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Workshop Content

 Understanding your audience

 Marketing and communications

 Running your sessions

 Keeping them coming back 

Key Resources

Women in Sport: 

 Understanding Women’s Lives 

Sport England:

 Go Where Women Are

 Helping Women and Girls to Get Active: A Practical Guide 

 This Girl Can

https://www.womeninsport.org/resources/understanding-womens-lives/
http://www.sportengland.org/media/806351/gowherewomenare_final_01062015final.pdf
http://www.sportengland.org/our-work/equality-diversity/women/helping-women-and-girls-get-active/
http://www.thisgirlcan.co.uk/


Before we start…

Group discussion: women & girls’ sport

• What are you trying to achieve as an organisation?

• What do you find challenging?

TASK



Before planning delivery…

Make sure you are familiar with 

the key principles to engaging 

better with women and girls



KEY INSIGHT PRINCIPLES

1. Change the offer to suit the women you are targeting – don’t expect 

women to change to fit sport and exercise

2. Don’t just talk about ‘sport’ – for many women, sport has baggage

3. Differentiate sport and exercise from other interests by promoting (not 

preaching) the additional benefits – sell what your audience is asking for

4. Seeing is believing. Making sport the ‘norm’ for women relies on local 

women of all ages, sizes and faiths not only becoming active but 

celebrating it and encouraging others to join in

5. Use positivity and encouragement to drive action – stimulating action 

through fear of consequences will have little traction

6. Make it easy for women to act: right time, right place, right welcome, right 

company, right gear

7. People make or break the experience – ensure your audience are 

appropriately supported

Source: Go Where Women Are, Sport England, 2015



1. UNDERSTANDING YOUR AUDIENCE 



One size does not fit all



“I think about exercise everyday”. “I feel guilty 

about exercise everyday”

Women shoulder a lot of guilt which causes 

exercise to carry with it negative overtones

Source:  This Girl Can Evaluation (Futurethinking)

I should be 

healthier

I shouldn’t be so 

lazy

I’d like to lose 

weight

I think I would feel 

better

All my friends are 

exercising

I used to like it



We are mainly driven by emotion…



Emotional barriers are just as important as 

practical barriers

FEAR OF JUDGEMENT



‘Values…principles or 

standards of behaviour; 

ones judgement of what is 

important in life’ 



A COMPLEX

VALUE SYSTEM



HAPPINESS

CONTENTMENT

SELF WORTH

“Cycling is something I can enjoy 

with the kids so I love it – it’s a 

wholesome family activity” 

“Of course going out with my friends and 

having fun is really important – it can’t all 

be about work!”



TASK



IN ORDER FOR SPORT 

TO ENGAGE WITH 

WOMEN IT MUST 

ALIGN ITSELF WITH 

THEIR VALUES



THINK         DO SAY

Strategy Programming Communications

How can you apply this to your work…



What do you know about your audience?

What can you do to fill gaps in knowledge? 

What does the CSP have to help you 

understand your audience?

TASK



2. MARKETING AND COMMUNICATIONS



How do I…

Choose the right communication method for my 
audience?

Make our communication genuine and welcoming?

Find a bank of images that I can use, that include 
local women?



Example tweets…







Review your marketing…

• Who is the target audience?

• What tone and imagery are used?

• Is it aligned to any values?

TASK



3. RUNNING YOUR SESSIONS



Designing the experience – things to think about

25



26

“When I first started at netball I was a bit

nervous as I didn’t know anyone. When I

arrived the coach introduced me to my

’buddy’ and she then introduced me to other

people, it meant that I had a partner for the

practices and was someone that I could ask

questions to.

My buddy even text me before training the

next week to ask if I was going which was

nice. It just takes away the feeling of being

on your own for the first few weeks”.

Laura, Taunton



4. KEEPING THEM COMING BACK



Behaviour change is a journey – and 

falling off the wagon is normal… 

Pre-contemplation

Contemplation

Preparation

Action

Maintenance

RELAPSE

‘I’d rather go out 

with mates thanks’ ‘I’ve been 

thinking about 

maybe joining a 

gym but they’re 

so expensive!’‘I’ve finally 

signed up to 

a local gym’

‘Trying to go to 

the gym once a 

week but doesn’t 

always go to 

plan!’
‘Having to work on 

a Sat morning –

this is the first time 

I’ve missed my 

class in years!’

SOURCE: Prochaska and Diclemente Transtheoretical Model of Behaviour Change

What’s working?

What’s not 

working?

1
ST

EXPERIENCE 



Considerations
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Source: Sport England



ON-GOING CONVERSATION

Before:

Initial research to shape the 

programme and create interest

For the duration:

Continued conversation to ensure 

the programme is still fulfilling the 

values of the participants. What was 

their first experience like? What 

is/isn’t working for them?

Ensure 

participants feel 

important and 

part of a 

community



Feedback is vital!

Monitoring and evaluation can take many different forms, but there 

are key principles that always apply:

• Combine multiple sources of information

• Be practical about what you can achieve

• Measure

• Combine the lessons learned on a weekly basis

• Change and adapt your approach

• Take time to discuss the findings properly





Let’s pledge together!

TASK



THANK YOU!


