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From insight to impact

Lisa O’Keefe
Director of Insight
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The stubborn gender gap

We had to do something different
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The insight told us to
Go where women are
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37
million views

Youtube and 
Facebook channels

Trended 

#2 
on Twitter and 

Google

581,000
girls and 
women 

have joined the 
social media 
community

726,000 
tweets 

using 
#ThisGirlCan

The campaign has been talked about everyday on social 
media since the campaign was launched on 12 January 2015
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The impact on the audience
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What’s the return
on investment?
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Creating a lifelong sporting habit

Why are we focusing on swimming? The ‘double dip’!
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• FASTER DECLINE 
FOR WOMEN

• YET, 2.2 MILLION 
WOMEN WHO DON’T 
SWIM SAY THEY 
WANT TO!
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Creating a lifelong sporting habit

• Sharply rising cost of swimming – a barrier for some

• Swimming experience not seen as ‘value for money’ 

• Swimming is not visible or relevant on day-to-day basis

• The opportunities to swim casually are reducing

• Building a swimming habit is difficult

• One fifth of adults cannot swim

• The casual swimming offer and experience is not meeting the needs of 
consumers
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The challenge for swimming?
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We spoke to our target audience to make sure the design of the 
TGC Swim experience would be engaging

– A few hours of female adult-only swimming

– Friendly and welcoming staff such as a pool helper who
are there to reassure you along the way

– Swim at your own pace - de-stressing and relaxation for
mind, body and soul. Do there need to be lanes?

– Handy robe hooks or baskets next to the pool so you
don’t have to walk out in your swimming costume

– Bikinis, Burkinis, swimming costumes or T-shirts are
allowed in the pool

– High powered hairdryers and clean changing rooms that
take out some of the hassle

“I think it would work 
really well, all 
problems that put you 
off going have been 
solved basically”

“Super- a few of the 
minor details such as 
'coat hooks for gowns' 
could really make a 
difference for women 
who are self 
conscious or nervous 
about wearing 
swimwear”

What if the experience was…
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The experience needs to be considered at every step of the way

Out in the 
community
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Keep in touch

And this customer journey 
is all underpinned by enthusiastic staff, 
well trained on the practical and 

emotional needs of the 
target audience
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• 28,000+ session visits with high 
satisfaction and growing confidence
from both the women coming along and 
the workforce delivering

• Sessions are attracting new and lapsed 
swimmers but reaching the ‘inactive’ has 
been more difficult

• Targeted local marketing and ‘women 
only’ is driving initial interest

• The ‘right’ workforce  - especially the 
new ‘supporter’ role is a crucial driver 
of satisfaction

What are we learning?
‘’I could only swim one length when I started and 
only swam next to the edge. I can now swim 26! I 
also participated in a Mud Run and swam across 
a lake, which I still can’t believe I had the 
confidence to do it, and feel very proud. I cannot 
say I fear water anymore and found  new passion 
for swimming. I am very grateful to This Girl Can. 
AND THIS GIRL DID IT.’’
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