer a comprehensive understanding of the participants' experiences and perspectives. The interviews are designed to be semi-structured, allowing for both guided questions and the flexibility to explore emerging topics. This method enables us to capture the nuanced motivations and attitudes of divers.
We employ purposive sampling to select experienced divers from various geographical locations, ensuring a diverse range of viewpoints. The interview guide is carefully crafted to include questions about motivations for diving, equipment preferences, experiences in different diving environments, attitudes towards safety, and the impact of diving on personal and social life.
Thematic analysis will be used to analyze the interview transcripts, focusing on identifying common themes related to diving behavior and equipment preferences. This analysis will provide valuable insights into the factors influencing divers' choices and experiences.
To ensure the validity and reliability of the study, interviews will be recorded and transcribed verbatim, with member checking conducted to confirm the accuracy of interpretations. Ethical considerations, including informed consent and confidentiality, are prioritized throughout the research process.
The expected outcomes of this research include a deeper understanding of divers' behavioral patterns and equipment preferences, which can inform targeted marketing strategies for diving equipment manufacturers and enhance the diving experience. The results will be disseminated through a comprehensive report and may be presented at relevant conferences or published in academic journals.
The research study on consumer behavior in extreme sports equipment, with a focus on water-related extreme sports such as diving, employs a purposive sampling strategy to select participants who are experienced divers. The sample is designed to include divers with varying levels of expertise, from novice to professional, and from different geographical locations to capture a diverse range of perspectives.
Demographic Characteristics of the Sample:
1. Age. Participants will range from young adults (aged 18+) to older adults, with an aim to include a balanced representation of different age groups to understand how age influences equipment preferences and diving behavior.
2. Gender. The sample will include both male and female divers to explore any gender-specific preferences or experiences related to diving equipment.
3. Location. Divers from various regions, including coastal areas known for diving activities and inland regions with access to diving facilities, will be included. This will help in understanding how geographical location impacts equipment choices and diving practices.
4. Experience Level. The sample will consist of divers with different experience levels, from beginners who have recently taken up the sport to seasoned professionals with years of diving experience. This will provide insights into how expertise influences equipment needs and purchasing decisions.
Professional and Recreational Background:
1. Certification Level. Participants will include divers with various certification levels, from basic open water certifications to advanced technical diving certifications. This will help in understanding the equipment requirements at different skill levels.
2. Frequency of Diving. The sample will consider how often individuals dive, whether it's occasional recreational diving or regular professional diving, to assess how usage frequency affects equipment wear and preferences.
3. Type of Diving. The study will include divers who engage in different types of diving, such as recreational, technical, cave, wreck, and free diving, to explore the specific equipment needs of each diving discipline.
Socioeconomic Factors:
1. Income Level. Participants from different income levels will be included to examine how financial constraints or affluence influence the choice and affordability of diving equipment.
2. Education Level. The educational background of divers will be considered to see if there is any correlation between education and equipment preferences or diving behavior.
The sample selection aims to provide a comprehensive overview of the diving community and its equipment-related behaviors and preferences. By including a diverse and representative group of divers, the study seeks to generate meaningful insights that can inform manufacturers, retailers, and diving instructors about the needs and expectations of the diving population.
[bookmark: _Toc164453503]3.2. Analysis of the research results
The research study focused on "Consumer Behavior in Extreme Sports Equipment: The Case of Water-Related Extreme Sports" primarily delved into the preferences, motivations, and behaviors of divers in relation to their equipment. The study aimed to uncover insights that could be valuable for manufacturers, retailers, and other stakeholders in the diving equipment market.
The detailed findings of the research study were presented in Appendix A. This appendix included:
1. Survey Questionnaire. A structured questionnaire consisting of 30 questions was developed to gather data from a diverse group of divers. The questions covered various aspects such as motivations for diving, equipment preferences, purchasing behavior, and experiences with different diving gear.
2. Sample Responses. Sample responses from 30 divers were provided to illustrate the type of data collected. These responses were organized in a tabular format, with each row representing a different respondent and each column corresponding to a specific question.
3. Data Analysis. The appendix also included a brief overview of the data analysis methods used to interpret the survey responses. Thematic analysis was employed to identify common patterns and themes related to diving behavior and equipment preferences.
4. Research Findings. Key findings from the study were highlighted, including insights into the factors that influence divers' equipment choices, the role of brand reputation, and the importance of safety and functionality in diving gear.
5. Conclusion and Recommendations. Based on the analysis of the survey data, the appendix provided conclusions regarding consumer behavior in the diving equipment market. It also offered recommendations for manufacturers and retailers to better cater to the needs and preferences of divers.
Overall, Appendix A served as a comprehensive presentation of the research study, providing a detailed account of the methodology, data collection, analysis, and findings. This appendix was intended to support the main body of the research paper by offering in-depth insights into the study's results and implications.
Based on the analysis of the survey responses from 30 divers, we can draw some preliminary conclusions:
1. Diving Experience. The majority of respondents have been diving for a range of 1 to 30 years, indicating a diverse group of participants in terms of experience.
2. Motivations for Diving. Recreation and adventure are the most common motivations for diving, followed by professional interest and environmental interest.
3. Frequency of Diving. Diving frequency varies among participants, with some diving monthly, weekly, daily, or occasionally.
4. Type of Diving. Recreational diving is the most preferred type, followed by technical, cave, and wreck diving.
5. Diving Locations. Divers choose their locations based on research, word of mouth, previous experience, and recommendations.
6. Equipment Preferences. When purchasing diving equipment, divers consider factors such as brand reputation, price, durability, and functionality. Scubapro, Mares, Cressi, and Aqua Lung are among the preferred brands.
7. Safety and Maintenance. Safety is a top priority, with divers ensuring their equipment's safety through visual inspection, regular maintenance, professional servicing, and functionality tests. Most divers own their equipment and are willing to invest in high-quality gear.
8. Technology and Trends. Technology plays a significant role in the diving experience for many divers. They stay updated with the latest trends through online forums, diving magazines, trade shows, and social media. There is a desire for improvements in eco-friendly materials, durability, advanced technology, and better fit in diving equipment.
9. Challenges and Advice. Divers face challenges such as lack of variety, high prices, and poor quality in equipment. They advise newcomers to start with basic gear, invest in quality, try before buying, and prioritize safety.
The survey results provide valuable insights into the preferences and behaviors of divers regarding their equipment. These findings can inform manufacturers and retailers in developing products and services that better meet the needs of the diving community.
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Figure 3.1 – Chart of brand preferences among divers

The pie chart shows the brand preferences among the divers surveyed. The majority of respondents prefer the Scubapro brand, followed by Mares and Cressi. This highlights the importance of brand reputation and product quality in this product category.
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Figure 3.2 – Educational levels and priority product attributes among divers

An analysis of the educational level and preferences in product attributes among divers provides a key understanding of their needs and motivations. The predominance of higher education holders among respondents highlights the trend towards informed and informed choice in the purchase of sports equipment. This is especially evident in the high appreciation of such product characteristics as brand reputation. This aspect comes to the fore, probably reflecting the desire of drivers to use proven and reliable brands, which may be due to high requirements for safety and quality of equipment. Such findings provide valuable information for manufacturers and retailers seeking to meet these needs through the development and promotion of products that meet high quality and safety standards, which in turn can help strengthen their market position.
[image: Output image]

Figure 3.3 – The importance of various factors when buying equipment

The bar chart demonstrates the importance of factors such as safety, durability, price, brand reputation and technology. Safety and durability are of the greatest importance, which emphasizes the focus of consumers on the reliability and safety of equipment.
[image: Выходное изображение]

Figure 3.4 – Comparing the importance of factors when buying diving equipment between professionals and amateurs

This diagram illustrates the differences in the priorities of professional divers and amateurs when choosing diving equipment. Professionals, as can be seen, emphasize the greater importance of safety and durability of equipment, which may be due to their high requirements for reliability and safety due to frequent and intensive use of equipment. Amateurs, on the contrary, are more price-oriented and focus less on the brand, which may indicate their interest in more affordable and practical solutions. These findings can help manufacturers and retailers better customize their marketing and product strategies, taking into account the different needs and expectations of different consumer groups.
The analysis of the diagrams allows us to draw the following conclusions:
1. Consumers highly value safety and quality when choosing scuba diving equipment. Manufacturers should focus on improving these characteristics of their products.
2. Brands with established reputations, such as Scubapro and Mares, are in the highest demand. Marketers should consider the importance of maintaining and improving brand perception.
3. The introduction of advanced technologies can be a key factor in attracting consumers who want to use innovative equipment to improve safety and usability.
These visualizations and their analysis help to better understand consumer behavior and can be used to develop more effective strategies for the sale and marketing of extreme water sports equipment.
Based on the analysis of the survey responses from 30 divers, several trends can be observed in consumer behavior regarding water-related extreme sports equipment, specifically in the context of diving.
Divers demonstrate a strong emphasis on safety and quality when choosing their equipment. The majority of respondents consider these factors crucial, indicating that divers are willing to invest in high-quality gear that ensures their safety underwater. This trend suggests that manufacturers and retailers should prioritize these aspects in their product offerings and marketing strategies.
Price also plays a significant role in the decision-making process, with many divers seeking a balance between cost and quality. While divers are willing to spend on premium equipment, they also look for value for money, indicating a market for both high-end and budget-friendly options.
Brand reputation and recommendations appear to influence purchasing decisions, with divers relying on trusted brands and peer opinions. This trend highlights the importance of building a strong brand image and fostering a community around diving products.
Divers also show a preference for owning their equipment rather than renting, suggesting a long-term investment in their gear. This behavior underscores the importance of durability and after-sales service in the diving equipment market.
Environmental sustainability is emerging as a consideration for some divers, indicating a potential shift towards eco-friendly products in the future.
Overall, the survey results suggest that diving equipment manufacturers and retailers should focus on safety, quality, and value for money to meet consumer expectations. Building a strong brand reputation and engaging with the diving community can also enhance customer loyalty. Additionally, considering the growing interest in environmental sustainability, there could be an opportunity to differentiate products through eco-friendly initiatives.


Based on the conducted research, the following conclusions can be drawn 
1. Although functionality and safety are the main criteria of choice for consumers, the research data show that brand and visual appeal also play a significant role. This highlights that even in specialized categories such as water sports equipment, consumers value recognizable brands that are associated with quality and reliability. This is due to the general psychology of consumption, where recognizable brands are perceived as more reliable.
2. Theoretical conclusions about the importance of perceived control and self-esteem in increasing the attractiveness of technology are confirmed by the practical results of the study. Consumers strive for products that increase their confidence in their own abilities and safety, which confirms the importance of integrating these aspects into marketing and product strategies.
3. Based on the results of the study, manufacturers and retailers can be recommended to integrate strategies that simultaneously improve the functional and aesthetic aspects of their products. This includes improving the safety of equipment and simultaneously strengthening brand identity through marketing campaigns that focus on the quality and attractiveness of products.





[bookmark: _Toc164453504]CONCLUSION

The research study on consumer behavior in extreme sports equipment, with a particular focus on water-related extreme sports such as diving, has provided valuable insights into the motivations, preferences, and purchasing behaviors of divers. Through an in-depth analysis of survey responses from a diverse group of divers, several key trends and patterns have emerged, shedding light on the factors that influence equipment choices and diving practices.
This research makes a significant contribution to understanding consumer behavior in the segment of sports equipment for extreme water sports. The work expands the theoretical base on consumer behavior by integrating consumer behavior models in the context of extreme sports. Prior to our study, there were relatively few studies on consumer behavior in this area, and the studies that were conducted usually did not pay due attention to the specifics of extreme sports.
Furthermore, it is being revealed that even though while taking action, according to Theory of Planned Behavior, the subject seeks control and emotions at different levels of importance, however, while choosing equipment for this action, emotional motivators play significantly less important role rather than pursuit of social appreciation and risk.
Our results show that motivational aspects, including the pursuit of safety, quality and environmental sustainability, play a crucial role in athletes' choice of equipment. These findings complement existing theories about consumer behavior, which are usually focused on traditional markets, and confirm the importance of considering the specific factors of extreme sports.
We believe that the found differences in consumer behavior between participants in traditional and extreme sports are significant and can help to better understand the motivation of purchases and consumer behavior. In practice, our findings can also help manufacturers and sellers set up their sales and marketing strategies more effectively, which can be said to be an additional bonus of this study.
From a practical point of view, the results of our research provide manufacturers and retailers with valuable recommendations for the development and marketing of sports equipment. They suggest that increasing the focus on safety and sustainability of materials can improve brand perception and increase customer loyalty. Marketers, in turn, should take into account the socio-cultural characteristics of the target audience, since involvement in extreme sports often correlates with certain lifestyles and value orientations.
Despite significant theoretical and practical contributions, the study has a number of limitations. The main one is specialization in water extreme sports, which may narrow the generalizability of the results to other types of sports activity. Also, a sample limited by certain geographical and demographic parameters may not fully reflect global trends and preferences.
Despite the important contribution of this study to understanding consumer behavior in the segment of sports equipment for extreme water sports, it has certain limitations that need to be taken into account. Firstly, our sample was limited to only one type of extreme sports, which may reduce the generalizability of conclusions to other types of extreme sports. The second limitation is the sample size; the small sample size makes it impossible to conduct broader statistical analyses and may affect the statistical significance of the results.
For future research, it is advisable to expand the sample to include representatives of various types of extreme sports, which will allow checking and possibly clarifying the current findings in a broader context. Also, quantitative research methods can be applied to more accurately measure the influence of various factors on consumer behavior.
Special attention in future research should be paid to the analysis of the influence of emotional and rational factors on decision-making. In this study, brand attachment was considered from the emotional aspects, but future work may explore other emotional factors, such as the impact of pleasure from playing sports, feelings of belonging to the community of athletes or the desire for recognition. Psychologists can also determine which of these factors have the greatest impact on the choice and loyalty to equipment brands, which will help create more effective marketing and product promotion strategies.
Such research will not only deepen our understanding of consumer behavior in the context of extreme sports, but also provide practical recommendations for companies operating in this market segment.
One of the prominent findings of the study is the significant role of safety and quality in the selection of diving equipment. Divers prioritize these attributes over other factors, such as price and brand reputation, underscoring the importance of reliable and durable gear in extreme sports. This highlights an opportunity for manufacturers to focus on enhancing the safety features and overall quality of their products to meet the demands of the diving community.
Furthermore, the study revealed a growing interest in environmentally sustainable diving equipment. As divers become more conscious of their impact on marine ecosystems, there is a noticeable shift towards eco-friendly gear, indicating a potential market trend that manufacturers and retailers can capitalize on.
The research also uncovered a preference for multifunctional equipment that offers versatility and convenience for different diving conditions. This suggests that divers are looking for gear that can adapt to various environments, providing an avenue for innovation in product design.
In terms of purchasing behavior, the study found that divers are willing to invest in high-quality equipment, with many expressing a readiness to spend more for superior performance and durability. This indicates a market segment that values long-term reliability and is less price-sensitive, offering opportunities for premium product offerings.
The findings of this study have important implications for the diving equipment industry. By understanding the preferences and behaviors of consumers, manufacturers and retailers can tailor their products and marketing strategies to better meet the needs of the diving community. This can lead to increased customer satisfaction, brand loyalty, and market growth.
In conclusion, the research has provided a comprehensive overview of consumer behavior in the context of extreme sports equipment for water-related activities. The insights gained from this study can inform future product development, marketing initiatives, and industry trends, contributing to the advancement of the diving equipment market.








[bookmark: _Toc164453505]REFERENCES

1. An Exploratory Study of Extreme Sport Athletes’ Nature Interactions: From Well-Being to Pro-environmental Behavior [Electronic resource] URL: https://www.frontiersin.org/articles/10.3389/fpsyg.2018.01974/full (accessed 05.05.2024).
2. BA Theories (Business Administration & Management). "Consumer Behaviour: Theories and Concepts." https://www.batheories.com/consumer-behaviour/
3. Consumer behavior shifts and new experiences are broadening fan engagement [Electronic resource] URL: https://www.nielsen.com/insights/2022/consumer-behavior-shifts-and-new-experiences-are-broadening-fan-engagement/ (accessed 05.05.2024).
4. Consumer purchasing behavior [Electronic resource] URL: http://portal.tpu.ru:7777/SHARED/m/MARKET/Uch_material/Tab1/Consumer_behaviour_of_consumers.pdf (accessed 05.03.2024)
5. Engel J. F., Blackwell r. D., Miniard d.t. ConsomerBehaviour,ed. 5-a The Dryden Press, l986 -633 с
6. Factors Influencing Energy Drink Consumption in Participants and Viewers of Extreme Sports [Electronic resource] URL: https://www.hindawi.com/journals/jobe/2021/9871265/ (accessed 05.05.2024).
7. Goals, objectives and methods of studying consumer behavior [Electronic resource] URL: https://studopedia.su/11_117293_tseli-zadachi-i-metodi-izucheniya-povedeniya-potrebitelya.html (accessed 03/05/2024)
8. How does sports e-commerce influence consumer behavior through short video live broadcast platforms? Attachment theory perspective [Electronic resource] URL: https://www.emerald.com/insight/content/doi/10.1108/APJML-08-2023-0777/full/html (accessed 05.05.2024).
9. HubSpot Blog. "10 Consumer Behavior Models (& Which One Applies to Your Business)." https://blog.hubspot.com/service/consumer-behavior-model 
10. Kahle, LR, Beatty, SE, and Homer,. (1986). Alternative Approaches to Measurement Consumer Values: Value List (LOV) and Values and Lifestyle (VALS). Journal of Consumer Research, 13(3), 405-409.
11. Kotler F. Fundamentals of marketing.  A short course.  Translated from English: Publishing house "Williams", 2007. -656 p.
12. Kurgansky S.A. Structural shifts in the economy // Modern services: nature, approaches to classification. - M.: IGEA, 2000. -178 p.
13. Mikheeva, I.V. Marketing research: textbook / I.V. Mikheeva. – M.: Yurait, 2017. -448 p.
14. Odintsovo A.A., Odintsovo O.V. Consumer behavior management: A textbook. M.: IIC MGUDT, 2012. -150 p.
15. Pogudaeva M.Yu., Semenova-Slabkovich Ya.A. Features of consumer behavior in the information economy // Economic Journal. 2012. No4 (28). pp. 96-104.
16. Rajotto, F., Scarpi, D., & Mason, M. S. (2019). Faster! More! Best! Drivers advanced training among participants in extreme sports competitions. Journal of Business Research, 102, 1-11. https://air.uniud.it/retrieve/e27ce0c9-8452-055e-e053-6605fe0a7873/post-print%20version.pdf
17. Ramazanova, A. Sports goods market: features and prospects of development / A. Ramazanova // Bulletin of Science and Innovation. -2019. –No. 5. –pp. 19-25.
18. ResearchGate. "Are Sport Consumers Unique? Consumer Behavior Within Crowded Sport Markets." https://www.researchgate.net/publication/326140082_Are_Sport_Consumers_Unique_Consumer_Behavior_Within_Crowded_Sport_Markets
19. Romashkova E. M. Consumer behavior in the service market: a sociological analysis:  Diss.  Cand.  sociol.  Sciences: 22.00.03: Moscow, 2003. -163 p.
20. Sofina T. N. The service sector: transformation in a market economy. -St. Petersburg: Spbguef Publishing House, 1999. -129 p.
21. Sofina T. N. The service sector: transformation in a market economy. -St. Petersburg: Spbguef Publishing House, 1999. -129 p.
22. Stanciu  S.Bazele  generale  ale  marketingului.EdituraUniversitatiiBucuresti, 1999-343 с.[Электронный ресурс] URL:http://ebooks.unibuc.ro/StiinteADM/sica/5.htm(дата   обращения 05.05.2019)
23. Vasiliev, V.A. Marketing research: textbook / V.A. Vasiliev. –M.: Yurayt, 2015. -560 p.



2
[bookmark: _Toc164453506]APPLICATION A

Table A.1 – Survey Results
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