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• Approach to 
understanding the 
challenge

• Insight taking us to 
new answers

• What we learnt 
along the way

• Supply & Demand

Focus Upon



• Insights
• Thinking Behind 

Each Phase
• Impact
• Learning

Campaign Summary



Policy

Physical environment

Organisations and 
institutions

Social environment

Individual

Policy
Laws, rules, 
regulations, codes, 
local and national 
strategies
Physical 
environment
Urban / rural 
geography
Access to parks
Access to open, safe 
spaces
Transport 
communications
Organisations and 
institutions
Local authorities
Leisure centres and 
other service 
providers
Educational settings
NGBs and sports 
clubs

Social environment
Cultural factors
Religious factors
Social capital and cohesion
Racism, sexism, discrimination
Individual
Demographic profile
Socioeconomic factors
Education
Physical literacy
Capability, motivations, 
attitudes

Each component includes, but is not limited to:

Don’t Just Focus on the Individual
System shapes our attitudes, behaviours & experiences
of sport & physical activityl



CAPABILITY
How capable people feel to 
be active – psychologically 

and physically

OPPORTUNITY
How much people think 

they have the opportunity 
– in terms of physical and 

social – to be active

MOTIVATION

How motivated people 
are to be active

BEHAVIOUR
Levels of physical activity

Source: Michie, West, Atkins 2011

Consider the ‘COM-B Model’



The Challenge: Women Are Less Active

Source: Active People Survey



Fear of judgement emerged as the root emotion holding women back

• 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 too good
• Being seen as too 

competitive/serious

• 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 too good
• Being seen as too 

competitive/serious



So with this is mind we set out to

Increase activity levels of women aged 14-60

Change how women and 
girls feel and think about 

exercising and playing 
sport

Enhance the 
opportunities available 
to women and girls to 

be active



Change how women 
and girls feel and 

think about 
exercising and 
playing sport







Women come in all shapes and 
sizes and all levels of ability. It 
doesn’t matter if you’re rubbish or 
an expert. The brilliant thing is 
that you’re a women and you’re 
doing something 



• Realisation
• Inspiration
• Self Identification

Phasing the Campaign



1000+ comments

Realisation



Inspiration
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Facebook Twitter Instagram

Website

Self Identification



“I have felt a lot more 
positive abut exercise once I 
have done it, I feel much 
better. I feel more confident 
in myself. When I run I keep 
the ad This Girl Can in my 
head and I just get out and 
do it. 

Kim, Birmingham. 



Self Identification



Impact





70% of women aged 
14-40 have reported 
being motivated by 
the campaign

Source: Kantar’s Standard Advertisement 
Evaluation Metric



Two-thirds of women 
(67%) agree the ads made 
them think that any 
exercise they can fit into 
their schedule is worth 
doing

Source: Sport England’s This Girl Can Survey, Kantar 
Public



53% of women agree that
‘people like me are doing
sport and exercise’

Source: Sport England’s This Girl Can Survey, Kantar 
Public



2.9 million women aged
14-60 have been more
active as a result of seeing
the campaign

Source: Kantar’s Standard Advertisement Evaluation 
Metric – Kantar Public



LEARNING:

Fear of Judgement doesn’t
go away. Its about
managing fears & 
gathering the confidence 
to get active in spite of 
them



LEARNING:

Small changes by
providers can make a
HUGE difference to how
women feel



LEARNING:

Don’t just show … TELL



LEARNING:

Habits are hard to build
and easy to break



Enhance the 
opportunities 

available to women 
and girls to be active



TGC Activity Finder 



Partnerships



TGC Classes



Partnerships



Partnerships



Partnerships



Partnerships



Partnerships



Reflections
• Insight led design
• Unconventional

approach
• Tone of voice
• Demand & Supply
• National & Local
• Collaboration
• Evaluate & adapt
• Remain relevant



Thank you 

@OKeefeLisa


