


BUSINESS OBJECTIVE

To address the gender gap by 2020

Role of Activation in context 

ACTIVATION OBJECTIVES

Primary Objective – To change the way sport and physical activity is delivered to women: 
To provide appropriate, tailored sport and physical activity opportunities that respond to our women’s needs and fears

Secondary Objective – To change the way sport and physical activity is promoted to women:
i) To sign-post women to locally available opportunities 

ii) To make the national campaign feel locally relevant and like “it’s something for me”
iii) To amplify and raise awareness of the campaign at a local level 

WOMEN’S EXPERIENCES of THIS GIRL CAN ACTIVATION

The way sport 

is presented to 

women

The way 

women 

experience TGC

The way 

women 

respond to TGC

Our ultimate 

goal

Awareness of 
campaign and 

judgement 
barriers

Gathering 
information and 

researching options

Find a way of 
managing barriers 
to try something

out

Investigating 
the 

environment/
space

CAMPAIGN OBJECTIVES

To create a change in behaviour (Action) To create a societal norm (Attitude)

Increase the number of women 
who are regularly active

Decrease the number of women who 
are inactive

CONFIDENCE-
Increase the number of women 
saying "I don’t worry about 
what others think of me when 
I’m exercising“ 

RESILIENCE-
Decrease the number of women saying 
“I feel less confident returning to 
exercise if I miss a sport or exercise 
session(s)’’

BELONGING-
Increase the number of women 
saying "People like me are doing 
sport and exercise“ 

Testing out 
the 

atmosphere/
social dynamic

Assessing the 
trainer/

Instructor/
leader

Try it again/
Try something else/

Have a break

This can take different lengths of time depending on the individual and they can lapse at any point



Investment Programme - Local Delivery 

“Because our customers don’t live in a vacuum”

• Strong sustainable partnerships building on wider existing relationships

• More co-ordinated investment appropriate for that location as a principle.

• Focussed intervention to support Place Based Thinking



Investment Programme – Facilities 

“Easy access to the right facilities”

• New support for Community Assets

• Increased investment in Strategic Facilities

• Stronger focus on co-located and integrated Community Centres.



Total Capital Investment 2012-16

• SE Investment made: £258million

• Total Project Investment: £1.2billion

• Leverage across programmes ranges from 1:1 to 1:10

• Number of projects funded: 2,867

• Strategic Facilities achieved a 30% reduction in capital build 
cost and 40% improvement in efficiency averaging c.£750,000 

• Combined Throughput in the first full year of operation for 
completed capital projects: 19.5million visits.

Sport England: Towards an Active Nation 2016-21



Future Investment Portfolio

• Two proposed strands – plus potential capital investment into 
programmes

• Strategic Facilities
– to influence the market to be clear on the purpose of their investment 

- to encourage an environment which sustainably delivers local outcomes

• Community Asset Fund
- to help maximise opportunities to transform community environment and 

- create more sustainable, non-grant dependent community organisations

• Capital Investment across other SE Investment Programmes 
• strategically positioned to influence the market and meet the needs of the 

specific target audience.



Mass Market, Tackling Inactivity

Facilities that meet the needs of the customer 

Core Market



Warrington – Orford Park
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Greater range of 
facilities – greater 
range of customers
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6 Doctors 

surgeries

Café/social 

area

Library

Primary Care 

Trust

Lifestyles Team

Swimming 

Pool

Gym / fitness suite-

with well person 

assessment

Dance 

studio

Sports hall 

and courts

Changing 

rooms

Crèche

Extensive 

outdoor 

facilities



OPTIONS 
APPRAISAL

Determine 
investment 

strategy

Behaviour 
change 

required to 
produce 

outcomes

Desired 
outcomes and 

KPIs clearly 
identified

Create 
Strategic 

Vision

Revenue 
Interventions

Capital 
Interventions

Outdoor / Active 
Design

Shaping the Environment

Local Customer 
Insight –

Understand 
Community needs

Cross sector 
collaboration/ shared 

vision.
(Health/Social 

Services/Leisure)

Local 
Priorities 
Identified

Target 
audience 
identified

Customer 
insight, 

motivations and 
behaviour 

change.

Cross sector 
buy-in and 

commitment

Cross sector 
collaboration 
and buy-in.

Best 
practice 
and case 
studies.



Prove the 
impact and 
outcomes

M&E Agreed

Standard/Templa
te

Data capture

Case Studies

Outcome 
focused 

operating 
contracts with 
KPIs aligned to 

outcomes

Customer 
focused facility 

design/mix

If capital intervention determined…

Develop 
and 

improve 
service 
delivery

Make the case 
for 

continued/furthe
r investment

Public or Private

Review 
Service 
Delivery

SE Capital 
Investment 
leveraging 

partner/extern
al investment

Customer 
and non-

user 
consultation

.

Cost Effective 
Build 

Financially 
sustainable 
operation

Possible SE short 
term revenue 

support to 
stimulate outcome 

delivery.

Customer 
focused 
service 
delivery

Community facility 
social/ physical 

activity/ 
sport/health

Co-location/ 
integrated 

service.

Key Insight Principles

- Welcoming
- Not intimidating
- Easily accessible
- Right location
- Flexible

Cross sector 
funding/suppor

t to deliver 
shared vision



Measurement Process Overview
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In Conclusion: Key Shifts in Focus 

• Investing for a purpose, not sport for sport’s sake

• Behaviour change

• Customer focus

• Under-represented groups

• Wider partnerships - its what you can do that counts, not who you are

• Sport England as broker and collaborator: “active investor”


