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The next step is to create communications that will grab the 
attention of women and girls and encourage them to attend 
your sessions. You can have the best session in the world, 
but if your marketing isn’t right, you won’t attract the people 
you want. This is especially important for women and girls, 
where your communications need to help them overcome 
their practical and emotional barriers to attending.

Attracting women’s 
attention and encouraging 
them to attend

Section 3:

HEY, you!
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What communications 
channels should I use?

All of your communications should aim to target 
women and girls as they go about their daily 
lives, across a range of the places they visit and 
platforms they use. Things to consider include:

 ǁ  Add a page or section to your organisation’s website 
to house information about your activities. Or create 
a new website for your programme, if resources allow.

 ǁ  Create an open-access Facebook page for your sports 
or activities.

 ǁ  Create Twitter and Instagram accounts and link them to 
the Facebook page you’ve created – these are great ways 
to attract wider audiences and keep people engaged 
with your activities.

 ǁ  Ensure you post to and update your social media accounts 
regularly to make the most of them and keep people following.

 ǁ  This Local Government Association online guide provides lots  
of useful information on getting the most out of social media  

 click here.

 In addition to your online and social media activity, review which types 
of advertising are most likely to reach your local women and girls, and 
that work within your budget. Potential options include:

 ǁ  Ads or inserted flyers in local free papers.

 ǁ  Poster placements (including bus shelter posters, bus sides and backs, 
noticeboards in community settings like libraries and community centres).

 ǁ  Radio adverts on local commercial stations.

 ǁ  Google advertising with links to the website or page containing your  
sport and physical activities. 

 ǁ  Leaflets, flyers and other promotional materials that can be handed out 
by ‘hit squads’ in community locations, or via dispensers in places like 
shopping centre information points or pubs.

Talk to local media to establish links with editors and 
reporters and explain that your activities will be the  
source of regular content for them.

 ǁ  Write and send regular news releases to local media, 
featuring human interest and facts like those at the  
front of this guide.

 ǁ  Keep it positive and inspiring, focus on the benefits.

 ǁ  Be available for follow-up questions and interviews.

 ǁ  Invite local media to a community launch event for 
any new programme of sport or physical activity.

Consider advertising
your activities

http://www.local.gov.uk/digital-councils
https://www.facebook.com
https://twitter.com
https://instagram.com
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Promotions will help motivate women 
and girls to attend and keep attending. 
There’s lots that you could do here, including:

 ǁ  Free taster sessions of your current and 
new activities.

 ǁ  Loyalty cards for people who attend 
multiple sessions (for example, attend nine  
sessions, get the tenth free).

 ǁ  A reward for attending a certain number of 
sessions (something small after three sessions, 
something bigger after ten). This doesn’t 
necessarily need to be related to activity, and could 
be as simple as a voucher for a coffee. You could 
partner with local businesses, asking them to 
provide the reward in exchange for the 
free publicity, and new people using their business.

The people who come to your sessions are your best 
advertisements. Word of mouth from them is the most powerful 
way to reach new people, so ask them to spread the word. 
Think about what you can do to help, for example you could:

 ǁ  Create and promote a ‘sport buddy’ system, asking existing 
attendees to bring a friend to sessions. Reward both parties 
when this happens.

 ǁ  Encourage get-togethers outside of the sessions themselves, 
such as ‘coffee morning catch-ups’.

 ǁ  Encourage people to pledge via their social media accounts 
to get active/fitter/try a new activity. This increases their 
chances of coming back, and spreads the word to their 
social circles at the same time. Getting a friendship group 
to pledge together is even more powerful.

 ǁ  Give leaflets to your regulars to hand out to friends or 
colleagues.

 ǁ  Go the extra mile to ensure people come back:

 ǁ  Use their name when greeting them.

 ǁ  Make eye contact.

 ǁ  Ask how they found the session.

 ǁ  Ask them for their contact details so that you can 
send them further information and remind them 
about the next session.

What communications 
channels should I use?

Embrace the
people power of

local women

Create simple
promotions

Top tip  I saw a flyer which was attached to my windscreen promoting a 
new yoga class that’s in the evenings. It appealed to me as yoga is very 
relaxing and the photos of the studio looked really picturesque. It made 
me want to join.  This Girl Can research participant
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How can I get women to own 
the conversation themselves 
through social media?
The aim is that over time your attendees will post items to your Facebook and/or 
Twitter or Instagram accounts themselves, giving your online presence a life of 
its own. However, this won’t happen overnight, so be prepared to get active on 
social media yourself.

 Initially you’ll be posting all the content. Make sure you post things regularly, 
keep it interesting and mix it up. It doesn’t need to all be about sport or sharing 
information (although this is important) – it could be something as simple as 
posting photographs or asking questions that require a specific response.

 Click here to view the IWIYW Facebook page and get 
some ideas that might help with your own social media activity.

How do I choose the 
right communication method 
for my audience?
It depends. If your audience is really active on social media, you would focus your 
attention there. However, if they spend less time online, then you would use other, 
offline marketing methods in the community. For example, leaflet door drops near 
your venue, or posters on community boards in local businesses, supermarkets 
and public buildings.

 To get the best results, you’ll probably need to use a mix of methods, some online 
and some printed. Here are a few top tips from other successful projects:

 ǁ  Avoid communication channels or locations that feel either ‘too public health’ 
or ‘too sporty’, as these don’t work for women who are less active.

 ǁ  Instead, place messaging in environments where women are going about 
their daily lives such as mother and baby groups or the school gates – 
keeping it local really helps.

 ǁ  Get your messages out there frequently, as it makes it more likely that 
women will respond to your communications.

 ǁ  Word of mouth is also really powerful and great value for money. Of course, 
this relies on you making the experience great so that people will want 
to talk about it!

Top tip  Over time people will post content on your Facebook pages 
or Twitter pages themselves but at least initially you need to make sure 
that you’re regularly saying things and posting engaging content. It 
doesn’t have to all be about sport either – the point is you’re trying to get 
these women to engage with you and with each other. We found that even 
just posting a picture of a local landmark stimulated conversation.  
Nicola, Partnership & Contracts Coordinator, I Will If You Will (IWIYW), 
Bury Council

Q&A

https://www.facebook.com/pages/I-will-if-you-will/575455429170536


144 5 6 7 82 3 ATTRACTING ATTENTION1

How do I get the most 
out of social media?

Vary the content that you post and make sure you post 
regularly to keep people engaged.

Check your social media accounts at least once a day – 
ideally more frequently – and respond to queries or 
questions promptly.

Your social media accounts are one of the key ways people 
will keep in touch with you and request information, so set 
them up on your phone so you can even respond when you’re 
out and about.

Q&A

Top tip  We found Facebook was better for generating 
conversations than Twitter as you’re not restricted to the 
number of characters and it’s easier to create a sense 
of community as people can see and respond to each 
other’s posts easily and do more with it.  Pritesh, 
Operations Programme Manager, IWIYW, Bury Council

“hey, that was 

a #greatclass, 
thank you!”

“WHO’S UP FOR 
GETTING FIT 
TONIGHT?”

“DO YOU DO 
WOMEN-ONLY 

CLASSES?”

“I’M IN!”

“I DO! TIMES 
AND PLACES ARE LISTED HERE...”

“totally! 
can i bring  
a friend?” 

“OF COURSE!”

“great, I’m glad! see you at the 
next one?”
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How do I create great 
communications materials?

Great communications include carefully crafted messages that 
raise awareness of your activity, and provide essential information 
for attendees. They also reassure women and girls that they won’t 
be judged and that they will be able to participate and have fun 
whatever their level of ability or experience. To get this right you 
need to ‘start where women are’. This means:

 ǁ  Use their language – speak the way local 
people speak. Keep the tone warm, 
friendly and professional, just like your 
sessions will be.

 ǁ  Keep photography real – use people 
of all shapes and sizes, backgrounds, 
non-disabled and disabled, living real 
lives. They should be people that your 
participants can identify with.

 ǁ  Show an understanding of everyday 
issues (don’t be afraid to show women 
looking sweaty, embracing the pressures 
of time and juggling full lives).

 ǁ  Giving your communications the 
personal touch means that the person 
is more likely to pay attention – use 
local language and local women where 
possible and refer to local places. 
Remember, your local women will be 
your local role models, inspiring others.

Top tip  People’s perceptions are 
formed from the very first 
communication they receive, so make 
sure yours set the right tone, and 
reflect the nature of the actual activity 
or session.  Cassie, Insight Manager, 
England Netball

Top tip  Single images, or images 
of women in small groups, were more 
successful than group images, where 
the visual impact got lost. And people 
love seeing the names of friends in 
communications.  Nicola, 
Partnership & Contracts Coordinator, 
IWIYW, Bury Council

Top tip  Images of normal women 
in relaxed, non-traditional sporting 
clothes resonate with women much 
more than really sporty images. Always 
try to use non-traditional images, even 
if it means taking them yourself!  
Pritesh, Operations Programme 
Manager, IWIYW, Bury Council

1    Make your communications 
genuine and welcoming

JOIN IN I_WILL_IF

sandra (from the 
checkouts) Salsas 
every tuesday

Join Sandra and the other women 
and girls of Bury who are getting 
active with ‘I Will If You Will’.  
 
‘I Will If You Will’. is about getting 
together, trying something new 
and having a laugh while we do 
it. Read Sandra’s story and find 
out what’s going on near you visit 
iwillifyouwill.co.uk

what?

When?

Where?

zumba

tuesdayS, 8pm

church hall

JOIn sallY (LuCY’s 
muM) aT PIlates
eveRY tuesDay

Join Sally and the other women 
and girls of Bury who are getting 
active with ‘I Will If You Will’.  
 
‘I Will If You Will’. is about getting 
together, trying something new 
and having a laugh while we do 
it. Read Sally’s story and find out 
what’s going on near you at visit 
iwillifyouwill.co.uk

JOIN IN I_WILL_IF

Where and when?

What kIt do I NeeD?

hOW hard Is It?

hOW much Is It?

church halL, 10 am every tuesday

comfy, Loose fITtIng cLotheS. mat prOvIDed

suItabLe For cOmpLeTe begINners

£2 a class
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Top tip  We made short 30-second videos that we 
uploaded to our Facebook page, so that people could 
see what a session actually involved and what it 
looked like. We just took them on a phone so it wasn’t 
anything fancy but it worked really well to visually 
convey loads of information in a really simple way.  
Hannah, Marketing Officer, IWIYW, Bury Council

Top tip  I’ve started taking a good friend with me, it’s really nice to share 
the new yoga experience together. I asked her to join me after my first week 
as I thought she’d like it. It’s good to have someone to have a giggle with 
after too!  This Girl Can research participant

How do I create 
great communications 
materials?  ǁ  Use role models showing women 

happy and confident to be 
themselves – Sport England’s 
This Girl Can campaign is a great 
example of this (  click here to 
see ‘hot and not bothered’ poster).

 ǁ  Show women that sport is a 
social thing, and it can be 
fun exercising with the girls, 
a partner or with the kids.

 ǁ  Include the sense of personal 
achievement women can feel 
from having completed a session.

 ǁ  And it’s fine to include the 
health benefits of getting active, 
though they don’t need to 
be the primary focus of your 
communications, unless 
you are targeting a specific 
audience with health issues.

Top tip  My ideal exercise setting is in a hall with only a 
few people who I know would be there. I’d prefer just my 
friends and my family members to be there. NO 
MIRRORS! I’d like the atmosphere to be relaxed, easy 
going and enjoyable.  This Girl Can research participant

 ǁ  Where to go 

 ǁ  When to arrive

 ǁ  What to expect

 ǁ  What to bring and wear

 ǁ  How much and how to pay

3    Make sure you provide all the important details and 
information so your women and girls will know exactly 
what to do and what to expect

2    Show women what physical 
activity can do for them

http://www.thisgirlcan.co.uk/
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Q&A

Do simple communications 
templates exist that I 
can use?
There are no ready-made templates, as it’s always 
more effective to shape your communications to 
suit your local audiences and their needs.

 However, you can  click here to register on the 
This Girl Can partner site to access logos and 
images you can use.

 Click here to see some examples of IWIYW’s 
communications materials, with a consistent 
visual style used to target different groups of 
women and girls.

Top tip  The key thing to remember in 
creating your communications materials 
is consistency – make sure that if you’ve 
got a flyer, a poster, a banner and a press 
release that they all look part of the same 
family to maximise the impact that they 
have and make your product stronger. Also 
remember that too much text can dilute 
the impact of your communications – keep 
things streamlined for clarity.  Hannah, 
Marketing Officer, IWIYW, Bury Council

Is there a bank of 
images I can access?

Yes. Sport England has an image bank.  Click 
here to download print-ready images for free. 

Or you can  click here to register on the This 
Girl Can partner site to access images you can use.

What do I have to think 
about if I want to include 
images of local women?
Don’t just grab images from the internet – 
getting permission to use them can be 
complicated. For local imagery, you’re much 
better off just taking photos with your phone or 
digital camera. Using images of you and your 
colleagues, mates or family will get you started 
before you have other session attendees to 
photograph, and it’s definitely better than using 
traditional sporty photos. Photograph people 
wearing normal clothes, show people of various 
shapes and sizes who are like those you’re looking 
to reach, and show local places if you can. And 
make sure you get the written permission of the 
people in your images before you use them.  

 Click here for an example permission form. 
If those photos include children, please ensure 
you follow the guidance shown on the following 
page.

http://www.thisgirlcan.co.uk/register/
www.sportengland.org/media/943004/iwiyw-marketing-material.pdf
https://www.sportengland.org/media-centre/image-library/
https://www.sportengland.org/media-centre/image-library/
http://www.thisgirlcan.co.uk/register/
www.sportengland.org/media/942973/page-18-iwiyw-permission-form.pdf
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Q&A

What do I have to think 
about if I want to include 
images of girls under 18?
If you want to take and use images or video 
of girls under 18 years of age to promote your 
activities, then there are a number of essential 
safeguarding guidelines you must adhere to:

 ǁ  Always get signed consent from the young 
person’s parent or guardian to both take and 
use the images.  Click here for an example 
permission form.

 ǁ   ‘Vulnerable children’ require extra 
safeguarding and consent from social 
workers.

 ǁ  Keep your shots general, and avoid close-ups.

 ǁ  Do not manipulate or amend the images, 
other than cropping.

 ǁ  Do not include any information that could 
lead to the identification of the children – 
so no names or location details.

 Click here to learn more about child 
safeguarding and marketing.

How do I choose 
the right message 
for my audience?
It really depends on who you want to attract to 
your sessions. There’s no one-size-fits-all approach. 
But there are some guidelines:

 ǁ  Use simple, straightforward language and avoid 
jargon such as acronyms or technical terms. Also 
avoid phrases that make women feel unwelcome, 
such as “don’t be a big girl’s blouse”.

 ǁ  Think about who you’re talking to, what you 
want them to do and what they need to know 
to encourage or enable them to attend.

 ǁ  Don’t try to sell the sport to them – instead  
tell them how the activity will make them feel  
(for example, fun, social, feel-good).

 ǁ  Make sure you provide contact details and where to 
go for more information.

 ǁ  Remember that both the image and the words can 
convey the message that you want. In fact, an image 
can often be more powerful than words and directly 
appeal to different audiences.  Click here to see 
examples of communications from IWIYW in Bury 
that were tailored for older and younger audiences.

 ǁ  For advice on creating inclusive communications 
that will help you reach a wider audience, including 
more disabled people,  click here for a guide 
from English Federation of Disability Sport (EFDS).

Is there a bank of stories 
about women’s journeys 
that I can access?
Yes. There’s a few things that may give you 
some ideas:

 ǁ  The  This Girl Can website contains a 
number of real-life stories you could use in 
your communications. 

 ǁ  Also the IWIYW team has a number of women 
who have kept 10-week video diaries about 
their own journeys to getting more active.  

 Click here to watch them.

 ǁ  Ideally, you would use your own local stories 
as they will have the most impact. Think about 
the people you know whose sport and exercise 
journeys would inspire others – anyone who 
runs one of your sessions is likely to know the 
best candidates. If you don’t know anyone, 
look on Twitter or Facebook to see who is 
following your social media accounts, then 
approach them online and ask whether they 
would be prepared to share their story.  

 Click here to see a simple permission  
form that may be useful.

www.sportengland.org/media/942973/page-18-iwiyw-permission-form.pdf
http://ww5.swindon.gov.uk/moderngov/documents/s69891/Childrens%20Centres%20-%20Appendix%203%20-%20Ofsted%20Definition%20of%20Vulnerability.pdf
https://thecpsu.org.uk
www.sportengland.org/media/943005/iwiyw-age-specific-marketing-material.pdf
http://www.efds.co.uk/resources/case_studies/2697_access_for_all_efds_inclusive_communications_guide
http://www.thisgirlcan.co.uk
https://vimeo.com/iwiyw
www.sportengland.org/media/942973/page-18-iwiyw-permission-form.pdf
www.sportengland.org/media/942973/page-18-iwiyw-permission-form.pdf
www.sportengland.org/media/942973/page-18-iwiyw-permission-form.pdf
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Creating great 
communications 
materials

We’ve created a handy and print-friendly 
checklist to help you ensure each of your 
communications materials provides the 
information your women and girls need 
to know in the most appropriate way. 
Go to page 50 in Section 7 – Appendices  
to get started.

Need more help? Email us at IWIYW@sportengland.org

mailto:IWIYW%40sportengland.org?subject=Helping%20women%20and%20girls%20to%20get%20active%20enquiry



