Planning
There are several things you need to decide on or identify when planning your campaign.





Who is your target audience?
What activities appeal to your target audience?
How many people do you need to get active?
How much marketing budget do you need to engage your target audience?

If you do your planning right it will make the rest of your marketing a lot easier. You'll know which
segments to focus on, you can target your messages, choose the right promotional tactics and put
on the right activities. All for less money.
Over the next few pages I'm going to explain:
 why to use segmentation
 how Sport England developed their segmentation
 how to choose your target audience
 how to map where your audience is
 what activities your target audience wants to do
 what budget you need to reach your target audience
I’m also going to give you some stories of what happens if you do or don't follow this approach.

11

Target Audience
Why use segmentation
So why do we use segmentation? It can help if we look at the two extremes. We could treat
everyone the same. And we could say we’re going to promote our activities in the same way to
everyone. Well it's obvious that your mum and her friends will like different activities than your
nephew. And that they'll want to do them for different reasons. And that different photos will
make them think that the activity is for them. And so on. So we know that's not a cracking idea.
At the other extreme we could try to treat everyone as an individual, which is fantastic, but it
works out very expensive. So that's not ideal either.
The middle ground is the to split the population up into segments who like similar activities, and
do them for similar reasons. And that's what segmentation is.
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How the private sector uses segmentation
The private sector have long used segmentation as a way of breaking consumers up into groups
that they could market differently to for higher profits.
Tesco is now the grocery market leader in the UK with a 30% market share. But it wasn’t always
that way. In the early 90s Sainsbury’s seemed to have an unassailable lead. There were a number
of things that Tesco did well in the 90s that helped them to overtake Sainsbury’s, and one of the
main ones was the introduction of the ClubCard in 1993.
The ClubCard is a loyalty scheme, but it’s also more than that. It’s a source of data for Tesco about
what its customers are buying. This data allows them to segment their audience, and sell different
products to different people.
According to Citigroup retail analyst David McCarthy, "Tesco has pulled off a trick that I'm not
aware of any other retailer achieving. That is to appeal to all segments of the market". One plank
of this strategy has been Tesco's use of its own-brand products, including the upmarket "Finest",
mid-range Tesco brand and low-price "Value" encompassing several product categories such as
food, beverage, home, clothing, Tesco Mobile and financial services.
This ability is a major part of the rise of Tesco and has made them many millions of pounds.
Lego segment their market by age to begin with, with Duplo rattles for 0-3 months, round-edged
activity toys for 3 to 18 months, Duplo construction for 2-5 years. After that age they segment by
interest with different Lego packs for different interests.
Nestle have conducted their own segmentation research, and have identified segments including
Depressive Chocolate Lovers and Energetic Males. The depressive chocolate lovers are
predominantly young women who buy fast food and eat chocolate. They eat chocolate at any
time, but particularly when depressed, to unwind and when bored in the evening at home. In
contrast, energetic males are young and disproportionately middle-income guys. They live at a fast
pace, work hard, eat fast food and are reckless shoppers. Work tires them, but they exercise
regularly and like lively places. They eat chocolate in a hurry in the evening, at lunch or at midmorning or afternoon breaks. They get their energy fix from Mars and Snickers.
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These companies had to spend huge amounts of money on research to develop these
segmentation models. We on the other hand have free access to incredible segmentation data
thanks to Sport England and the Department of Health. Over the following pages I'll explain how
you can use that segmentation data to increase the effectiveness and targeting of your
programmes and your promotion and get more people active.
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How the segmentation was formed
We’re very lucky in sport and activity because Sport England produced this fantastic market
segmentation. They took 3 huge sources of data – the Active People Survey, the Taking Part survey
from the Department of Culture, Media and Sport and Experian’s Mosaic data.
Experian are one of the companies who do credit checks on us. So when you apply for a mortgage
or a credit card the bank will go to Experian or Equifax to find out how credit-worthy you are. On
top of knowing about our banking history these companies also do a huge amount of independent
research, then turn that into segmentation models that they sell on.
They can say for any street in the UK how much people earn, how educated they are, their interest
in current affairs, what percentage have kids, where they go on holiday, what kind of TV they
watch and more. Scary amount of information. The Sport England segmentation is based on all
that data. So it’s incredibly accurate.
So they took these 3 huge sources of data and mixed them together, then got some very clever
chaps to do something called cluster analysis. That showed that there are 19 different types of
people with regards to sport and activity. They’re split up by three criteria – age, gender and
income. Generally younger men who are well off do the most activity and older, poorer women do
the least activity. Obviously there are exceptions, but that’s the averages.
All the way from Ben on the far left – 40% of them do sport 3 times a week. All the way up to Elsie
and Arnold on the far right (see chart on next page). Only 6% of them do sport or activity 3 times a
week.
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Differences between the segments
So why does it matter. Are people really that different when it comes to sport and activity? Can’t
we just market to everyone in the same way.
Well we spent 3 years and over £100,000 researching that topic, and here’s a tiny snapshot of
what we found out.
People’s reasons for getting active vary hugely between different segments.
Let’s start with Paulas, who are 26-35 year old mums with less money. The top reason for Paula to
do activity is to inspire her kids, next is to get back her glamour and then third is a chance to spend
quality time with the kids.
Let’s compare her to Elaine. Elaine is 46-55, a career woman who’s kids have left home. Her top
reason for doing activity is to relieve some of the stress from work, and we need to show her how
activity can fit into her routine, thirdly she wants to use activity as a way to relax with old friends.
Now let’s look at Terry. Terry’s 56-65, so he’s approaching retirement age. Terry’s one of the few
segments for whom the health message can be effective. He wants to know how it can help him
feel better and live longer. He’s also interested in that feeling of inner pride at knowing that you
still can, and connecting with the kids and the grandkids.
I don’t know if you know, but these segments are all named after the most common name in that
segment. All apart from Terry. Terry was originally called Derek. And Terry, or Derek, is known as a
“local old boy”. His favourite “sports” are pool, darts and snooker. His favourite brands include
betting shops and the Racing Post. Now when we were signing off these names at Sport England
the Chairman was a guy called Derek Mapp. And we didn’t think that he’d appreciate sharing the
name with this segment, so we suggested we go with the 2nd most common name instead.
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What segment do you fit into?
So as a bit of fun, here's the system for figuring out which segment you fit into. Each of the
segments at the end links to the marketing plan for that segment.
1. Did you get 5 or more GCSEs (A*-C)?
a. Yes (Go to question 2)
b. No (Go to question 3)
2. Are you male or female?
a. Male (Go to question 4)
b. Female (Go to question 5)
3. Are you male or female?
a. Male (Go to Question 6)
b. Female (Go to question 7)
4. How old are you?
a. 18-25 - Ben
b. 26-35 - Tim
c. 36-45 - Kev
d. 46-55 - Philip
e. 56-65 – Roger & Joy
f. 66+ - Ralph & Phyllis

6. How old are you?
a. 18-25 - Jamie
b. 26-35 - Tim
c. 36-45 - Kev
d. 46-55 - Philip
e. 56-65 – Terry
f. 66+ - Frank

5. How old are you?
a. 18-25 - Chloe
b. 26-35 - Helena
c. 36-45 - Alison
d. 46-55 - Elaine
e. 56-65 – Roger & Joy
f. 66+ - Ralph & Phyllis

7. How old are you?
a. 18-25 - Leanne
b. 26-35 - Paula
c. 36-45 - Jackie
d. 46-55 - Brenda
e. 56-65 - Norma
f. 66+ - Elsie & Arnold
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Choosing your audience
The first question in using the segmentation is deciding which segment to target. Go to
www.sportengland.org/segments.
Choose segments from the menu
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Chose dominant segments
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Scroll down and choose your area
(local authority, county or even
postcode)

Click search
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Choose population chart
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This now shows you how many of each segment you have in your area. To download that data:
1. Click on export results in the top left corner
2. Click on the bottom option (CSV)
3. Open the spreadsheet that downloads and copy the first column of data (not including the
total in the box at the bottom of that column)
4. click somewhere else on the spreadsheet and click paste special (then choose transpose)
this will paste it as a row
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Identifying the inactive segments
If you want to reach people who are inactive and would like to be more active then download the
“inactive people” spreadsheet from the link below and paste the data you downloaded into the
spreadsheet. The spreadsheet will automatically redo the chart for your area.
http://makesportfun.com/wp-content/uploads/2014/08/Calculating-number-of-inactive-peoplewhod-like-to-be-active.xls

Identifying the segments who want to do a particular sport or activity
There's an alternative option to use to decide which segments to focus on. This is for use if your
focus is not on who's the most inactive, but is on who's most likely to do a particular sport or
activity.
Again we're going to take the data you collected before, and also take into consideration which
segments like doing different sports and activities.
1. Download the “specific activity” spreadsheet from the link below
2. Paste the data for your area into the spreadsheet
3. Take the data from the second worksheet in that spreadsheet for your chosen activity and
paste that in to the empty row on the first worksheet
4. The spreadsheet will redo the chart for your chosen area.
5. So if you're focused on reaching people who want to do a particular sport or activity then
this chart now shows you who you should focus on.
http://makesportfun.com/wp-content/uploads/2014/08/Calculating-how-many-people-want-todo-a-specific-activity.xls
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Go London Greenwich
In 2009 Make Sport Fun ran a London-wide campaign called Go London focussed on the over
50s. NHS Greenwich wanted to make the most of this opportunity to get as many over 50s
active as possible.
The SPAH (the Sport, Physical Activity and Health group) had analysed the Sport England
segmentation and had identified their priority over-50 segments as being Brenda, Terry and
Elsie & Arnold.
They did this by using the segmentation tools to find out that there were a considerable
number of people from these segments in Greenwich, and these 3 segments also matched
their priorities of people who are less well off than average.
By using the insight into these 3 segments in the marketing plans on
www.promotingactivity.com we were able to run a very targeted campaign which got an
increase of 350 more people from these segments to try activity, above the project target.
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Active Norfolk
Active Norfolk are running one of the Sport England funded Get Healthy, Get Into Sport
projects. And I ran through the planning process as laid out above with the team at
Active Norfolk.
They were trying to decide who to focus on in Norwich, so I showed them the data for
which segments are common in Norwich, and I combined that with the data showing
which segments are the most inactive and which ones want to be more active.
Here's the chart showing who to focus on.

You can see that Philip, Elaine and Roger & Joy are the three segments the chart says we
should go with, and that's who they're focusing on.
Last time I checked with the team there they were getting great results from this and had
reached 75% capacity for their activity sessions, with 80% of those taking part being inactive.
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Finding your audience
It’s now possible to easily and quickly create a map showing where any segment lives in your area.
We’re going to look at Leannes near to a location in North London.
First go to www.sportengland.org/segments.
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Choose Leanne from the options of
segments
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Scroll down and choose your area
by using the Local Authority option
or by looking at a radius around a
central point
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The tool will now show you a map of where the Leannes live in your area. This allows you to focus
your efforts in the right area.
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Hounslow Helps Women Back Into Exercise
A Fusion Lifestyle team working on behalf of Hounslow Borough Council was able to set up a
series of programmes aimed at encouraging women within the borough back into exercise.
The team used the market segmentation planning tool to identify the two most prevalent
female demographics in the borough – in this case ‘Leannes’ and ‘Chloes’, young women who
may not be doing as much exercise as they could or should be. Research has shown that
aerobics and netball are preferred sports for both groups so the decision was made to offer a
Back to Netball course and some new fitness classes that concentrate on core stability and
spinning. They then used the marketing communication plans from
www.promotingactivity.com to decide how to market to them.
“Promotingactivity.com really helped us in shaping our bid for the Play Sport London funds,”
explains Community Sports Development Manager Jo Valks, “the market segmentation toolkits
were really helpful as they helped us identify just where our target market lived, which is
particularly useful in such a diverse area as Hounslow. We found that there was a high density
of Chloes and Leannes living in the centre and east of the borough, so we concentrated on
activities that not only suited our target market but that also matched the facilities we had
available in those areas. The information also meant that we could carefully target our
marketing materials, ensuring that we were more effective in getting our message out to the
right people.”
“The results have been fantastic! All the classes were really well attended and spinning has
now been fully incorporated into our leisure programme – we are also hoping to offer netball
on a regular basis when we can find a suitable venue. I think the fact that we offered free
taster sessions was crucial in developing such a high attendance – a lot of the people who
joined the classes wouldn’t have attended if they had to pay, but now they are involved in
sport and activity again and are keeping on with it, which is the exactly the result we were
looking for.”
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Boxing into shape in Hammersmith and Fulham
A team from Hammersmith and Fulham Council has recently been successful in setting up a
women’s boxing programme, after receiving funding from the Play Sport London programme.
The proposal for a share of the funding was put together using the market segmentation
toolkits on promotingactivity.com. This helped the team identify the ‘Leanne’ and ‘Paula’
profiles as target groups for their activity programme – market research has shown that both
profiles have an interest in aerobic activities, with Leannes also enjoying Body Pump, so a noncontact boxing-based activity was chosen as something that would have significant appeal
across both groups.
The toolkits showed that Leanne and Paula profiles were very common in areas of the borough
that also showed low levels of physical activity and poor health outcomes, so venues for the
classes were placed in those areas and marketing materials were targeted accordingly.
The boxing sessions were led by Hannah Beharry, a coach employed by Active Planet, a Street
Games provider in West London. Hannah is a top female boxer who is currently preparing for
the world championships and the London 2012 Olympics. Uptake for the sessions was very
good and participants that wanted to go on and try full-contact boxing were helped to find a
suitable boxing gym, whilst those that showed potential to become a coach were encouraged
to access the Recruit Into Coaching programme. The initial course of six sessions were offered
at no cost and were a huge success, with the result that the programme is still running, with no
cost to participants, and over 100 people are regularly attending.
Phil Amos from Active Planet, who is involved in running the project, has been delighted with
the results: “We are very pleased with the success of the boxing programme,” he says “the
idea to offer boxing to women was something a little bit new and it really struck a chord.
Hannah Beharry has also been fantastic for us as she is incredibly positive and great at getting
the girls involved. We are still running the sessions and to have over 100 people still attending
is an absolutely fantastic result. It’s possible that we might have to start charging, but we are
looking for further funding to let us carry on offering the sessions for free.”
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Harrow gets its dancing shoes on
By using www.promotingactivity.com, the Championing Harrow team at Harrow Council has
recently been able to set up the ‘Latin Jazz – Dance Your Way to Health’ activity programme.
Harrow Council has joined up with the ‘Dance My Way’ dance academy to offer the
programme to inactive young women in the borough – using dance as a way to encourage
them back into regular exercise. Pro-Active West London managed this funding process, with
funding coming from Play Sport London (a London Development Agency fund).
Harrow has agreed with the Government Office for London to deliver year on year increases of
up to 3% in sports participation by the end of 2010, as measured by the annual Sports England
Active People Survey, so the team used the marketing segmentation toolkits on
www.promotingactivity.com to identify socio-demographic groups that were performing badly
in terms of activity levels.
The ‘Leanne’ group came up as a target for the Harrow team – Leannes are classified as
females aged 18-25 and are students or taking part time vocational courses. They are in socioeconomic class NSEC 5-8, which is one of the lowest in terms of sports participation; Harrow
has also seen a decrease of 3.9% in the numbers of females participating in sport and leisure
activities.
“Promotingactivity.com was fantastic in that it enabled us to pick out a target market,” says
Kirsty Adams, Championing Harrow Project Coordinator, “We felt that Leanne’s were an
incredibly important group to target, so once we had that in mind we just had to find an
activity that would appeal to them. We chose dance because a high proportion of Leannes had
expressed an interest in this activity during market research.”
Kirtsy and the team were able to carefully plan their marketing campaign with help from the
maps on promotingactivity.com, which helped them identify where in the borough the highest
proportion of Leannes lived. “The maps were invaluable as they ensured that we could
concentrate our marketing activity in areas where we knew that we would be reaching the
highest proportion of Leannes,” explains Kirsty, “this meant that the word was spread as
widely as possible and ensured that our marketing budget was used in the most cost-effective
way. I would say that anybody else using promotingactivity.com
should make as much use of
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the maps as possible – they have certainly proved invaluable for us.”

Understanding your audience
Now that you know which segment you’re going to target you will need to know more about what
they’re like.
The initial segmentation work from Sport England told us what that group is like, their age, how
likely they were to have children, activities they like to do and what brands they like.
Since then we’ve been able to do more research into how to market to them, including:
 What messages work for promoting activity.
 What barriers you need to address in your marketing.
 What promotional tactics to use for getting your message across.
You can see all this information for your chosen audience at
http://www.promotingactivity.com/strategic/communication-plans. This also shows marketing
plans for the 4 teenage segments, though we don’t have maps showing where those segments
live.
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One of the segments
Here’s a short summary of what we know about one of the segments.

Leanne
Leanne is 23 and lives with her parents and her daughter, Carly, in a small terrace house. She is
studying beauty therapy part-time at college, and does the odd cleaning job when her mum can
look after Carly.
Leanne doesn’t get much time to herself. Juggling Carly, college and her cleaning shifts is
demanding, and childcare is a difficult expense. A couple of times a week though Leanne treats
herself to a night out with the girls, down the Local or at bingo.
We’re very fortunate because nearly 72% of Leannes would like to do more activity. We need to
show these groups how sport can be fun, easy and popular, rather than boring, difficult and lonely.
We also know which activities most appeal to Leannes, what marketing messages to use and what
marketing media to use (e.g. online, word of mouth, Facebook, etc.). We will go into more detail
on each of these later in this guide.
More generally we know that Leannes are:
 18-25
 Likely to have children (41% of them live in a household with children)
 21% are students or unemployed, 43% are employed full time and 36% are employed part
time
 23% do activity 3 or more times per week
 33% do activity once or twice per week
 44% do no activity.
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Girls get going in Brent
The Brent Sports Development Team has recently been able to launch four new sport
programmes for young women with the help of funding from Play Sport London (funding
originates from the London Development Agency). The funding process, which was managed
by PRO-ACTIVE West London, has helped the team set up four activities – hip-hop skipping,
aerobics, badminton, and girls’ football.
The activities were decided upon after using the strategic planning tool available on
promotingactivity.com, which helped the team identify the ‘Leanne’ demographic as its target
market – females aged 18 to 25, often with children, who have little time to exercise.
The team wanted to come up with a range of activities that would suit Leannes. Two of these
are fairly typical – aerobics and badminton – but by offering girls’ football and hip-hop
skipping, the team is also offering something a little bit new; the football is aimed at teaching
girls the basics of the game and includes a link-up with a local ladies league, whilst the skipping
teaches basic skipping-dance moves accompanied by hip-hop beats.
Using the marketing communication plans they identified that Leannes tend to be enrolled on
full or part-time courses. So all the activities are being offered at the College of North-West
London, (CNWL) this provided direct access to a large number of women in the Leanne
segment. CNWL also offers advice and support for students with childcare issues, so makes the
sessions more accessible for young mothers who may not have been participating in sport and
physical activity for this reason.
It is hoped that the sessions will lead to the creation of clubs that will provide ongoing
participation opportunities, with Brent Sports Development Team providing constant support
for the students, so that they can work towards leading each activity themselves and ensure
the sustainability of the project.
“We started the badminton and football programmes earlier on in the year and they are still
running, although we’ve tweaked things a bit to make sure they appeal to as many people as
possible,” reports Marc Andrews, Further Education Sports Coordinator at CNWL. “The
aerobics is set to take place soon, as is the skipping – we have already held a Sport Relief
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skipping event that was very well attended, so we’re hopeful of a great turn-out for this one!”

What activities do they want to do?
Knitting for men?
How many men do you know who are obsessed with knitting?

Think of a male friend of yours. Do you think that if I put on a knitting session and invited him that
he'd come?
What about if I ran a national advertising campaign with ads designed by Saatchi and Saatchi?
With photos of knitting taken by the greatest photographer in the land.
No?
It doesn't matter how cleverly I promoted it, how well I wrote about it, how brilliantly I advertised
it – most men just aren’t very interested in knitting.
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However, if I told that same man that his daughter had just been born. Then it wouldn't matter
how badly I told him. It wouldn't matter whether I used terrible English, or spoke too fast or too
slow. He'd still be interested.
We need to promote sports and activities that people want to do.
We need to know what they want to do. Why they want to do it. When they'd like to do it. Then
we can target not just our promotion, but our entire activity to be ideal for our target audience.
That's what the segmentation helps us to do.

38

What activities they do
Another way to see how different they are in terms of what sports they'll play we're going to look
at 5 sports, and how likely each of the segments are to play that sport. If you look at the charts
below you'll see that there are very different shapes to them.
Badminton
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Cycling

Swimming
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Boxing
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Bowls

To do this for yourself go to the Sport England segmentation tool and download the raw data files
which show you which sports and activities each segment is likely to do.
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Objectives
How many people do you need to get active?
It helps you to plan your marketing if you are able to define a set of clear objectives.
For example your overall objective might be to get 700 more over 50s active once a week. It is very
helpful if these objectives are crystal clear before you start work on trying to reach them.
Communication and marketing objectives should be designed to support existing objectives
around getting more people active. Marketing needs to link and help existing projects, clubs,
groups and activities, not work on its own.
The first thing to do is to clarify your overall objectives. This is a broad statement describing the
ultimate impact of a successful campaign, e.g. to significantly increase the number of people using
the swimming pool in the evenings.
Next define your campaign objectives and goals, remember they need to be SMART (Specific,
Measurable, Achievable, Realistic and Timely). E.g. get 200 more 26-35 year old women to play
netball or start running, or to get 300 over 50s women to do activity once per week.
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Go Play Rugby
The Rugby Football Union were already doing work with clubs to ensure that people were given
a warm welcome and were therefore likely to stay with a club once they’d played once.
To complement this though they still needed to get people to turn up and play once.
The RFU set up the Go Play Rugby campaign to get 16-30 year olds who’d played rugby before
to play at least once at their local club.
The Go Play Rugby targets were to get 4,000 16-30 year olds who’d played rugby before to play
at least one rugby game at their local club.

Go London Greenwich
In 2009 there was a London-wide campaign called Go London focussed on the over 50s. NHS
Greenwich wanted to make the most of this opportunity to get as many over 50s active as
possible.
The SPAH (the Sport, Physical Activity and Health group) had analysed the Sport England
segmentation and had identified their priority over-50 segments as being Brenda, Terry and
Elsie & Arnold.
The objective they set for us was to run an activity marketing campaign for people aged 50+ in
Greenwich - with a focus on Brenda, Terry and Elsie & Arnold. The campaign objectives were:
•
•
•
•
•

Build contact list of 2000 people who want to get active
Deliver behaviour change materials to people who want to get active
Connect people with local activity providers
Build a database of at least 10 taster sessions/ month that people could access for free
Give information about these taster sessions to the database of people who wanted to
get active
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Budget

It will be much easier to calculate a realistic budget if you’re very clear on your objectives.
How people normally set budgets
Marketing budgets for sport and activity programmes have typically been calculated as about 1%
of overall project costs. However the budget you need to engage your target audience will depend
on who you’re trying to reach. So a better system is clearly needed for identifying an appropriate
budget.
In a recent survey the biggest frustration that people had with increasing participation was
engaging hard to reach audiences. In our experience part of this frustration is because people have
not included an appropriate budget for engaging their target audience through effective
marketing.
Why people don’t include enough budget
One of the reasons for not including a cost for marketing is that “the project staff will do the
work”. Which might well be true, but there’s a cost for staff time too. If they’re doing the outreach
work then they’re not doing something else. Then the marketing sometimes gets pushed down
the list and the right audience doesn’t get reached.
Hard to reach audiences are . . . hard to reach
If you want to reach over 65s from deprived areas then you are much more restricted in which
marketing tactics you can use. There are still approaches which work well, but they tend to be
slightly more expensive, so that needs taking into account when setting budgets.
Marketing tactics – cost per person registered
As a ballpark figure you should allow about £15 per person who registers their interest in getting
active. That’s the average. The costs per marketing tactic vary from about £10 per person for
Google Ads to about £30 per person for sending leaflets out to partners.
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These costs including someone’s time to do the work as well as the cost of design, printing, etc.
That person might be a staff member, or someone from a marketing agency.
So if you want to find 300 over 65s from deprived areas who want to get active then you’ll need to
spend about 300 x £15 = £4500.
That’s the cost for initial promotion. If you’re working with a hard to reach audience then you’ll
need to allow someone’s time or some budget for then contacting all those people to find them an
ideal activity.
Comparison
£15/ person is very cost effective if you compare it with the cost of running a project which
doesn’t reach the right audience.
If you have 10 empty spaces in a class then you’re probably losing about £30 per class. So
spending the money on marketing actually saves you money in the longer term.
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