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THIS GUIDE...

P Is for individuals and organisations who wish to gain a deeper understanding of their
teenage girls audience, for more effective targeting of their sport/exercise offer.

P Introduces you to creative tools and techniques you can use to understand the needs of
different girls, to enhance existing programmes or to develop new initiatives.

P Can be used flexibly and creatively; for example you could use these resources:

* in a strategy meeting to inform the direction of your girls work
* to run a workshop with key staff in your organisation
* to help others in group work really connect with target girls

* to check and challenge your existing thinking
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|dentify your target group
of girls using our Spectrum
of Engagement.

Complete an empathy map
for a deeper understanding
of their barriers and needs.

6 STEPS TO UNDERSTANDING
YOUR TEENAGE GIRL AUDIENCE

Consult with and get
to know your target
group of girls.

Consider the
behaviour change
you want to achieve.

Bring your target group
to life by creating
personas to work with.

Use the insights gained to
tailor your offer to girls, using
our 8 Principles for Success.



HICH TEENAGE GIRLS DO
OU WANT TO TARGET AND WHY?

A SPECTRUM OF ENGAGEMENT

| am not ‘sporty’ | was ‘sporty’ but not anymore | am ‘sporty’

“When you’re younger it’s just friendly...
“Watching others be good at sport, nice to go out, see your friends, play

and | am not, so | just give up.” and just have a kick about... but people
get more competitive.”

“l love to play netball because of the
feeling of teamwork and when you win
after trying really hard.”

Disengaged Gradual Disengagement Engaged
5 — | | | | —
g Total refusers: Uninspired: Open-minded Fun-seeking Passionate Serious
g Completely Not excited considerers: Just enthusiasts: participants competitors
= disengaged with sport or don’t see need a nudge Adventure &
¢ relevance enjoyment Participation in
o Only at school > external and
.3 after-school clubs
3 Source: Women in Sport (2019) Reframing Sport for Teenage Girls: Building Strong Foundations for their Futures 4
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HICH TEENAGE GIRLS DO
OU WANT TO TARGET AND WHY?

A SPECTRUM OF ENGAGEMENT

“When you’re younger it’s just friendly...
nice to go out, see your friends, play
Long-term disengaged girls and just have a kick about... but people
who’ve never identified with get more competitive.”

sport. They associate sport with - v

negative feelings and outcomes,
based on narrow experiences
of what sport is and can be.
These girls require the most

“l love to play netball because of the
feeling of teamwork and when you win
after trying really hard.”
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comprehensive intervention.
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HICH TEENAGE GIRLS DO
OU WANT TO TARGET AND WHY?

A SPECTRUM OF ENGAGEMENT

“l love to play netball because of the
feeling of teamwork and when you win
These girls have more positive after trying really hard.”
attitudes and previous
experiences of sport that can be
leveraged but have fallen out of
love with sport as other things

“Watching others be good at sport,
and | am not, so | just give up.”

take priority and sport no longer
fits with who they.
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HICH TEENAGE GIRLS DO
OU WANT TO TARGET AND WHY?

A SPECTRUM OF ENGAGEMENT

| am not ‘sporty’ | was ‘sporty’ but not anymore | am ‘sporty’

“When you’re younger it’s just friendly...

“Watching others be good at sport, nice to go out, see your friends, play
and | am not, so | just give up.” and just have a kick about... but people These girls have developed

get more competitive.” a strong sense of enjoyment
. of sport, it aligns with their
identity and fuels their sense of
achivement/success. These girls
may already attend your offer

but we need to ensure they don’t
gradually disengage.
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g Completely Not excited considerers: Just enthusiasts: participants competitors
= disengaged with sport or don’t see need a nudge Adventure &
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0 Only at school > external and
S after-school clubs
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RGET GROUP

Once you identify your target group(s) of girls,
it is essential to consult with them to better
understand them and their lives. Consider
whether they are also from a particular
community, social background, ethnicity etc.
to understand the context in which they live.

ASK OPEN QUESTIONS
- NOT JUST ‘YES’ OR ‘NO’

ASK ‘WHY’ AND GO BEYOND
SURFACE ANSWERS

BE FLEXIBLE, DON’T BE
AFRAID TO GO ‘OFF SCRIPT’

R, =

TO KNOW YOUR

HOW?

» You can do this via social media, community/youth centres,
schools, and in small friendship focus groups. Consider
where the girls in your target group spend their time.

EXPLORE...

What motivates them or makes them tick in every day life?
What is important to them right now at this stage of their life?
What and who has influenced their attitudes and behaviour?
Who are their closest relationships?

How do they feel about sport and exercise?

vVvyvVYyvyyvyy

Do they want to be more active - why/why not?
What stops them?

THIS WILL HELP YOU TO BUILD
A ‘PERSONA’IN STEP 3
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TOP TIPS WHEN
WORKING WITH GIRLS

Get to know them in an environment they feel comfortable
in and with other girls they know, and of a similar age.
Small friendship groups of 2 - 4 girls work well.

» Consider who is best placed to connect and engage girls
from your organisation, or whether others could facilitate
this for you. Who would the girls relate to best?

» Draw up key questions you want to find out... but allow
time to build rapport and get to know them and their lives,
before discussing sport and exercise.

» Obtain parental consent for girls to take part in any
consultation or research. Ensure you have appropriate
safeguarding measures in place.



TOP TIPS WHEN

WORKING WITH GIRLS

P Use ice-breaker activities and resources, tasks
and games to make it interesting and engaging,
e.g. collages, mind maps, drawings, short films.

\
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EATE A PERSONA FOR
UR TARGET GROUP

(7] WOMEN

CLICK TO
DOWNLOAD

AN EXAMPLE
PERSONA

s
> N

WHAT IS A PERSONA?

A general representation of the user (girls) in your target group, which N 14 e okt s 1 b vty S S
brings them and their world to life. These should be created using the ”:ww:m::ﬂ;}:;ﬁmj‘:z‘i%

real life knowledge and insight gained from speaking with the girls. =i et
PERSONAS HELP TO: S TimET St
» challenge assumptions we hold of teenage girls ST imorn MR

P uncover the needs, experiences, behaviours and barriers et | | am not ‘sporty’

houses and going shopping. H

of your target audience e

and is quite protective over

el il “Watching others be good at sport,

A
forgetting to bring her PE kit, so being away from home 100 m

P guide your planning and ideas to ensure they are girl-centred el e o e g ol s ot f e and | am not, so | just give up.”

@womeninsport_uk | #ReframingSp

You can create multiple personas for groups on our Spectrum of
Engagement, and for girls from specific groups or with specific needs
(e.g. social background, ethnicity, disability, special educational needs).

PERSONAS SHOULD BE CENTRAL TO THE THINKING AND DEVELOPMENT OF
YOUR OFFER, TO ENSURE THE GIRLS’ NEEDS INFORM ALL DECISION MAKING. Disengaged
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http://www.ladyliga.ru/wp-content/uploads/2020/09/WIS_TDA33527_Reframing-Sport_Persona-Poster.pdf
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WHAT IS AN EMPATHY MAP?

A collaborative, group exercise which
helps articulate and visualise what you
know about your target group of girls.

It is used with a persona to put you in
the girls’ shoes, to consider how they
think and feel about sport and exercise.

EMPATHY MAPPING:

P creates a deep, shared understanding
within your organisation of girls’
barriers and needs

P aids decision making as to how
best to meet these needs

OMPLETE AN EMPATHY MAP

i EMPATHY MAP
srorr  TEMPLATE

1. WHAT DO THEY HEAR ABOUT SPORT & EXERCISE?

(from friends, family, teachers, coaches, influencers?)

pERSONA (target audience)

uk | ¥ReframingSport | womeninsport.org

2. WHAT DO THEY SEE 3. WHAT DO THEY

WHEN WATCHING SPORT SAY ABOUT SPORT &
& EXERCISE? EXERCISE?
(what does she see in her environment (what have we heard her say, what can

ind In the hat does she see we imagine her saying?)

others saying and deing?)

4. WHAT DO THEY THINK & FEEL
ABOUT SPORT & EXERCISE?

fears, frustrations and obstacles)

. pAINS (what are her 6_ GA'NS (what are her wants, needs and hopes)

@womeninsport_uk | #ReframingSport | womeninsport.org



CLICK TO
DOWNLOAD
THE TEMPLATE

EMPATHY MAP TEMPLATE

EMPATHY MAP
TEMPLATE

1. WHAT DO THEY HEAR ABOUT SPORT & EXERCISE?

(from friends, family, teachers, coaches, influencers?)

N pERSONA (target audience)
o
=

SPORT

INSTRUCTIONS:

» Print the template on
a minimum A3 sheet.

ldentify your
persona (target

» If you have built more audience)

than one persona,
you should have a
separate empathy
map for each one.

2. WHAT DO THEY SEE . WHAT DO THEY
WHEN WATCHING SPORT SAY ABOU
& EXERCISE?

> >

Use your persona
and knowledge of
the target group
to work through
steps 1-6.

and in
others saying ar

4. WHAT DO THEY THINK & FEEL
ABOUT SPORT & EXERCISE?

p Allow at least 1 hour
for each map.

Discuss each
question, note
down your ideas
in each quadrant
or map out with
post-its.

6 GAINS (what are her wants, needs and hopes)
-

5 pAle (what are her fears, frustrations and obstacles)
L

@womeninsport_uk | #ReframingSport | womeninsport.org
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http://www.ladyliga.ru/wp-content/uploads/2020/09/WIS_TDA33527_Reframing-Sport_Empathy-Map.pdf
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HAVIOUR CHANGE - WHAT

ES SUCCESS LOOK LIKE?

Now you have a deeper
understanding of how the
girls you are targeting
think and feel now,
consider how you want
them to behave and feel
about your sport/activity.
This can help anchor
what success looks like
and what changes you
need to make.

BEHAVIOUR

ATTITUDES

FROM

e.g. Only taking

part in compulsory
activities at school
because she has to

e.g. Feeling bored,
unengaged, lacking
confidence, self-
conscious

—_—

8 PRINCIPLES
FOR SUCCESS

—_—

Choosing to play
sport regularly in
after-school or

community clubs

Feeling motivated,
confident, engaged,
happy and

having fun

1
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Now that you have
identified your target
group and the behaviour
change needed, use our
8 Principles for Success
to develop and tailor
your offer to them.

Visit our Reframing Sport
for Girls toolkit for ideas
and resources to apply
the Principles.

1
2

3
4

)|

NO JUDGEMENT
Take pressure off performance
and give freedom simply to play.

ARVIP

@@

INVOKE EXCITEMENT
Bring a sense of adventure
and discovery.

S

CLEAR EMOTIONAL REWARD
Reframe achievement as
‘moments of pride’, not winning

@

OPEN EYES TO WHAT’S THERE
Redefine sport as more than
school sport.

0 N O U

BUILD INTO EXISTING HABITS
Tap into existing behavious
in other spheres

GIVE GIRLS A VOICE & CHOICE
Allow girls choice and control
to feel empowered.

CHAMPION WHAT’SINIT
FOR THEM

Make it much more than

just about health.

EXPAND IMAGE OF WHAT
‘SPORTY’ LOOKS LIKE
Create truly relatable role models
which inspire.

Source: Women in Sport (2019) Reframing Sport for Teenage Girls: Building Strong Foundations for their Futures
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https://www.ladyliga.ru/research-and-advice/our-publications/reframing-sport-for-teenage-girls-building-strong-foundations-for-their-futures/

For more ideas and
resources to help you
Reframe Sport for
Teenage Girls visit
our online toolkit »

We would love to hear how you have
used this guide, get in touch with us at:

Email: support@womeninsport.org
Website: www.womeninsport.org

Join the #reframingsport
conversation on social media

Twitter: @womeninsport_uk
Instagram: @womeninsport_uk
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http://www.ladyliga.ru/research-and-advice/our-publications/reframingsportforteenagegirlstoolkit/
mailto:support@ladyliga.ru?subject=Reframing%20Sport%20for%20Teenage%20Girls
http://www.ladyliga.ru
http://twitter.com/womeninsport_uk
http://www.instagram.com/womeninsport_uk
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