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What | want to cover today

 An overview of our work

* Focusing on local authorities / communities - the
challenges we all face and

- How we are working with local government to tackle
these
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What Sport England does

Community/grassroots sport —a broad remit

Participation Talent Facilities

More people playing Feed the high Enough well managed
sport at least once a performance system facilities in the right
week places
Support grassroots
sport
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Outcomes

* Year-on-year increase in the number of people playing
sport at moderate intensity for 30 minutes a week,
every week

— Particular focus on:
* young people (14 - 25-year olds)
* disabled people
e \Women

« Support talented athletes to fulfil their potential

A sports facility stock that supports these outcomes
* Protecting Playing Fields
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The Scale of the Participation Challenge

L “— 2,000 Elite High Performance
A < 60,000 England Talent Pathway

<«—— Regularly play sport
(atleast 1 x 30 per week)

2.9 million «—— Irregularly play sport
(more than once a month but less than once a
week)

) Inactive

(less than once a month)
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Investment

Talent
10%

Facilities
21%

Mass

Participatio
n

69%

Average annual investment is £279 million for the period 2014/15 to 2017/18
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Why we work locally

« Grassroots sport is delivered in communities
* More funding is held at local than at national level
* Most sports facilities are owned and managed locally

Through our local work we aim to

* Protect and improve local provision

« Secure and safeguard local investment

« Successfully land NGB delivery locally

« Maximise Sport England’s local investments
all in order to drive weekly participation in sport
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Sport delivers much more than
participation numbers

Growing the number of people regularly playing sport directly
delivers:

* health:
e economic; and

e social benefits

Often more cheaply, more holistically and with a better
chance of sustaining the behavioural change.
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Specifically our work with local
government

Advocacy (for example elected members’ workshops)
Expertise and advice (our tools and insight)

Focused support through 3 local teams to local authorities
Range of help on facilities

Investment (for example Community Sport Activation and
Get Healthy Get Active funds)

44 County Sports Partnerships (core services and
programmes for example Sportivate)
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Partnering Local Government in Leeds
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We all want to improve the quality
of life for our communities.

Evidence shows that by increasing participation in sport and physical
activity we can reduce health inequalities, spur economic growth, and
energise community engagement.

of deaths are caused by inactivity. International
comparison shows physical inactivity is a
greater cause of death nationally than almost
ewvery other economically comparable country.

17%

is the estimated figure that physical inactivity
costs the national economy in healthcare,
premature deaths and sickness absence.

£7.4bn

£1,760 = can be saved in healthcare costs per person by

£6,900 taking part in sport.

£2 0 3 b was contributed to the English economy in
5 n 2010 through sport and sport-related activity.

increase in numeracy levels can be achieved by
underachieving young people who take part in

sport.

29%

is the estimated return on investment for every
£1 spent on sports for at-risk youth through,
for example, reducing crime and anti social
behaviour.

£7.35

Source data can be found at httpy/fwww.sportengland.org/our-work/local-work/partnering-local-

government/local-sports-data
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Excess weight in adults

) How active is your

&P community?

Adult participation in sport

Lew Low - mickdhe Wicidlle: - high High
IBE% - 62T E2E% - B6.5% B6.6% - 69.7% GOE% - BLI%

is the life expectancy of males, compared
to the national average of 79.2.

iz the life expectancy for females,
compared to the national average of 83.

of the population have a long term health
problem or disability.

deaths are estimated to be prevented per
year if 75% of the population aged 40 - 79
were engaged in the recommended levels
of physical activity.

of adults (16+) are inactive in your
community.

is the estimated health costs of inactivity in
Yyour community.

Low Lo - ke Middie - high Hgh
24.9% - 378% 379% - 423% A2A% - 46.7% A6.8% - 69.3%

of adults (16+) report undertaking 150 minutes

57 8 0/0 of moderate intensity physical activity
- ! compared to the national average of 55.6%.

0 adults (14+) take part in sport at least once a

38 R 4 i{:] week compared to the national average of 36.7%:
that's 42.2% of men and 33.7% of women in
your community.

adults (16+) take part in sport and active
30 1 0/ recreation three times a week compared to the
- /0 national average of 26.0%:

that's 35.7% of men and 25.2% of women in
your community.

of adults who are inactive, want to take part

4 6 8 0/0 in sport, demonstrating there is an
- ! opportunity to increase participation.
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Economic Value of Sport for Leeds

Flowchart representation of key results -
from snapshot subscription fees
Gross Value Added Gross Value Added

Sporticlass | ‘ Sportswear

PARTICIPATION

£73.1m £1.0m

Gross Value Added

£168.2m

Sport education Sports equipment N (
Gross Value Added Gross Value Added ‘ Gross Value Added
£60.3m £14.9m £18.8m
TOTAL DIRECT ECONOMIC
VALUE OF SPORT
' ™, - N
Sports gambling Sportswear
‘ Gross Value Added Gross Value Added
NON-PARTICIPATION £23.0m . e50m

Gross Value Added

AVR

Participation sports |

N N )
TViSatellite Spectator Sports Sports equipment
subscriptions
Gross Value Added Gross Value Added Gross Value Added
£5.8m £18.3m £18.Tm
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VOLUNTEERING

Wider economic value

£61.7Tm

HEALTH

Wider economic value

£300.2m

Wider Spending

Wider economic value

£45.2m

Value of Sport

in England

£20bn cva




| ocal work - Investment into education

* Primary schools — supporting the premium

» School Games

« Secondary schools — young volunteers and coaches

» 5,000 satellite clubs

* Further education — 150 college Sport Makers and new
participation projects

« Higher education - projects to widen participation by
students

* Further education — 150 college Sport Makers and new
participation projects

* Higher education - projects to widen participation by
students
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Why invest in Facilities

* Facilities underpin the majority of activities.
« Fundamental part of community sport infrastructure.
« Key factor in attracting and retaining participants.
» More discerning standards from consumers.

 History of underinvestment and lack of strategic
planning.
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What Is our approach to facilities?

« Work with the sector — LAs, Operators, Architects,
Contractors to shape strategy and identify best practice.

* Focus on a consumer focussed business plan led
efficiency model ( rationalisation)

* Develop a comprehensive suite of support tools to help
Facility providers meet the challenge

* Focus funding streams on helping LAs achieve the
Investment needed in particular facility categories.
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The Challenges we are seeing

* Financial pressures are challenging us all
» Staff capacity and capability
» Service improvements, efficiencies and effectiveness
» Commissioning
» Rationalisation/ externalisation
» The idea of Zero subsidy and income

« This forces the question why is sport important? Who is it
for? Who uses sport at the moment?

* This forces the question What's the market? And our role
within that?

« wider outcomes (public health) come first?
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How we approach increasing
participation

A behavioural change challenge

Increasingly insight led

Applying market principles — supply and demand

To create the environment for growth in participation
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Estimating young people’s attitudes and
behaviours

Estimated” percentages of overall 14-25 audience
POSITIVE FUNCTIONAL

* Extrapolated from Active People Survey and Habit for Life research data
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It’s important because there are 2 million fewer
women than men reqgularly playing sport

More men play sport than women at every age

41% Although participation is at its highest for women at the youngest age group, this

is also where we see the largest gender gap.
8.8m
56.7%
51.7%
1.5% 40.1% 36.1% 39.3% o Men
29.2% 25.7% 26.4% ®\Women
Men Women .
Playing 30 mins . | | | |
16 25 40 50 85

sport at least once a
week Age of participant

30%

70.9%

Adults (16+) sports participation (millions) — Active People Survey, results for 12 months to April 2014
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What Motivates Women to take part?

They may take part if they get support

Personal
and regular
contact

Men
encouraging

Enjoying the social aspects is key

Catching
up with
friends

In it Part of
together something

Needing a sense of achievement

Feeling
= 0

Sources: Oliver Boo (I will if you will focus groups), Active Women year 1 and yr 2 evaluations
(IFF) and others including, ChildWise, MORI, GfK NOP, SIRC, WIS and StreetGames.




Campaign objective

More women and girls aged 14 — 40 regularly exercising or playing sport

Less fear of judgment, more confidence and more enjoyment

A new way of thinking and talking about women and girls exercising and playing sport

A suite of material that the whole sport sector can use

A communications campaign that sets a new tone, creates new images and
resonates for the long term
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> 15.6 million views of 90sec
ad across Facebook and
YouTube

Trended at #2 in the UK on
Twitter and on Google hot trends

> 170,000 followers across
Facebook and Twitter

Over 31,000 mentions of the
campaign, equaling 2.1
mentions every minute around
the clock

Eddie Redmayne Alicia Douvall This Girl Can Clint Eastwood

= Transport for Last Tango In
Chiailo Hebdo London Halifax
Safari Google Trends
= el LA el

#BusStrike

i Ty e
#TMMcBusted
London

David Luiz
#foxnewsfacts
Roy Hodgson
Charlie Hebdo

TT UK

1 #BallonDOr2014
2 #thisgirlcan

3 #KissAGingerDay
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Women come in all shapes and sizes and all levels of ability.
It really doesn't matter if you are rubbish or an expert.

The point is that you are a woman and you are doing something.
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Questions
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