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The Sporting Landscape

Department for Digital, Culture, Media and Sport

UK Sport Sport England

Elite performance All grassroots sport:

In major events Increasing participation
Olympic and Supporting talent
Paralympics Improving facilities

Statutory planning

Grassroots sport is devolved so...

mzy N Y
y(_aié \ ﬁles >A1 sport . m Northern Ireland port

Llywodraeth Cymru 2O c Mw The Scottish SCOtlan Executive nertherntrtond

Government
Welsh Government Riaghaltas na h-Alba



Sport England

« ESTABLISHED BY ROYAL CHARTER IN 1972

« GOVERNMENT FUNDED AGENCY - REFERRED TO AS A “NON
DEPARTMENTAL PUBLIC BODY” - NDPB

« ACCOUNTABLE TO PARLIAMENT AND SPONSORED BY THE
DEPARTMENT FOR DIGITAL, CULTURE, MEDIA AND SPORT

 FUNDING COMES FROM TWO SOURCES - EXCHEQUER AND NATIONAL
LOTTERY

« COMMUNITY SPORT AND TALENT DEVELOPMENT RESPONSIBILITY
(ELITE SPORT = UK SPORT)

« STATUTORY CONSULTEE ON PLAYING FIELD REDEVELOPMENT
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Starting Point: Sporting Future
A new strategy for an active nation

k2
e ‘All new government funding for sport and
physical activity will go to organisations which
can best demonstrate that they will deliver
some or all of the five outcomes in this strategy.
We are open-minded about what type of
organisation should receive this funding.
However, it is likely that organisations which
e show that they can work collaboratively and
#SportingFuture tailor their work at the local level will be best

placed to access this funding.’

Sporting Future:

A New Strategy for an Active Nation

Sporting Future, Page 16

Sport for a purpose not for its own sake



Why invest public money in sport?

Social and
Community
Development

Economic
Development

Physical Mental Individual

Wellbeing Wellbeing Development
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We want everyone in England, regardless
of age, background or level of ability

to feel able to engage in sport and
physical activity.

Some will be young, fit and talented —
but most will not.

| We need a sport sector that welcomes
| everyone — meets their needs, treats
% them as individuals and values them
|| as customers.

> gy

g I



LEVELS OF ACTIVITY \TP EnaLAND

Our data shows that 6 in 10 adults are physically active

INACTIVE FAIRLY ACTIVE ACTIVE MAY 16/17

LESS THAN 30 MINUTES A WEEK 30']49 MINUTES A WEEK

25.6% 13.8%

23.6% OF PEOPLE (11.5M) 13.8% (6.2M) ARE FAIRLY 60.6% DO 150 MINUTES
DO LESS THAN 30 ACTIVE BUT DON'T REACH OR MORE A WEEK
MINUTES A WEEK 150 MINUTES A WEEK

LINK TO DATA TABLES >


http://www.sportengland.org/media/12451/tables-1-4_levels-of-activity.xlsx

BEING ACTIVE = 150 MINUTES/WEEK

_ AREA OF HIGHEST IMPACT

Health benefits

I I I I I
Sedentary 100 200 300 400 500 600

Weekly physical activity (min)

‘the biggest gains and the best value for public investment is found in
addressing the people who are least active’




Key themes

- INVESTING FOR A PURPOSE, NOT SPORT
FOR SPORT’S SAKE

« BEHAVIOUR CHANGE

- CUSTOMER FOCUS

- UNDER-REPRESENTED GROUPS
- CHILDREN AND YOUNG PEOPLE
- WIDER PARTNERSHIPS

« GOVERNANCE AND EFFICIENCY

« A NEW APPROACH TO MEASUREMENT
AND EVALUATION



WE ARE ALL SOMEWHERE ON A BEHAVIOURAL

JOURNEY...
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GETTING STARTED ACTION

o

STICKING WITH IT MAINTENANCE
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No. of sessions per month

Focus on the
active person SAM’S SPORTING LIFE

Played football and Decided to get back The 5k charity run (2001)
cricket at school into ‘groper ootball’ and was fun but the marathon
and college play Sunday league for training (2004) was tough

a few seasons

Cricket stopped when Coaxed back into The gym may be Mountain bike for Sam's
work started. 5-a-side football by a friend convenient but can 40th. Muddy fun with
was all Sam could find but birth of first be quite dull mates at the weekend
time for child meant only
one season

24

20

16

12

8

1982 84 86 88 90 92 94 98 00 02 04 06 08 10 12 14 2016

Time

®Football @ Cricket ®Gvm Runnina @ Cvclina



Customer focus
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* Why customer?
* Who is the customer?
, * What do they need and want?

/+ Designing the offer based on
 audience
* insight
* Feedback and redesign

» Measurement and evaluation



NEED TO DRIVE GROWTH
T NS |\
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Groups

There is a social gradient to the amount of sport and physical activity people do

Inactive Active
NS SEC 1-2 179% I o
nssec s [ =+ I o
nssec 4 [N -+ I
NS SEC 5 27% _ 59%
NS SEC 6-7 32% _ 549,
NS SEC 8 37% [ 49%

Source: Active Lives Year One Data, Note - The physical activity data presented in this presentation excludes gardening.



Men are more likely to
be active than women

41% m Male

0
30% 299 33%
19%
. 11%

jties jyities ont

acti .
spoi““g 1‘1\“955 g for \eﬁu: C‘Ic\mg

Cy c\\‘\f\

Continued focus

Female
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m Active

m Fairly active

B [nactive
449/,
38% 249,
30% >
10%
- 4% 1% 3%
or trave el eisv ing 10 ,“ave panc®

w \\(\'ﬂg Wu\\l

Extended remit

Source: Active Lives Year One Data, Note - The physical activity data presented in this presentation excludes gardening.



Behaviour Change
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Understanding Our Customers

Perceptions

W\otivations
Needs
Soectation

who are fhey? Nnete are ey
(Qemograpfi/cs) QReOJATNSS)

What do

they do?
(behaviours —
sporting and
non-sporting)

SPORT
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We are all somewhere on a
behavioural journey...
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CONTEMPLATION
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GETTING STARTED ACTION

o

STICKING WITH IT MAINTENANCE
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Challenge ONE

The Intention — Action Gap SPORT

\Y# ENGLAND



C h al I en g = TWO Thinking about it

Planning to do something soon

Routine
)
)

oV
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A

Getting started

Building a sport or physical activity habit is hard!
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Challenge THREE

Sticking with it

Even with a strong habit - life gets in the way!

SPORT
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Recap - 3 major challenges and ‘markets’:

Not thinking about
it or think about it

(for ages!)
WU S CONTEMPLATION @ |11 S==——————————— 3

——

i

1 Creating regular
: activity habits is
I
I

|
: I
I
really hard : -
i I :
GETTING STARTED T
: I : Even for those
---------------- """'*'""""':_"_: with strong habits
STICKING WITH IT MAINTENANCE : : - life gets in the
1 way
_________________________________ 1 e o o o o o o
market
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How do we help people to get active and
stay active?

The COM-B model

OPPORTUNITY
Physical (e.g. suitable

CAPABILITY

environment, facilities)
& social (e.g. social
norms, someone to
take part with or
support them)

Physical & psychological Motivated enough to
(e.g. injuries, memory do the behaviour over
capacity, confidence another (or doing
etc.) nothing)

~ |

BEHAVIOUR

SPORT
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Theory Into Practice
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his Girl Can — Launch advert

https://www.youtube.com/watch?v=toH4GcPQXpc



https://www.youtube.com/watch?v=toH4GcPQXpc

The stubborn gender gap meant we had to
do something different

Once a week participation
10 -

Source: Sport England’s Active People results for the 12 months to the period shown on the chart
' "
0 SPORT
4 \YF ENGLAND

LOTTERY FUNDED




Fear of jJudgement emerged as the root
emotion holding women back

Judgement barriers

Appearance

Ability

Priorities

« Being sweaty

* Having a red face

« Not looking like | usually do
(made up)

« (Changing in front of others

«  Wearing tight clothing

» Wearing sports clothing

«  Wearing the wrong clothing/kit

« Showing my body

* How my body looks during
exercise (jiggling)

» Not appearing feminine

» Developing too many muscles

Not being fit enough

Not being good enough

Not being competitive/serious
enough

Not knowing the rules

Not knowing what equipment to
bring

Bringing the wrong equipment
Holding back the group

Being foo good

Being seen as too
competitive/serious

Spending time exercising
when time with the family
should be more important
Spending time exercising
when time with friends should
be more important

Spending time exercising
when time studying/working
should be more important
Spending time exercising
when there are other things |
should be doing that are more
important



We quickly learnt that being relatable was key

Looks like me

Acts like me Sounds like me

Red faced

Sweating

No air-brushing

Diversity in: size

Isn’t an expert That’s what | worry about

Isn’t the fastest

Talks like one of the girls
Isn’t the strongest

Doesn’t patronise
Diversity in: location/venue

ethnicity sport/activity
faith alone/friend/group
age

disabilities



So with this iIn mind we set out to:

Increase
participation in
sport and
exercise among
women and girls
aged 14 to 60

"
SPORT
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LOTTERY FUNDED

Change the
opportunities
available to women
to be active

Change how
women and girls
aged 14 to 60
feel and think
about exercising
and playing sport







""" Appearance
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#thisgirlcan

|
£

L. slowdsut 1
everyone on the'couch:
(L

Ability

.

1 lapping

THIS
GIRL
CAN




The insight also told us to go where
women are

mumw-nmnm E=—m

1 IN ‘7'_|,] not alone: 75% of women are put off
\ NI IDSE.

This Girl Can | Sprinkle of Glitter | ad _ & LLE

1 year ago * 267,426 v

Previous Video - http://bit.ly/1JjZHIL Being Body Confident -

; sky
S hitp://bit.ly/1v8zH7N Viogmas 2014 - http://bit.ly/1Gn6nBG - Paid for .. m l DailyWail - l
g (‘

mal
+ WOMEN  GLAMOUR

COSMOPOLITAN =weekend
mariedai'e The Daily Telegraph
THE s:28&. TIMES
guardian NDEPENDENT
DITET sexeress METRC CORONATIOEJ STREET 7

WOMAN’S HAUR o =
ELLEUK.COM

reemoGLE primal /Y234

Lauren @LaurenTeresad5 - 3h
a TmanICanUr( Feelxng empowered while waiting for the train! #ThisGiriCan
prc twitter.com/sXv7YBwDBH

1

L‘ Thls G",',‘?a“ X W

@LaurenTeresa95 That's what we like to
hearl

A
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Susan O'Connor | really love this campaign. So positive. (2]
' Like - Reply - «5 1 - 9 hours ago

FI Madden Gives me shivers! @

Like - 8 hours agc
T— - .

SPORT
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TIME

A Campaign That Encourages Women
To Work Out & Ditch Body
Insecurities

By Leke Shi Ying, 14 Feo 2015

Care o -

addre ox

Like us on Facebook

m»«n-cmmom
Jaruay ¢ 310

Loving e campeign This Gt Gan

"Tris G Can is bare 10 neglen womee 1
wiggie Jggho. mave and prove that pagemont
& 0 ok thal cer be ovrtome.*

T GH Cam cvnhiries Bn ATeTee w2 an arig
0 150 e marter o ey 40 0 S ey (e o0
I gy ey g T e

Camila Castiblanco. = Castiporques|

Mujeres reales entrenando por mejorar su estilo de vida. #SiSePuede
‘ThisGiriCan youtube.com/embed/aN7itOCY

JESUIS [
COSMOPOLITAN B

MAUTE  WODS  GOND  MEORLE  PSACNO

LFSTAE  RORME QWY

abms

#THISGIRLCAN, UN HASHTAG POUR SE
METTRE AU SPORT

" A 9 2

129K 114 723K b,
Kupunn fuaenox

RDADENDM

b, TEMCTRE I, My, PN - commaest Mapulebr

4 retagrees GDIDCHON ¢ oaa0 s MM0mor

Wt 80

(l" -
" Kpen Do N

L slow:But 'y lapping

Trow G0 S o Dt T i C/Rean 7o iy il Zpeenaend Tias 1
NOnsMOlL. FTvifoan

everyone on the couch:
| G DALY LIFE

a Available on
s

| roon - J|

i o

iy 0w Sorw: Hwms - Hioath & Fiwse » Minons
ks -

Awesome #ThisGirlCan campaign
UE encourages women to get fit

Jevary N, 200G HEW B very v
Secsores  Noboas Mh Ffls bamn
) W Duiy -
NOTICIAS CUATRO 3 (nidme ¢ LidaRveaves - Swriorm G - Po y Ve Vo 44 Vetave
o Pl e e T [ ftem BT g

Asi entrenan las mujeres reales

Un video que anima 8 lodas las mujerss
las BOO.DOO visitas

TS B S Sl

LI oo dxers wonarans

® Making spert patasle

se [ lave my |
wse I hate u
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104

million views
Youtube and Facebook
channels

Trended

#1

on Twitter and
Google

770,000

girls and
women
have joined the
social media
community

million
tweets
using #ThisGirlCan

The campaign has been talked about everyday on social media
since the campaign was launched on 12 January 2015

Sport England: Towards an Active Nation 2016-21



It Inspired women whether they are
currently active or not

. . Being the voice in women’s heads
Making sport possible that says ‘you can do this!”

“I'really like the ‘This GiH Can’ campaign. It “I have felt a lot more positive about
reminded me how much love fo get a exercise once | have done it. | feel much
sweat on, gef out fhere and enjoy better. | feel more confident in myself.

exercising again. Plus, I love the way if When I run, | keep that advert 'This Girl
features real women with real bodies that Can' in my head and just get out and

wobble! At the end of the day it's opening do it"
up the idea that we can all take partf in '

fitness and wear lycra, we don’t have fo
look like Elle Macpherson!”

Clare, Newcastle, 28-40 Kirm. Birmingham, 28-40

Source: Future Thinking Cohort Study for TGC, 2016

SPORT
\Y# ENGLAND



And many women took action
as a result of it

16.8m Motivation Awareness Any action

WOMEN AGED 14-60

in ENGLAND " — “ —

57% 53% 44%
motivated by the recognise the Of recognisers have
campaign campaign taken action as a
result
4

N o Starting
ny activity Activity

. -— “ —

17% 32%
Of recognisers have started or ~ Of recognisers have done some or more
re-started exercising exercise as a result SPORT

\Y# ENGLAND



Industry Change

Change the
oppeortunities
available fo women
to be active

’ N
SPORT
@ \?’ ENGLAND

LOTTERY FUNDED
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Why are we focusing on swimming?

Once a Week Swimming
Participation over Time

Age il Agelds

3,400,000

3,200,000 — \

000,000 m

2,300,000 \
2,600,000

2,400,000

2,200,000

T R D . OB R
d‘;‘@ ,‘Q“’@ &0"’\"@ ‘Q"HP éfi“\é} <:ta“;\m ec@'@ Q"’\‘G t:?ﬁ -\5’\:& \9\"9 -\,":\0 *&‘Q *{1}‘@ -\.":"@ QM x"\:& '\?‘@ ¢,‘P @‘@

« FASTER DECLINE FOR WOMEN éll-lr\!

A

« YET, 2.2 MILLION WOMEN WHO
DON'T SWIM SAY THEY WANT T0O!




The challenge for swimming?

*Sharply rising cost of swimming — a barrier for some
*Swimming experience not seen as ‘value for money’
*Swimming is not visible or relevant on day-to-day basis
*The opportunities to swim casually are reducing
*Building a swimming habit is difficult

*One fifth of adults cannot swim

*The casual swimming offer and experience is not meeting
the needs of consumers



We spoke to our target audience to design
an engaging experience

What if the experience was...

] think it would work
really well, all
problems that put you

— A few hours of female adult-only swimming ::fhf’:;“ga';?;’aﬁl';ﬁe“

— Friendly and welcoming staff such as a pool helper who are
there to reassure you along the way

) _ ) “Super- a few of the
— Swim at your own pace - de-stressing and relaxation for minor details such as
mind, body and soul. Do there need to be lanes? coat hooks for gowns
could really make a
difference for women

’ who are self
— Handy robe hooks or baskets next to the pool so you don’t conscious or nervous

have to walk out in your swimming costume about wearing
swimwear”

— Bikinis, Burkinis, swimming costumes or T-shirts are allowed
in the pool

— High powered hairdryers and clean changing rooms that take
out some of the hassle



What are we learning?

Successful programme with 90,000 session
visits with high satisfaction and growing
confidence from both customers and the
workforce

Sessions are attracting new and lapsed
swimmers including those currently inactive.

Targeted local marketing and ‘women only’ is
driving initial interest. Reaching our intended
audience in a compelling way is key — word of
mouth also important.

The ‘right’ workforce - especially the new
‘supporter’ role is a crucial driver of satisfaction

Impact of improvements to facilities

Wrap around experience

“l could only swim one length when | started and
only swam next to the edge. | can now swim 26! |
also participated in a Mud Run and swam across
a lake, which | still can’t believe | had the
confidence to do it, and feel very proud. | cannot
say | fear water anymore and found new passion
for swimming. | am very grateful to This Girl Can.
AND THIS GIRL DID IT.”

| love these sessions it’s so much more
relaxing without men smashing their way
through and shouting at you if you stop

to have a natter

She [the pool helper] is wonderful she makes us all feel so
relaxed, | am not a very good swimmer and it’s nice to
have someone there keeping you motivated

Market Drayton , ,



What we learnt:

 Have a clear target audience

» Really understand that audience

* Follow the insight and deliver the right

experience even If it takes you to new and
unusual places

SPORT
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Influence the Sport Sector and Beyond

SPORT
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BUT AS MUCH AS WE’VE DONE THINGS
LIKE THIS...

¥
{

.
Sweating
like a pig,

I &lso know

feeling y the

like a fox.

\\
()1%"51 rule.

2 g7 o THIS
4 \Y# ENGLAND GIRL
LOTTERY FUNDED PN



OTHER BRANDS HAVE DONE THINGS LIKE
THIS...

y TAKE THE PROTEIN WORLD
s 30 DAY CHALLENGE

Y
SPORT
“0 \?’ ENGLAND

LOTTERY FUNDED




A ® = #:7%] 10:10

Q Search ° =
B8

f»-‘—"@,: Dan Thomas »> Shit London

1 hr « London, United Kingdom * @

Oh fuck off. — at @ Shepherd's Bush tube station

TAKE THE PROTEIN WORLD
30 DAY CHALLENGE

PROTEINWORLD.COM

Yy

o - - ~ P
O=2 119 33 comments 1 share

il Like §8 Comment A Share

= .4 #17%] 10:09

&1 Marianne Molotov
N That was my reaction too.

ninutes ago + Like * Reply
Lisa Castagner

All advertising is vom, but | just passed this
considered antidote:

ninutesago *+ Like « 1 7 - Reply

Q Write a comment...






his Girl Can — Phenomenal Women

https://www.youtube.com/watch?v=BZoXvIxgFRc



https://www.youtube.com/watch?v=BZoXyIxqFRc

What to look out for:
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Local Delivery Pilots

Workforce Strategy a
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Careers in sport

« Sport England summer internship

12 week fixed-term placement (June — Sept)

Open to all students with at least one year of study
remaining

Application process for Summer 2018 opens in April
Paid!

« Sport England, Sport and Recreation Alliance, UK
Sports all have careers/jobs section on their websites

SPORT
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Thank you

Andy Lewis

andrew.lewis@sportengland.org

@andyjameslewis
Anna Collins

anna.collins@sportengland.org

@ajpcollins

SPORT
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mailto:andrew.lewis@sportengland.org
mailto:anna.collins@sportengland.org

Want to find out more?

www.sportengland.org

@sport_england

linkedin.com/company/sport-england/

@officialsportengland

facebook.com/sportengland/

YouTube Channel: SportEnglandFilm
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