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INTRODUCTION

Somerset County Cricket Club’s members and fans are a highly engaged, 
affluent, and exceptionally loyal audience. Recently crowned the UK’s most 
engaged Sports Club, our supporters are one of the most valuable and 
responsive communities in UK cricket.

This data supplement reveals detailed insights into their lifestyles, spending 
habits, and openness to new providers across key sectors – from energy and 
insurance to travel, finance, retail, pets, vehicles and more.

The following information was taken from recent surveys of our database and 
membership, totalling over 72,000 data points.
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ENERGY ACCOUNTANCY
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21%

43%

4% 4%

75% 23%

21%

9%

Switched provider in the last two years

Has not switched provider in the last two years

Not sure

Annually (e.g. during a tax season or end of financial year)

Regularly (e.g. al least once a quarter)

Occasionally (only when something specific arises)

Rarely (less than once a year)

I don’t think advice

ENERGY PROVIDER SWITCHING FREQUENCY OF SEEKING ADVICE

ENERGY PROVIDERS
SERVICES

75% HAVE NOT SWITCHED PROVIDER IN THE LAST 
TWO YEARS 20% USE AN ACCOUNTANT

24% WOULD CONSIDER SWITCHING
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INSURANCE DIGITAL INVESTMENTS

100%

90%

80%

70%

60%
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30%

20%

10%

0

INSURANCE TYPES

OF SCCC FANS
WOULD CONSIDER

SWITCHING
INSURANCE

PROVIDER
IF

RECOMMENDED
BY SCCC

56%

CAR INSURANCE

LIFE INSURANCE

HEALTH INSURANCE

TRAVEL INSURANCE

PET INSURANCE
FUNERAL

OTHER

MOBILE PHONE OR GADGET       
      

       
       

       
       

      I
NSURANCE

INCOME PROTECTION OR      

       
       

      C
RITICAL ILLNESS

    HOME INSURANCE    

 (BUILDINGS & CONTENTS)

POLICY HOLDERS

LOOKING TO TAKE OUT IN THE NEXT 12 MONTHS

88
%

56
%

90
%

0%

1%1%1%

5%

9%

3%

16
%

5%5%

6%

19
%

24
%

34
%

54
%

49
%

21
%

Daily

Several times a week

Once a week

Once a month

Less than once a month

Only when needed (e.g. major market changes)

I don’t actively manage or check my portfolio

PORTFOLIO CHECKING24% INVEST IN STOCKS, CRYPTO OR OTHER DIGITAL ASSETS
44% OPEN TO LEARNING MORE ABOUT DIGITAL INVESTMENT

14%

19%

6%

8%

10%

23%

21%
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FINANCIAL PLANNING

Prefer not say

<£25,000

£25,000 - £100,000

£100,000 - £200,000

£200,000+

(In
divi

dual S
av

ings A
ccount)

INVESTABLE ASSETS (EXCLUDING HOME) 

PERSONAL SAVINGS ACCOUNTS SERVICES

30% WORK WITH A FINANCIAL ADVISOR
89% HAVE A PERSONAL SAVINGS ACCOUNT

16%

7%

17%

21%

40%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0

45%

40%

35%

30%

25%

20%

15%

10%

5%

0

RETIR
EMENT

YES
,  I 

HAVE A
N ISA

YES
,  I 

HAVE A
 PERSONAL  

SAVINGS ACCOUNT

NO, I D
ON’T H

AVE A
NY O

F  

THESE A
CCOUNTS

YES
, I H

AVE A
N 

INVESTMENT ACCOUNT

YES
, I H

AVE M
ORE 

THAN ONE O
F TH

E A
BOVE

INVESTIN
G 

BUDGETIN
G 

ESTAT
E

TAX P
LANNING

MANAGING
BUYIN

G 

PAY
ING OFF D

EBT

INSURANCE (L
IFE

)

PLANNING

EMERGENCY F
UND

STARTIN
G A BUSINESS

OTHER

40
%

4%

11
%

30
%

15
%

13
%

11
%

10
%

9%

8%

7%

4%

3%

2%

20
%

31
%

25
%

38
%
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PETS 29%
22%

19%
14%

11%

4%

1%

£25-£49

>£25

£50-£99

I’M NOT SURE/IT VARIES

£100-£199

£200-£299

£300 OR MORE

0 5% 10% 15% 20% 25% 30% 35%

48%
32%

6%
4%

3%

2%

2%
2%

1%

1%

DOGS

CATS

FISH

FARM ANIMALS (EG: CHICKENS / GOATS)

SMALL MAMMAL (EG: HAMSTER / GUINEA PIG)

RABBIT

BIRD

OTHER

REPTILE (EG: LIZARD, SNAKE)

EXOTIC ANIMALS (EG: TARANTULAS, SLOTH)
0 10 20 30 40 50 60

Our fans love pets, and as the only sport to allow dogs into their grounds, we provide the perfect 
environment to drive awareness and engagement for pet related products.

PET CARE SPEND (PER ANNUM)

TYPE OF PET

37% OF SCCC MEMBERS ARE PET OWNERS… 44% OF WHICH OWN MORE THAN ONE PET 600+ PETS AMONGST OUR MEMBERS

PET INSURANCE

60%

40%

Yes

No
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VEHICLES

4% 7%
9%

41% 39%

50% 

45%

40% 

35%

30% 

25%

20% 

15%

10% 

5%

0

PETROL/DIESEL

HYBRID

NOT SURE

FULLY ELECTRIC

PLUG-IN HYBRID

OTHER

10%0 20% 30% 40% 50%

46%

24% 33% 21% 12% 6%

> £10,000 > £10,000 - £19,999 > £20,000 - £29,999 > £30,000 - £39,999 > £40,000 - £49,999 > £50,000 - £59,999 £60,000+

2% 3%

48%

30%

17%

16%

11%

5%

27%

13% 13%

8%

5% 4%

HOUSEHOLD VEHICLES

PREFERRED ACQUISITION METHOD VEHICLE INTEREST

SPENDING INTENTION

10% OF SOMERSET FANS ARE CONSIDERING PURCHASING/
LEASING A NEW VEHICLE IN THE NEXT 12 MONTHS

BUYIN
G OUTRIGHT (U

SED)

BUYIN
G OUTRIGHT (N

EW
)

BUYIN
G ON FIN

ANCE

NOT SURE
LEA

SING

HIRE P
URCHASE
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SPORTS & FITNESS
26%

20%

17%
16%

16%
15%

14%
11%
11%

5%
3%

3%

2%

1%

1%

CRICKET

HIKING

GYM MEMBERSHIP

CYCLING

SWIMMING

RUNNING

OTHER 

FOOTBALL

FITNESS CLASSES

TENNIS

RUGBY

PADEL

HOCKEY

PICKLEBALL

NETBALL

0 5 10 15 20 25 30

0 20% 40% 60% 80% 100%

SPORT PARTICIPATION

PARTICIPATE IN 
SPORTS / FITNESS

73%

Not at all important Slightly important Moderately important Very important Extremely important

IMPORTANCE OF SPORTS / FITNESS
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DOMESTIC TRAVEL
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58%

70%

45% 46%
41%

27%

40%

25%

16% 14%
11% 13%

9% 10%8% 10%

5%

TYPE OF HOLIDAY BOOKED TYPE OF ACCOMMODATION BOOKED

BEACH/COASTAL B
REAK

HOTEL

CITY 
BREAK

SELF
-CATE

RING COTTA
GE O

R...

COUNTRYSIDE R
ETR

EAT

STAY
ING WITH

 FR
IEN

DS OR FAMILY

VISITIN
G FAMILY 

OR FR
IEN

DS

BED & BREAKFAST / G
UEST H

OUSE

CAMPING OR CARAVA
NNING

CARAVA
N OR MOTORHOME

HIKING OR ACTIVITY 
BASED HOLID

AY

LODGE O
R CABINOTHER

HOLID
AY P

ARK OR RESORT

SPA OR WELL
NESS BREAK

CAMPING (TE
NT O

R GLAMPING)
OTHER

16%

6%

29%

7%

0

1

2

3 to 4

5 or more

it varies / not sure

 ANNUAL FREQUENCY

27%

16%
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INTERNATIONAL TRAVEL
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40%

35%

30%

25%

20%

15%
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0

42%

37%

35%

19%

17%

15% 14%

11%

3%

TYPE OF HOLIDAY BOOKED
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ANNUAL FREQUENCY

27.2

37.8

27%

31%

23%

19%

Multiple times

Once

Not every year but occasionally

Never, very rarely

80

18 18

12
11 10

7
4

3

HOLIDAY DESTINATIONS BOOKED

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0

WESTER
N EU

ROPE (S
PAIN, FR

ANCE ET
C)

BEACH HOLID
AY

CITY 
BREAK

CULTU
RAL O

R HISTORICAL TR
IP

ALL-
INCLUSIVE R

ESORT STAY

VISITIN
G FR

IEN
DS OR FAMILY

CRUISE

ADVENTURE O
R ACTIVITY 

BASED
OTHER

BUDGET T
RAVEL O

R BACKPACKING

NORTH AMERICA (USA, CANADA)

EASTER
N EU

ROPE (P
OLAND, CROATIA

 ETC
)

OTHER

ASIA (TH
AILA

ND, JA
PAN, IN

DIA ETC
)

AUSTRALIA
 OR NEW

 ZEA
LAND

AFRICA (M
OROCCO, SOUTH AFRICA ETC

)

CENTRAL O
R SOUTH AMERICA

MIDDLE E
AST (U

AE, J
ORDAN, IS

RAEL E
TC)

A
U

D
IE

N
C

E 
D

A
T

A
 P

A
C

K A
U

D
IE

N
C

E 
D

A
T

A
 P

A
C

K



PAGE

20

PAGE

21

TRAVEL LEISURE
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71% 71%

61% 61%60% 60%58% 58%

47% 47%

44% 44%44% 44%43% 43%

18%

17%
12% 11%

8%

24%

BOOKING METHOD

LEISURE TIME

DIRECTLY
 TH

ROUGH AIRLIN
E O

R HOTEL
 WEBSITES

SPEND TIM
E W

ITH
 FAMILY 

OR FR
IEN

DS

ONLIN
E TR

AVEL A
GENCIES

 (EX
PEDIA, BOOKING.COM ETC

)

WATC
H TV OR FIL
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PACKAGE H
OLID

AY P
ROVIDERS  (TU

I, JE
T2H

OLID
AYS

)

GO FO
R WALKS OR HIKES

THROUGH A TR
AVEL A

GENT (I
N PERSON OR ONLIN

E)

READ BOOKS OR MAGAZIN
ES

HOLID
AY R

ENTAL P
LAT

FORMS (AIRBNB, VRBO)

LIS
TEN

 TO MUSIC OR PODCASTS

I DON’T B
OOK HOLID

AYS
 MYSELF

EXE
RCISE O

R PLAY
 SPORTS

DEAL O
R DISCOUNT W

EBSITES
 (SECRET E

SCAPES, TR
AVELZ

OO)

ATT
END EV

ENTS (CONCERTS, FE
STIVA

LS, TH
EAT

RE)
OTHER

TRAVEL O
R TAKE S

HORT B
REAKS

COOK OR BAKE

VOLUNTEE
R OR PA

RTICIPAT
E IN

 COMMUNITY 
ACTIVITIE

S

CREAT
IVE H

OBBIES
 (ARTS, CRAFTS

, PHOTOGRAPHY)

SHOP (IN
-STORE O

R ONLIN
E)

PLAY
 VIDEO OR COMPUTER

 GAMES
OTHER
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SHOPPING

60%

50%

40%

30%

20%

10%

0

ONLINE PRODUCTS

CLOTHING & ACCESSORIES

BOOKS, MEDIA OR SUBSCRIPTIO
NS

HOME &
 GARDEN ITE

MS

ELE
CTRONICS AND GADGETS

GROCERIES
 AND FO

OD ITE
MS

GIFTS
 OR OCCASION-BASED ITE

MS

SPORTS AND FIT
NESS EQ

UIPMENT

HEALTH
 AND BEAUTY P

RODUCTS

PET S
UPPLIE

S

HOBBY O
R CRAFT M

ATE
RIALS

OFFI
CE O

R SCHOOL S
UPPLIE

S

BABY O
R CHILD

REN’S PRODUCTS
OTHERNever

1-2 times

3-5 times

6-10 times

More than 10 times

It varies / not sure

SHOPPING ONLINE85% WOULD CONSIDER SUPPORTING LOCAL RETAILERS 
PERTNERED WITH SCCC

9%8%

19%

10%

25%

12%
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HEALTHCARE MATCHDAY TRANSPORT
USE OF PRIVATE HEALTHCARE

58% WOULD CONSIDER A HEALTHCARE PROVIDER 
RECOMMENDED BY SCCC
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39%

61%

DENTIST & OPTICIANS

12%

12%

43%

33%

Yes

No

I have a regular dentist

I have a regular optician

I have both

No

METHOD

70%

60%

50%

40%

30%

20%

10%

0

TRAINCAR
WALK BUS

OTHER
CYCLE TAXI

3% 3% 2% 1%

12
%

60
%

19
%
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SUBSCRIPTION SERVICES

None

1 to 2

3 to 3

5 to 6

7 or more

Prefer not to say

NUMBER OF SERVICES

TYPE - ENTERTAINMENT

TYPE - OTHERS

6%3%

8%

26%

39%

18%

70%

60%

50%

40%

30%

20%

10%

0

20%

15%

10%

5%

0

NETF
LIX

SOFTW
ARE

AMAZON PRIME

CLOUD STORAGE

SKY G
O / S

KY C
INEMA

MEAL O
R GROCERY

DISNEY 
+

MEAL K
IT D

ELI
VERY

TNT SPORTS

FITN
ESS OR WELL

BEIN
G

SPOTIFY
 (M

USIC)

ONLIN
E LE

ARNING

DISCOVERY +

SUBSCRIPTIO
N

PARAMOUNT +
NOW TV

APPLE T
V +

APPLE M
USIC

OTHER
BRITB

OX

NONE O
F TH

E A
BOVE

OTHER

30
%

6%

26
%

6%

20
%

2%

18
%

2%

17
%

1%

16
%

12
%

12
%

7%

3%

1%

31
%

8%

59
%

18
%

58
%

16
%
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SPORTS CONSUMPTION

TYPE - ENTERTAINMENT

VIEWING HOURS

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

35%

30%

25%

20%

15%

10%

5%

0

1-3
 HOURS

WATCHING ON TV (FREE-TO-AIR OR SUBSCRIPTION CHANNELS)

ATTENDING MATCHES / EVENTS IN PERSON

LISTENING ON THE RADIO

FOLLOWING LIVE TEXT UPDATES (E.G. BBC SPORT, APPS, WEBSITES)

USING A CLUB OR COLLEAGUE’S OFFICIAL APP / WEBSITE

FOLLOWING UPDATES ON SOCIAL MEDIA

WATCHING IN A PUB OR SPORTS BAR

I DO NOT WATCH LIVE SPORT

STREAMING ONLINE  
(E.G. SKY GO, NOW, TNT SPORTS, AMAZON PRIME, YOU TUBE)

VIEWING METHOD

LES
S TH

AN 1 H
OUR

4-6
 HOURS

7-1
0 H

OURS

MORE TH
AN 10 

HOURS

19
%

18
%

31
%

85%

80%

64%

57%

55%

33%

28%

22%

1%

6%

25
%
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RELATIONSHIP WITH SPORT

A regular sports viewer

Die-hard sports fan

A social follower (I enjoy watching when others are watching)

Not really interested in sports beyond SCCC

I don’t follow sport at all

31%

9%

1%

6%

54%



For more information contact: adamb@somersetcountycc.co.uk


