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In the growing outdoor sports market, small specialised retailers’ key advantage is the quality of staff-cus-
tomer interactions. However, a critical gap exists: there is little understanding of how customers’ own 
expertise affects satisfaction and what they value during the conversation. Novice and expert customers 
approach stores with very different needs, but retailers lack a model for how to satisfy them. Our central 
research question investigates this gap: How does customer sports expertise moderate the relationship be-
tween staff interaction quality and customer satisfaction in small specialised outdoor sports retail contexts?
Scope: Small specialised outdoor sports retailers are independently owned or small chains (1-10 locations) 
with a specific niche focus (e.g., running) that distinguish them from generalists or brand-owned ones.

Implication: Roadmap for Specialised Outdoor Sports 
Retailers
The findings can be translated into a three-stage roadmap for small outdoor 
sports retailers to shift from an unstructured to an interaction-based model, 
built on three pillars:

Knowledge is Satisfaction
The Impact of Staff-Customer Interaction and Expertise on 
Customer Satisfaction in Specialised Outdoor Sports Retail

How does customer sports 
expertise moderate the 

relationship between staff 
interaction quality and cus-
tomer satisfaction in small 
specialised outdoor sports 

retail contexts?

The cognitive dimension (e.g. learning and reflection) is more 
impactful than the social dimension (receiving advice, asking and 
sharing opinions) on satisfaction. This supports retailers’ belief 
that their core value is providing deep knowledge

Novices are most satisfied by foundational knowledge and in-
terested in finding a local community. Experts are most satisfied 
by peer-level discussions on technicalities and interested in new 
trends that inspire them

Expertise doesn’t moderate the effect of the dimensions, but it 
determines lower satisfaction during some social exchanges

Synthesized Findings

Method
Semi-structured interviews with 
3 sports retail managers.
Outcome
Retailers focus on sales figures, 
deep knowledge and intuitive ap-
proach to deliver conversations.

Purpose
How retailers perceive and man-
age different customer expertise 
levels during daily interactions.

Method
Quantitative survey with 52 cus-
tomers of specialised  outdoor 
sports stores.
Outcome
The cognitive dimension drives 
satisfaction. Moderation hypothesis 
was rejected.

Purpose
Test the moderating effect of ex-
pertise and what topics drive sat-
isfaction.

2. Measure1. Train 3. Community

Implement Staff 
Training Program
•	 Train staff to engage 

with customer per-
spectives.

•	 Tailor the content of the 
conversations: Guidance 
for novices, inspiration 
and technical details for 
experts.

Measure What 
Drives Satisfaction
•	 Shift from just sales 

figures to measuring 
satisfaction, loyalty, 
and Share of Wallet.

•	 Analyse data to under-
stand which cognitive 
and social elements 
create most value.

Evolve into a 
Community Hub
•	 Build a community 

around the store to 
gain a competitive ad-
vantage that could be 
difficult for other com-
petitors to replicate.


