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The Fight for Runners’ 

Recreational Dollar 
Why Your Event Needs to be Different 

 Household 

Income Flat 

 Entry Fees on 

the Rise 

 Proliferation of 

Fitness Activities 

According to the 2015 National 

Runner Survey from Running USA, 

the incidence of those paying $80 or more for 

a half marathon, the most popular planned 

race distance, has increased by nearly six 

percentage points since its 2013 National 

Runner Survey.  In fact, each distance saw a 

larger proportion of runners claiming to pay 

higher prices since the last publication.  In   

addition to increasing entry fees, runners are 

also paying more for their running shoes. 

42.0% cited spending $110 or more for their 

most recent pair of kicks versus 29.7% in the 

2013 report.  Household income has               

remained flat, however, indicating that      

runners’ disposable income may be getting 

squeezed.  
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  Running USA National Runner Survey 

  2013 Report 2015 Report 

Paid $30 or more for a 5K 36.6% 45.1% 

Paid $35 or more for a 10K 36.6% 47.1% 

Paid $80 or more for a half marathon 41.5% 47.2% 

Paid $100 or more for a marathon 36.0% 45.4% 

Exhibit 1 

Entry Fees on the Rise 

Exhibit 2 

Household Income has Remained Flat 

In March 2015, Fueled Insights conducted an online survey among those who run          

frequently or occasionally (n=994) about their fitness habits.  Respondents were recruited 

via the Nielsen Panel.  Of the $100 they’d spend across various event and/or class fees, 

an average of $10 is allocated to road race entry fees (Exhibit 4).  As income increases, 

however, road races capture a larger proportion of spend (Exhibit 3). 

Source:  Running USA 

Exhibit 3 

Road Race Share of Wallet Increases with Income 

Source:  Fueled Insights online survey 

Q:  Assume you have $100 for registration fees.  You can spend the money however you'd like across all the activities listed below. You may list anywhere 

from $0 to $100 for an activity as long as the total dollar amount across all events equals $100. 
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 Group fitness class  Road Race  Pilates  Spin class 

 Weight Lifting  CrossFit  Trail race  Triathlon 

 Yoga  Obstacle/mud run  Color run  Duathlon 

Exhibit 4 

Share of Recreational Spend ($100) 

Source:  Fueled Insights online survey 

Q:  Assume you have $100 for registration fees.  You can spend the money however you'd like across all the activities listed below. You may list anywhere 

from $0 to $100 for an activity as long as the total dollar amount across all events equals $100. 

Other events garner single digit spend.   On average: 

 $7 is allocated to an obstacle/mud run 

 $6 to a trail run 

 $6 to a color run 

 $4 to a triathlon 

 $2 to a duathlon 

Most recreational spend ($65) is allocated to classes such as group fitness, yoga, weight 
lifting, CrossFit, Pilates and spin.   
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Less than one-third (31%) spent any 

money in the past 12 months on 

event entry fees.  In fact, more than 

half of frequent/occasional runners 

surveyed have not participated in a 

road or trail running event in the past 

year.  Among those that did not     

participate, more than 1 in 4 say entry 

fees are too expensive.  

Top Reasons for Not 

Participating in an Event 

1. Run to remain physically fit - not to 

compete (50%) 

2. Run for mental wellness (e.g., time 

to decompress / meditate) (30%) 

3. Like to run alone (29%) 

4. Entry fees are too expensive (26%) 

5. Don't need to "race" against 

others (24%) 

Source: Fueled Insights online survey 

Q:  Please indicate the reason(s) that best describe why you don't    

participate in any trail or road races requiring a registration fee.    

In addition to their spend, runners’ fitness time is also 

becoming more fragmented.  The runners surveyed by 

Fueled Insights “frequently” participate in many other 

activities besides running: 

 41% lift weights  

 26% bicycle 

 20% take group classes at the gym 

 19% participate in yoga/Pilates  

 18% swim  

 15% participate in a recreational sports league 

 

Half of respondents spend more than 8 hours per week 

on all of their fitness activities combined.  The majority 

(68%) spend less than 4 hours per week running.   

Exhibit 5 

Runners Spend Considerable Time Doing Other Activities 
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Income is flat.  Entry fees are up.  And runners       
engage in a multitude of activities.  Road races 
capture 10% of overall  recreational spend and 29% 
of event spend ($10 of $35 event registration fee 
spend).  While newer events in the marketplace 
may be perceived as “gimmicks” with questionable 
longevity, they capture recreational dollars that 
may not be spent with your event today.   

So what do you do? 

1. Understand why participants choose your race 
     T-shirt color may be the most talked about topic in your post-race survey but likely isn’t 

the biggest driver of satisfaction with your event.  Find out what truly motivates               
participants to run your race and what makes your race different.  And don’t forget 
about your volunteers!  You have built-in evangelists; ensure you understand why your 
event inspires them. 

 
2. Focus your marketing on why your event is unique 
 We can’t be all things to all people.  Optimize your event’s positioning by highlighting 

the key differentiators to your core audience.  Time, course and registration are          
important details but may not drive race registrations.  Keep your marketing message 
simple and targeted on what makes your event different. 

 
3. Learn about your runners’ lives off the course 
 Have a large proportion of working Moms at your event?  Provide onsite childcare on 

race day.  Partner with local daycare facilities to get the word out about your event.  
Leverage market segmentation to enhance your race day experience, diversify your 
marketing channels and learn what type of experiences your participants want        
before scheduling your next event. 

 
4.   Price your event appropriately 
 With the proliferation of events and increasing entry fees, it’s important to offer the 

most value for the price paid.  Broaden your competitive set when doing research.  
Investigate what “extras” non-traditional events offer their participants.  Ask your     
participants about the value they feel they are getting at your event and continually 
monitor. 

Provided by: 

Fueled Insights has successfully conducted market research studies for Fortune 500 companies in a variety 

of industries. We have launched new products, repositioned brands, grown market share, and enhanced 

customer satisfaction.  We have a particular focus and passion for the industry of participant events, such 

as obstacle runs, triathlons, and running events of all distances. We are dedicated to helping the            

companies and people involved in these industries grow their businesses.  Visit www.fueledinsights.com to 

learn more. 


