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Introduction

At 10pm on 19 Augusl 2016, nine million people in the UK ware watching BBC One: not to catch the
news headlines, but to witness the breath-taking finzle cf the women's hockey final between Team GB
and the Netherlands. Team GB were, of course, viclorious. But this wasn’t just & win for the women's
hockey team. This was a win for women's sport. Thanks to the public enthusiasm reflected in the viewing
figures, and the nail-biting competition unfolding on our screens, women's sport, for the first time ever,
was the BBC's lop priority.

This year was & great one for women's spart far other reasons too. Thanks to consistant [0obying over
many years by Women in Sport with our partners and supporters, the Government finally adopted a
requirement that any sports organisation in receipt of public funding must have a board comprising at
leasl 30% women' as part of a new Code for Sports Governance. This year we also supported cver 150
women working in the sport sector directly via our Women's Sport Metwork. The information and
guidanca we provided has helped them advance their carsers and inspired them 10 take on leadership
roles in sport. Meanwhile, women's regular participation in sport continuec to increass, reaching 7.2
million (31.9%) in October 2016 - up from 7.0 million {31.2%) in October 2015.

In 2018/17 Women in Sport supporied over 700 organisations directly, through workshops, events and
projects. We provided training and guidance, helping to put our insignts inw actien Jy improving the
understanding of what wamen and girls want and need from sport. As a result, potendally millions more
wemen and girls wil benefit fram improved sport and ohysical activity opportunities now and for years 1o
come.

In the same periad, over 700 girls agec 13-16 from schools across England took part in the Girls Active
programme in partnershp with the Youth Sport Trust. Girls Active offers a simple, flexible framewaork for
teachers and girls, helping them werk together lo improve girds’ participation in school spart. Our
avaluation has shown that the girls Increased their levels of physical activity, felt more confident and
improved botn their behaviour and school attendance.

VWomen in Sport was also proud to support two new projects this year:

" The requirernent statac in the Code for Spart's Sovernance is that there musi be a minimum of 30% of either
gender on the Board of sports urgansations —but in the vast majority of cases the target is really intended fu
ansure wormeh are better reprosented at Board level and that erganisations are more effective as a result.



s Get Out Get Active, fundec by the Spirit of 2012 Trust through the English Federation of
Disahility Sport, which supports disabled and non-disabled people to take part in fun and
inclusive activities together. Women in Sport is a national partner for this project, sharing
insight and best practice and working closely with five soecific locations to respond ic the
needs of their communities.

s The Visibility of Women’s Sport Across Europe project, funded by the European Union’s
Erasmus+ scheme, which will investigate both the amount and type of media coverage given
to women's sport across five EU countries and make recommendations for improving future
coverage.

Despite lhese success stories, signficant challenges remain:

Sport England’s Active People Survey (Qctober 20116) shows that whilst the gap between men and
women's partcipation is closing, it still exisis and needs to be eliminatad. In 2016/17, the total number of
women being regularly active was 7.2 millien but thet was still 21.2% fewer women than men.

Sexism remains a problem in sport. Reporting of women's sport often has sexist overtonas which send
regative messages to the public, Women in Sport is working hard to address all of these challenges in a
tough fundraising climats. We share the difficu'ties cther charitizs have, particularly in securing core
funding.

1. STRUCTURE, GOVERNANCE AND
MANAGEMENT

1.1 Legal Status and Governance

Women in Sport is a charilable company limited by guarantee, incorporated on 4 July 1995 and
ragistered as a charity on 21 January 1897. Women in Sporl s registered with the Charity Commissian:
Charity registration number 1080267 and is a company limited by guarantee, registerad in England and
Wales 03075681

The Charity is based at 3 Floor, 2€ Finsbury Squars, London, EC2A 1DS

The company was astablished under a Memorandum of Asscciation which established the objects and
powers of the charitable company and is governed under its Articles of Association wnich were ravised in

2013.

Women in Sport is gnvemed by a valuntary Board of Trustees who also appoint and manage the Chief
Executive. The Memorandum and Arlicles of Association allow Women in Sport to have up to 15
Trustees, one-third of whom are eligible for rotation annually and who may serve as truslees for a
maximum period of nine years. Trustees to retire by rotation are those who have been longest in office
since their last election or re-electon. Trustees are apoointed by members by vote at the AGM. Wheare
thera are more prospective Trustees than places then a vote is held. Trustees are also allowsd o co-opt
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members provided that the appointment does not cause the number of Trustees to exceed any number
fixed by, or in accordarce with, the Articles as the maximum number of Trustees.

All Trustees give thair ime voluntarily and receive no benefits from the charity. Any expenses raclaimed
from the charity are set oul in note 11 to the accounts.

Trustess who served during the period of this report:

Sally Hancock, Chair

Mike Pawley, Treasurer (retired November 2016)
Jayne Haines

Karen Wilson

Leanns Woocs

Melanie Howard (retired April 2017)

Jo Gibbons (refired June 2016)

Susan Young (appointed November 2016)
Sue Wicks (appointed November 2018)
Jane Martinson (appointed November 2016)
Elen Bamnes (appointed November 2018)

There were three Board meetings and a full day of strategic planning Lhis year, with meetings also held
just nefore the start of the financial year in March 2016 and just after the end of the periad in April 2017.

Day-to-day managemeri. of the Charity is delegated to the Chief Executive Officer. For the period of this
report this was Ruth Haldaway.

Women in Sport banks with the CAF Bank and continued to uss Kingslon Smith for its accounts until
Ju'y 2016 when the Finance function was brought in-house. Legal advice was provided by Nortcn Rose
Fulbright.

The Charity is a member of the Sport and Recreation Alliance and of the National Council of Voluntary
Orgarisations.

The Charity also operates under a formal Memorandum of Uncerszanding with the Youlh Spart Trast to
deliver elements of the Girls Active programme in schools.

The pay and remuneration of staff is agreed by (he Board of Trustees through the business planning
process, with an annual review of cost of living undartaken and adjustmeants made as appropriate, Pay is
henchimarked against both the charity and spart sectors and is based on perceived market conditions.
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1.2 Organisational Structure

The organisation chart below shows the staffing structure at Women in Sport at 31 March 2017.
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The diversity of our own staff and teamn is an on-geing area o challenge for the charity. The staff team is
all ferrale and we would openly admit that we could do better in terms of gencer, elhnic and socia
diversily. In 2017/18 we will produce a diversity plan, in an effort to provide transparency and show how
we are striving to praclise what we preach.

2. OBJECTIVES AND ACTIVITIES
2.1 Charity’s Objects

A) The provision or assistance in the provision, in lhe interests of social welfare, of sport and leisurs
facilities and opportunities for wamen and girls which will improve Iheir canditions of life by
promoting tneir physical, mental and social wellbeing.

B} The promotion and zdvancement of the education of women in management and sporis-related
job skills.
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2.2 Our Strategy for 2016/17

QOUR VISION & MISSION:
We are Women ir Sport. We're transforming sport for the benefit of every woman and girl in the LIK.

By drawing on cur unigue insight we will champion the right of every woman and girl in the UK to take
part in and kenefit from sport, from the field of play to the baoardraom, from early years and throughout
her life.

OUR VALUES

Fairness: We believe in 2qual opportunities for wemen and girls, not only n spaort, but in sociely as a
whole. Where these do not exist, we are comimitted to championing charge. We go the extra mile to
ensure everycns has a fair chance to enjoy the benefils and potential of sport.

Challenging: We do not accept the current sporting environment with its limiled opportunities for women
and girls. With a passion for progress. we will challenge the nomms and current aftitudes, and demand
changes in the way sport is run.

Insight-led: Insight and evidence drive everything we do. \We researsh our subjects rigorously to build
expertse and develop the highest quality information. By insisting on innavative thinking, we ensure we
are always thought leaders for womsn and girls in sport.

Collaborative: We understand lhe specific and unigue role we play in working to achieve our ambitious
vision, but we cannot achieve it alone, So, where appropriate. we work in partnership with like-minded
people to transform sport for women and girls.

QOUR STRATEGIC GOALS

GOAL 1 - More women and girls benefit from playing sport: In the UK more men than women play
sport every week. Women are missing out on the physical and mental health benefits of spart. With our
unique understanding of womer’s lives we work within sport to drive positive change and remove
barriers to participation.

GOAL 2 - More women and girls benefit from working, leading and volunteering in sport: Gender
diversity at every level of an organisation makes it more effective. There is a wide and varied pogl of
talented women seeking roles in spart. We will support them to wark and voluataer in the sector anc to
thrive, so sport thrives too.

GOAL 3 - More people benafit seeing women’s sport: its increased visibility makes sport normal
for women and girls: We want equal opporiunities for women and girls, in sport and in sociely as a
whole. By increasing the visibility of women's sport, in the med a and in everyday life, we will help make
sport normal for women and girls.

GOAL 4 - Women in Sport thrives as the UK's leading women's sport charity: Financial and
popular support help us find innovative ways to deliver our work. \Without our generous donors and
funders we would not be able to continue championing women and girls within sport

PORT




2.3 Public Benefit

The Trustees have referrad to the guidance contained in the Charity Commission's general guidance on
public beneflit when reviewing the charity's aims and objectives and in planning its future activities. In
particular, the Trustees have considered how the strategic goals will cantribute to the objects of the
charity.

Women in Sport's insight and research clzarly nighlights the persisting gender gap in sport. Women will
nat have equality in society until every aspect of sociely respecis women and offers equal opportunities
for women and men. In sport thare remans a long way to go before this level of equity is achievad, and
Women In Sport exists lo champion the rights of women and girls to have equal access to playing,
working in and leading spart. Because of Women in Sport's work, women will have access to all the
benefits of sport currently afforded to men in greater degree.

\Women in Sport's work directly with National Governing Bodies (NGBs), County Sport Parlnerships,
educaticn and olher organisations/individuals that deliver sport and physical actvity, enables the barriers
to women and girls’ participatior in sport to be broken down through practical maasures, and aach year
mare women and girls enjoy the benefits of sport as a resull of our interventions

3. ACHIEVEMENTS AND PERFORMANCE

Throughout the year, Women in Sport worked hard to make a positive impact and get closar to achieving
our goals.

3.1 Goal 1: More Women and Girls Benefit
From Playing Sport

Over a third of our resources have been dedicated to work that confributes to achieving this goal.
Collaboratian with partners such as Sport Englanc, parkrun, British Gymnastics, the Youth Sport Trust,
Sport Northern Ireland and Sported has been a key feature of our approach.

INSIGHT

In 2018/17 we continued to 2nhance our unique knowledge and undarstanding of women ard girls’
relationships with sporl and physical activity, We sharad this insight with organisations that deiver sport
and physical activity with the goal of getting mure women and girls to engage and be active. Womean in
Spot remains the sector leadar in this fielc as the only organisation in the UK researching sport purely
from the perspective of gender.
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WOMEN INSPORT IS A LEADING SPORT SECTOR VOICE ON GIRLS AND

WOMEN'S RELATICNSHIP WITH SPORT AND PHYSICAL ACTIVITY, ITS
GROUMNL-BREAKING RESEARCH AND EXPERTISE IN THIS AREA HAVE

CONTRIBUTED TO BRINGING ABDUT SUS1AINABLE CHANGE IN ATTITUNES

AMND MINDSETS TOWARDS WOMEN'S SPORT.

CATHY HUGHES, HEAD OF EQUALITY & DIVERSITY
SPORT ENGLAND

3.1.1. In-depth Studies

This year we condruad to build on eur 2013 study Understanding Wemen's Lives with focussed analysis
af some key groups of women. This ensures the irvestmant Sport England made in the griginal report
continues to add value to the sectar.

A)

C)

Older Women were the focus of a major study this year, funded by Sporl England, as this
group are less active than the general population of women. The work helped infarm
Sport England's development of a fund to enable spart delivery organisations ta focus
more on older wormen's needs.

The rasaarch, which will ba publiched to coincide with the International Day of the Older
Persaon in October 2017, looked at:

Attltudes to ageing — how women fee! about ageing and what role this plays in their
activity levals

Lifestyles and values — what older women value in life, how they current'y fulfil these
valuzs outside of sport and physical activity and how sport and physical activity could be a
way to fulfil these values.

Women’'s relationships with sport and physical activity — exploring wormen's
motivations for, and barriers to, participating, along with studying current and potential
routes to more frequent participation.

Wz completed a focussed study into Muslim women's relationships with sport and
physical activity, commissioned by she Muslim Women's Sport Foundatior. The findings
wil be made public in 2015,

The findings of our research inlo understanding visually impaired women's lives and
their relationships with sport and physical activity were published in Octeber 2016.
Small Change, Big Difference givas insights inta the barriers these women face and the
motivations which drive them to be active.
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CHALLENGES AND NEXT STEPS

\We are keen to understand more about saecific groups of women than the wider ranging Understanding
Women's Lives research anabled. However, identifyng 'groups’ of women is challenging as most
indivduals fall into multiple categories relating to their age, background etc. For example, we discovered
that for various reasons, women of the same age have very diffsrent experiences and feelings about
ageing. Some of next year's insight projects therefore, will be designed around life stages, such as
puberty and the menopause, rather than categonsing women by age.

3.1.2. Insight into Action

A) PARKRUN

This volunteer-lad running organisation. aporoached us to help them solve the problem of female
‘reluctant runners’ — wamen who sign up for parkrun but have never attended, or have attended only
once. We undertoos a research project, funded by Spart England, investigating women's motivations for
rurning and the barriers they face or perceive. This was designed to help parkrun understand more
about what might be preventing these womaen from attending a run after signing up. Using a range of
research technigues includirg interviews with trrst-time female parkrunners and focus groups with
reluclant parkrunners or women not engaged in parkrun, we identified interventions that might help more
women run. Thase included sending reminder emails and meeting and greeting first timers

We are delighted that parkrun plans to pilot some of the strategies we nroposed and are conficent that
they will encourage more women who have signed up to attend parkrun regularly. We plan lo share the
learning through a case study next vear.

WOMEN FACE N SIGNING UP TO AND PARTICIPATING A1 PARKRUN EVENTS. THFIR
RESEARCH AND INSIGHT 145 WALIDATED SOME LONG-HELD ASSUMPTIONS AND
INENTIFIED OPPORTUMITIES FOR PARKRUN TO FURTHER REMOVE BARRIERS
THROUGHOU™ THE JOURNEY FROM PRE-REGISTRATION TO PARTICIPATION,

THE TEAM AT WOMEN IN SPORT ARE A PLEASURE TO WORK WITH. THEY TAKE A
PROFESSIONAL AND PROACTIVE APPROACH TO THEIR RESEARCH AND IN PRESENTING
EIMDINGS. WE HAVE ENDED UP WITH A RANGE OF INTERVENTIONS THAT WE ARE
PREPAR N3 TOY IMPLEMENT AND TEST, AND | LOOK FORWARD TO REPORTING BACK TO
WWOMEN 1M SPORT AND WORKING WITH THEM TO FURTHER UNDERSTAND HOW W CAN
INCREASE FEMALE PARTICIPATION AT PARKRUN EVENTS.

Russ JEFFERYS, HEAD OF MARKETING, PARKRUN
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B) BRITISH GYMNASTICS

“WE GREATLY VALUE CUR PARTMERSHIP WITH WOMEN IN SPORT AND VALUZ THE
INSIGHT THIS RESEARCH HAS PROVIDED, GIVING US GREATER UNDERSTANDING
FROM GIRLS WHO'WE TAKSN PART IN OUR TARGETED PROGEAMMES AND
PROVIDING BETTER UNDERSTAND NG ABOUT THEIR LIVES, VALUES ANL)
MOTIVATIONS AND HOW WE CAN FURTHER DEVELOP QUR PROCRAMMES TO
SUPPORT THEM TO CONTINUE WITHIN GYMMASTIGS. WE WILL NOWY REVIEW THE
PRODUGTS WE OFFER TQ THIS AGE CROUF AND USE THE RECOMMENDATIONS
BROVIDED BY WOMEN IN SPORT TO TRY TO ENSLIRE GIHLS OF THIS AGE CONTINUE
TO ENGAGE IN HIGH QUALITY GYMMNASTICS DPPOR TUNITIES.”

Davip MARSHALL, PARTICIPATION DIRECTOR

Womaen in Sport was asked by British Gymnastics to undertake a research project inta the reasans girls
aged 11to 13 years old drop out of gymnastics at a higher rate than at other agss.

The project, funded by Sport England, explored whether programmes that British Gymnastics has putin
place, specifically TeamGym and MY Club, are helping to retain female gymnasts, It also looked at the
influencing role of parents, friends and coaches Tor girs of this age.

A report will be published in 2017 including recommendations Lal British Gymnastics:

« Continue to develop initiatives such as TeamGym and MYClub that mateh girls’ values and
motivations and help clubs find the right balance between developing skills and havirg fun.

«  Offer more support and development to coaches wha deliver gymrastics lo 11-13-year-old girs,
helping them create environments that foster fun and friendship as well as the traditional cullure
of competitive gymnastics.

« Consider how social media can be used more effectively as & ool to keep girls angaged with the
sport they love (with appropriate safeguarding in place).

C) GIRLS ACTIVE

Funded by Sport England and delivered in partnership with the Youlh Sport Trust, Girls Active offers a
simple, flexible framework for teachers and girls, helping them work together to improve girls'
participation in school sport. The main objective of Girls Active is to support teachers and teenage girls
tg understand whal motivates them to take part in Physical Education (PE) and sport. The girls go on to
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develop an action plan for how PE should be delivered. The programme also encourages same girls to
hecome role madels in their schools, setting up leadership grouos to make PE and physical activity more
appealing to their peers.

Girls Active currently invalves:
« 154 schools

« 1,778 girls who are undertaking a leadership rcie {of which 243 are SEND and 433 Black, Asian
and Minority Ethnic (BAME))

+ 18,996 gir's as participants who are being engaged and supported by Girls Leadership and
Marketing role models, or GLAMs (of which 2,544 are SEND and 4,029 BAME)

Our role in the programme is to lead the monitoring and evaluation as well as support the development
of new interventions.

For the first time, wa included boys in our research and eva uation of the programma in order ta
investigate the differences between girls’ and boys' experiences of PE and school sport. This will be
published next year and will inform the development of Girls Active in e future. We also visited Girls
Active schools to run focus groups and undertake gualitative research. \We launched the srogramme in
Narthern Ireland, initially in 10 schools, with a further 10-12 schools expecied to sign up next y=ar

CHALLENGES AND NEXT STEPS

This nature of this work requires us to collaboratz with a variety of partners which means:
» Reduced ability to influence the scope of the project;
» Combinirg differant orgarisations objectives into one praject; and
« Partnzrs having different pricrities lhal may divert resources from the project.

\We addressed these challenigas as best we could by using our ressarch to show how engagement with
\Women in Spart benefits both women and girls and the arganisations we supporl, Ultimately, however,
we can ohly ever have an advisory rale with sport delivery partners and there is a limit io the contral we
have over projects of this nature,

‘" WORRIED WHAT OTHER PECFLE THINK®
“| FEEL EMBARRASSED IN FRONT UF FEOPLE | DON'T KNOW."

GIRLS ACTIVE PARTICIPANTS
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3.1.3. Sharing the Insight

A) INSIGHT ON TOUR

This year we ran a serigs of practical workshops across the country from London to Leseds. They built on
our 2015/16 work sharing our insights with the sports sector in a more hands-on manner. We explained
our research, bringing it to fife with real examples of where it has been used to drive positive change. We
also provided takcaway resources to suppart more widespread implementation of our findirgs. Thesa
warkshaps were for sports development officers and staff of NGBs. They focused an the critical role of
influencers and role modsls in getting more women and girls engaged n sport. Discussions centred an
our 2015 Sport England funded research “What Sways Women to Play Sport? and explored how (o
change sporting behaviours loczlly. This demonstrated the long-term value of our research and Sport
England's investment in it. We also trialled webinars in order to react a different, broader audience.

Feedback from the delegates was overwhelmingly positive with workshops raled as ‘good’ or ‘excellent’
by 96% of respondents.

Additionally, 76% of respondents reported they would feel more confident in securirg influencers to drive
increased temale participation locally in the futurs,

“NOW WE'LL THINK OJTS/DE THE BOX WHEN IDENTIFYING [NFLUENCERS IN THE
FIRST PLACE.”

"INELLENCERS IM A FSMALE'S LIFE ARE NOT SOMETHING WE'D NECESSARILY THOUGHT
OF REFORE, BUT WE'LL USE THE THINKING ARDUND THIS WHEN PROMOTING OUR
CAMPAIGH FURTHER.”

COMMENTS ABCOUT THE INSIGHT ON TOUR WORKSHOPS

B) CLUBWORKS PILOT

This ysar we contributed to London Sport's pioneering three-year ClubWaorks project to educate
community sports club staff, coaches and volunteers about how lo engage women and girls more
effzctively and <eep them participating over the long term. Wse provided a series of workshops for the
clubs with follow-up support to each from a membaer of the Womaen in Sport team. This helps them
improve their communications, marketing and opportunities for women and girls.

The warkshops covered four key themes:
« Underslanding your audience

e Marketing and communications
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+  Products and programming

« Retention

For each theme, WWomen in Sport shared ins ghts and used practical examples to bring these themes to
life. The clubs usaed thess tactics to increase the participation of women and girls. The programme i3
continuing into 2017/18.

C) GET QUT GET ACTIVE

Get Out Get Active (GOGA) is an exciting national initative supporting disabled and non-disabled people
to enjoy fun and inclusive activities together. The UK-wide programme is funded by the Spirit of 2012
Trust and managed by the English Federation of Disability Sport. Women in Sport is a national partrer,
offering research, support and advice on engaging women ard girls.

Our role wilhin lhis project is to share best practice regarding wemen and girls' participation with
partnars. As the project has taken some time to get established we have had to change our plans to
match the needs of locality partners. T ensure impact we've also drawn an our existing arsas or
axpertise and reached out bayond our allocated five localities to ensure that we can cffer advice ang
have impact across the project.

CHALLENGES AND NEXT STEPS

* Insight on Tour required significant resources and had limited reach. Althgugh we expenmented
with webirars, they did not attract many participants and were nat, therefore, cast effective. In tha
futuire we will make our insight and research as accessible as possibe and focus on promaotion of
our gnline resources such as reports and case studies.

+ ClubWorks is a pilot programme and it will b2 a challenge to turn it into a wider programme with
lasting significant impact due to the micra leval of support offered on a club by cub basis. We will
continue to work with London Sport on growing the Initial pilot and reaching more zlubs across
London but will change the methodology ‘o improve the scalability of the wark.

3.2 Goal 2: More Women and Girls Benefit
from Leading and Volunteering in Sport

Last year, over 28% of our resources were dedicated to increasing female representation in the sport
workforce. We worked with a range of partners and funders on our research and campaigns in this area,
from Comic Ralisf to Sport Wales.




3.2.1. Campaigning Achievement

This area of our work has, arguably. been our biggest success of 2016/17.

As a direct result of Women in Sport's camaaigning, A Cede for Sports Governance, launched in
November 2016, incluced a 30% gender diversity target for the boards of organisations in receipt of
funding from Sport England or UK Sport. This is a major success for women and for the charity. We arg
delighted that the UK Government, Sport England and UK Sport listened to us and introduced this
requiremenl, citing our Checklist for Change (20158) in their report. The impact of this campaign success
will be far reacting. As sports organisations are led by more gender-diverse Boards, decisions will be
made which improve both commercial performance and what these organisations offer the public. We
anticipate that, over fime, this will benefit women and girls across the UK, leading to better engagement
with women and girls and more opportunities for them to play sport. It will also cnange the culture of the
sport sector, making it a maore welzoming place for women o work.

Of course, our campaigning does not enc with the introducton of A Code for Sports Governance.
VWomen in Sport will work to ansure the 30% is implemeanted in a sustainable way by supporting
organisations through the culture change and advising on processes that will enable more women to
reach leadership roles. We will also continue to audit the sport sector to monitor the progress towards
the 30% goal. Finally, we intend to refocus the campaign so that we see mare women thraughout sports
leadership and nol just on Boards. We will do this by encauraging sports organisations to examine and
transform the pathways that exist for women in leadership roles.

To this end. we launched our 2016 audit of women in sparts leadership, Beyond 30%. at two avenis on
International Women's Day in March 2017, Tnhis was cur seéventh annual audit and for the first time
inciuded NGBs in Wales as well as England.

We hostad a consultation breakfast session for CEOs and Chairs within the sport sector, with a clear
message for them about the benefits of leadership gender civersity. Wa also usec this event as an
oppartunity for us to understand more about the problerms MGBs face in achieving the 30%,

The Sayond 30% launch received substantial media coverage with key pieces across BEBC radio, BBC
Breakfast, Sky News and The Guardian.

Later the same day, we ran an event for the Wormen's Sport Netwark, sharing our findings, showecasing
our recemmendations for members' own career progressions and asking them to join our campaign tor
greater gender diversity across sports workforce anc especially in leadership roles.

CHALLENGES AND NEXT STEPS

Thera are many different kinds of organisations in the sport sector. Our rasearch only extended to NGBs
and even within that group there is still a huge range of size and scale. We had to sirike a difficult
balance between criticising and suppoerting these organisations. acting as a critical friend to support them
in taking positive steps. Next year we intend to undertake more gualitative research to further
understand how o empowear women waorking in sport,
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3.2.2. Sport for Success

In October 2015, we launched cur report Sport for Success, thanks to the generosity of Investec who
partnered with us. The report is the result of a comprehersive study into the role and importance of sport
in helping women to progress ir the workplace, particularly in business.

Cenfirming that playing sporl can help lo develop skills and qualities valuable for women's perscnal
progression, Sport for Success alse highlights how the business community can benefit from the
increased effectiveness of female staff who played sport as young girls and continug ta do so as adults.

The report was launched at a VIP reception in the historic Long Reom at Lord's Cricket Ground during
Women's Soort Week. We were delighted ta have the suppart of GB Hockey gold medallisl Hannah
Macleod who joined us as a guest speaker.

This i the first time that a diract link has been made between sport and career progression in business
for women in the UKL It confirms studies undertaken in the U.S.A, which suggest this causal link and is
another example of Women in Sport providing ground-breaking evidence of the importance of spart far
wamen and girls in the LUK

CHALLENGES AND NEXT STEPS

Qur insight clearly identified a correlation batween business success and sport, but further research is
needed to identify what drives this. We also want to investicate how these findings can be used to
increase female sports participation and female leadership.

3.2.3. Good Sports: Volunteering in Sport

Many women volunteer in sport and all sports clubs ~ely on volunteers. However, men are twice as likely
to volunteer in sport than women. Our Good Sports research, undertaken in partnarship with Leeds
Beckett University, inveslivaled gender discrimination within sports volunteering and sought best-
practice solutions to counter this disparity. Our key research findings will be sublished in 2017/18.

CHALLENGES AND NEXT 3STEPS

Ve have focused on participation and working in sport previously and while there is an overlap betwsen
these areas and volunteering in sport, this was a new area of focus for us. We also found little existing
research into women voluntesring in sport and any that was available proved difficult to access. Our
initial research was very broad, but in the future we will be able to focus on meore specific aspects and
davelos our uncerstanding for the benefit o wamen and girls.
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3.2.4. The Women’s Sport Network

The Woman's Sport Network (WSN) is a membership network run by Women in Sport. Its aims to:

= Frovide support for women working and/or volunteering in sport;

» Suppart the next generarian of female leaders in the sporl sector; and

= Harness the professional expertisz of women from cutside of sport for the berefit of the sport sector,

The WSN is also intended to provide Womer in Sport with essential unrestricted income through its
membarship fzes, allowing individuals to support our werk directly whilst aiso benafitting from the events

and networking oppartunities we provids.

Several successful WSN events were held during 2015/17 including a Summer Social, a Speed
Networking event in December and events for the launches of Sport for Success and Bayond 30%.

LK Sport funded the crealion of a specialis: group within the WSN ‘or women working in high-
performance sport. We organised two events for this group during the year — a networking event at
Williams F1 headquarters, one of tha world's leading Formula 1 team, which included a Q&4 sassion
with Team Principle Clare Williams and a discussion event with former first-team doctor of Chelsea F.C.,
Eva Carneiro,

VWe intend to review the YWSN in 2017118 lo ensure it is meeting membears' needs in line with the new
direction of our Beyond 30% campalgn.

CHALLENGES AND NEXT STEPS

As noted in the 2015/16 Trustees’ Repcrt, the WEN rermains extremely resource-intensive for our small
team, in terms of event organisation, membership management and marksting. The WSN would benefit
considerably from a corporate sponsor, which we have not yet secured. This remains an on-going
priority for the future sustainability of the network.

3.2.5. Leading by Example

Women in Sport hosted a famale intern, a female work experience student and several female office-
based volunteers during 2016/17, giving themn lhe opporiunity to explors a career in sparl,

CHALLENGES AND NEXT STEPS

Simply having desk space and a computer for a voluntaer or intern to use is our biggaest challenge: In the
future we will continue to hot desk anc therefore be abe to host volunteers within our existing capacity.
As we grow and potentially move ta a larger space we will try to buid in capacity so that we can engage
more valuniears,




3.3 Goal 3: More Visibility for Women’s
Sport

3.3.1 Improving Media Coverage

In 2016/17 we secured funding from (he European Union (EU)'s Erasmus +Sport fund to investigate the
Visibility of Women's Sport across five countries in Europe,

This project will build on pra bona work undertaken for us by global media group Dentsu Aegis in 2015,
investigating coverage of wamen's sport in the media in the UK that year. We are hugely grateful to
Dentsu Aegis for this support.

The new EU funded project kicked off in January 2017, We brought our partners from Sweden,
Romania, Malta and Gresce to Londan to agree the methods we will use to axplore how women's sport
is covered in the madia across our countries, both in terma of the quantity of the coverage and the type
of coverage.

The aurpase of lhe project is to:

» Enhance understanding in the UK and across Europe of the amount of media coverage of elite
wamean's sport;

= ldentify best and worst journalistic praclice with regards to women's sport, investigating the tvpe
af imagery used, the tone of the language and the gender diversity o’ the broadcast
commentators and pundits;

= Find out from key media stakeholders in each country what they think of the curent leval of
coverage and how it might be improved:

= Share our project research across the UK and Europe more widely (in 2018); and

= [Cevise 2 campaign for launch in 2018 to improve the current situation and help normalise sport
for women and girls, making it more culturally and socially acceptable for women and g rls lo play
sport and be recognised as a valuable part of the sport delivery market.

By the enc of 2016/17 we had recruited a full-tims project manager to lzad this significant two-year
project. We hzd also commissioned the literaiure review on which the wider study will be based and
started to engage key stakeholders such as the BBC, meeting the BEC Director of Sport to seek her

input,
CHALLENGES AND NEXT STEPS

Recent improvements in Lhe media coverage of women's sport increasas the risk that the public might
feel gender equality has been achieved. However, the evidence we have and are condiruing to collate
shows that there is still 2 huge gap between coverages of women and men’s sports and that the quality of
women's sport coverage is much lower,
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3.3.2. Women’s Sport Week 2016

Women in Sport's leadarship of the sector-wide Women's Spor: Week campaign, which we [irsl [nok on
in 2015, cortinued culminating in a high-profile week of action from 3 — € October 2016. Throughout the
week we celebrated and showcasad women’s sport from the grassroots level to the elite.

The campaign achisved significant media coverage and social media support with a media audience
reach of 10.6 million for the charity. The Women's Soort VWeek hashtag #WSW16 reached 70 million
people on social media. We were alse delighted by support received fram sports personalities and
celzbrities.

As well as playing a vilal leadership role by bringing a consortium of partners together to create
Women's Spert Week and galvanising support from across the sport sectar, Women in Sport was alsc
able tc celiver our own unique content for the first time, thanks to a granl from Rosa, the UK fund for
wamen and girls,

We used the grant to fund staff time to develop the campaign and plan our cwn activites for the week,
rather than jusl coordinating the work of others, which we had done in 2015. This included:

» Creating uniqua socal media and website content basad on our research which showcased our
work and helped us to engage with our community of supporters;

« Co-ordinating a visit by four-time Olympic swimming medallist, broadcaster and sports
entrepreneur and Wamen in Sport Patron, Rebecca Adlington, to a London primary schoal which
was featured by Sky Sports as a mechanism for highlighting the importance of school sport; and

« Launching our Investec-lunded ground-breaking Sport for Success research outlined in Section
3.2 above.

Thanks 0 Rosz, we were able to use Women's Sport Week 2016 as a platform to raise the voices of
wamen and grls involved in sport and to zampaign for women's achicvements In sport to be more
vishble.

Women in Sport is hugely grateful to our consortium of partners; Sky, lhe BEC, the Dapartmert for
Culture, Media and Sport, Spert England, the Woman's Sport Trust and British Rowing.

CHALLENGES AND NEXT STEPS

Our role as the lead organisation for the Women's Sport Week consortium diverted resources away from
creating our own content for the wesk. This meant we could not achieve as much as we would have
liked in terms of showeasing woman's sport and the great work we do as a charity. This is a central
elerrent of Wormen's Sport Week for us as it offers a key opportunity for community fundraising, which is
part of our goal of diversifying income and reducing reliance on Sport England funds. We have
addressad this in 2017/18 by changing the role we play in the consortium and agreeing a new approach
with parlners lhat we hope will drive increased grassroots engagement and community social media
activity with the campaign.
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Addilionally, the: liming of the week made il difficult to engage NGBs, as many organisalions wearea
‘recavering’ from the effort they had put into the Rio Qlympic and Paralympic Games. We also
experienced some fatigue in the media in terms of covering high-profile female athletes so socn after
Rio.

3.3.3. Raising the Profile of Women’s
Sport Throughout the Year

Qur Chief Executive, Ruth Heldaway, was a judge for The Sunday Times Sportswoman of the Year
Awards 2016,

Highlights of media coverage for the charity included:

s 35 pieces of coverage specifically about the charity during Women's Soort Week 2018, which
included an exclusive with he Daily Fefegraph and pieces in The / and on BEC online with an
estimated combined reach of 10.6 million; and

s 175 pieces of Beyond 30% campaign coverage with an estimated reach of 7.7million, This
includes an exclusive with The Guardian and BBC News, BBC Sport and BBC online including
BEC Breaktast on BBC One and coverage in news bulleting on Radio One, Twe, Four and Five
Live breakfast shows on 8 March 2017,

Highlighls of social media coverage included:

e Twifter Q&A with The Sport and Fecreation Alliance about our Bayand 30%: Checklist for
Change research and publication. The session ran for an hour and allowed followers to tweet
guestions for us to answer. This resulted in 74,000 imprassions with over 100 likes of posts and
G2 relwesis, and

e Tho launch of our sacial media campaign #GoGirl and #RealGoGir for the Olympic Gamaes,
championing the female role models emerging from the Olymoic and Faralympic Games and the
real-life rale madels closer tn home, inspiring womean and girls to play spart.

CHALLENGES AND NEXT STEPS

Capacity has baan a bij issue for the charity's madia activities with changes in parsonnsl in the madia
and communications team and a period of understaffing. This resulled in us having to run a largely
reactive press office for the last quarter of the year. Additional investment in the team secured for next
year will help us restore a proective media office.

Another challenge for us has baen the number of med a requests we receive and the small pool of
spoksspeaople that we have at our dispasal. We will investigate solutions to this in 2017, o that we are
able to take advantage of all the oppeortunities that come our way.,




3.4 Goal 4: Women in Sport Thrives as the
UK’s Leading Women’s Sport Charity

Women in Sport needs financial sustainability to thrive, During the year we made great progress by
increasing our unrestricted raservas and securing a new multi-year gran: from Erasmus +Sport.

3.4.1 Securing High-profile Support

This year we announced four-time Olympic swmming medallist, broadcaster and sports entrepreneur,
Rehecca Adlington as the first female Patron of Women in Sport. Rebecca joins England women's
football z=eam Head Coach, Mark Sampson. as a champion and ambassador for the charity, We're
delighled to work with both Mark and Rebecca and to have their ongoing support, time and energy for
our cause.

3.4.2. Raising Funds and Awareness

In October we launched Women's Sport 'Wednesdays, a new cormmunity fundraising intiative that aims
to fulfil cur charitahle purpose to cet more women and girls playing sport while raising vital funds for our
Work,

Sports marketng agency, Two Circlas, genarously cffered their time to us this year. Their pro buno
support will help us improve understanding of supporters and engagement with them, as well as
developing a donor relations strategy for the charity.

Thanks to trustee Elen Bames and official liming parlner TAG Heuer, Waorien in Sport secured a
cuaranteed place for the Virgin Money London Marathon on 23 April 2017. |sabelle Jones ran for
Women in Sport and raized a grand total of £1.710.48 in spansorship®. Through her regular lraining
blags Isabelle inspired Katie Homes, a 50 + woman who had secured her own marathon place, to raise
£954. 75" for us too. The Wamen in Soort team enjoyed supporting both of our fabulous runners on race

cay.

| B, TWILL BE THRILLEMRY

ISABELLE JOMES, WOMEN IN SPORT AND TAG HEUER MARATHON RUNNER

2 Thig sum will be split across 2016/17 and 2017/18 income due to the timing of its rece pt from donors.
' This sumn will be =plit across 2016/17 and 2017/18 income dug to the timing of its rece pt from donors,
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3.4.3 Organisational Improvements

During the year we recruited four new trustees. We idantified areas where we needad additional skills
and experience, namely fundraising, media, professional sports and finance. We created a job
description for each rustes role and successlully fillad each of the positions.

Initiated by the launch of A Ccde for Sports Governance, wa undertook a raview of our procadures and
identified some areas tor impravemsznt. This was a usaful exercise in tightening up our governance and
we now have a governance action plan.

Our finance function was broughl in-house wilh he appointmanl of 2 Head of Finance and Operalions.
This new role creates additional support for oparations and governanca. It will lead to direct cost savings
and it al'ows us to be more agile and more robust in our business planning.

CHALLENGES AND NEXT STEPS

Women in Sport continues to derive most of its income from Government, via Sport England. This
support is valued hugely, but we recognise its limitations and the need to continue to diversify income to
reduce reliance on this one funding source. This is garticularly true for our core funding, if we are to
ensure the long-term sustainaoility of the charity, We must continue our efforts to build a community of
individual donors who can provide the vital unrestricted ncome we need.




4. FINANCIAL REVIEW

In 2C16/17 our income grew from £918,522 ta £1,212,385. The charity received £784 514 from Sport
England (64.7% of its funding compared to 82.5% in 15/16). Expenditure increased slightly to
£1.061,125 from £1,040,402. The charity therefore realised a surplus of £131,259. Total funcs at the end
of the year were £210,320 of which £153,682 were unrestricted — a significant increase ram £51,980 in
2015/16 and in line with our current reserves policy.

4.1 Fundraising

Throughout the year we continued to inves: in activities to expand our funding portfolia, as part af an cn-
going strategy to reduce the charity’s reliance on Sport England funding and avoid being reliant an cne
funder. A key focus for our fundraising has been applications for grants from charitable trusts 2nd
foundations, and building strong, sustainable relationships with these funders. Following success in
2015/16 with Comic Relief and the Spirit of 2012 Trust, we secured European Union funding for a two-
year project. This achievament during a period of such political uncertainty in the year of the EU
Referendum and a climata of Braxit, demaonstrates the faith this major funder has in our charity. e
helieve that we can build on this impertant success with other funders.

Unrestriclec income has increased, leaving our unrestricted reserves in a much-improved pcsition. This
has been achieved through commissioned projects, such as ClubWorks and Girls Active, as well as
continued fundraiging activity with individuzls.

The CRM database we invested in last year has transformed the management of donor relations. The
generous donation of time by marketing agency Two Circles has also enabled us to optimise use of the
data we are collecting. We anticipate sesing the benefit of this in 201718 through increased individual
donations to the charity. We have hired a new Engagement Officer, who will lock after challenge events
and community giving as well as setting up a regular giving proegramme and building our community of
support.

We remain hugely grateful to all of our donors for their support in 2016/1/7, and are committed to
ensuring that the money they donate is used effectively ta benefi: all women and girls in the UK.

4.2 Investments

The charity holds no investments.
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4.3 Main Sources of Funding

AMOUNT £ (funders | HOW THIS SUPPORTS THE CHARITY'S KEY
SOURCE = £10,000) OBJECTIVES

——— m—— —_——
Sport England cantributes towards all of our
goals:

Goal One: £352,2590
il Goal Twe: £207,003
Goal Three: £79,114
Goal Four: £145,107

Supports Goal Three: The Visibility of Women's
Sport Across Europe project will analyse media
coverage of women's sport in partner countries
and campaign for improvements

‘Erasmus +Sport 227,032

_ Supports Goal Two: Comic Relief funds the
Camic Relief Leadership Audit work and our Beyond 30%
campaign

Supports Goal One: Youth Sport Trust works in

Youth Sport Trust partnership with us on the Girls Active project

TF Supports Goal Two: Investec funded our Spori for
Investec Success research and report and sponsored the
launch event

Spirit of 2012 Trust via Supports Goal One; EFDS is the lead for the

the English Federation of 2, AL :
Disability Sport (EFDS) Spirit of 2012 Trust Get Out Get Active project

Supports Goal Four: Pro bono services Wera
provided by Twa Circles (data marketing and
fundraising) and Norton Rose Fulbright (legal
services)

Pro bono services

Supports Goal Two: UK Sport contributed 1o the
Leadership Audit and the Women in High
Paerformance Sport Network




4.4 Risk Management

A risk register is maintained by the Head of Finance & Operalicns and reported to the Board at every
meeting. A traffic light system flags the level of risk and mitigation is explained where risks are
considered medium to high. Two major risks have been icentifiec this year and are mitigated as follows:

1.

Income Diversification. The charity needs to develop new sources of income to reduce raliance
on one funder, Sport England. Tha charity has a robust business plan In place and is making
investmants with the support of Sport England and others to minimisa the risk,

Back Office Costs. This is the hardest aspect of our work to secure funding for. The charity
continually reviews back-office costs such as rent and governance to ensure they are as low as
possible without compramising the efficiency and quality of the charity’s work. \We also make sure
that new sources of funding includa tha full cost of the activity, including the relevant back-ollice
costs. Howevear, unrestricted sources of funding will continue to ke essential to ensure the charity
is sustainable and can function affectively in the long run.

Other significarl risks that are reviewed regularly by the Board:

Loss of strategic focus, which is mitigated by regular reviews by the board along with a robust
strategy and business planning process;

Loss of reputation, which Is mitigated by strong corporate values, stalf performance reviews and
strong relationships with partnar erganisations,

Loss of key staff, which is mitigated by regular perfarmance reviews, staff engagement through
Culture Club and documenting key nfarmaltion in a cloud-based system, so that the charity is not
rel'ant on the knowledge of one person;

Failure to meet financial targets, which is mitigated by regular reviews of our finarcial
performance against the business plan. The business plan is put together by the Board and
senlor managemert team and takes into account historical data, secior averages and the
charity's capacity; and

Change in Government strategy, which is mitigated by maintaining relationships with key polcy
makers.

4.5 Reserves Policy

The charity receives a arge grant from Sport Englard which is §4.7% of total incerre. The charity is
diversifying and growing its income streams to reduce reliance on this core grant and to build resilience
to any changes ir lund ng. Additionally, the trustees have considered the reserves required for dealing
witn unforeseen circumstances and committing to long-term projects.

Qur target leval for unrestricted reserves is £150k, which is eguivalent to three months’ cors cos’s.
Unrestricted reservas of £154k as at March 2017 surpass this level. Ourintention is o maintain reserves
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al lhree maonths’ worth of core costs whilst allowing investment in the organisation to continue to suppaort
women and girls.

The Trustees will review the resarvas policy annually.

5. PLANS FOR THE FUTURE

In February 2017 the Executive Leadership Group reviewed the charity's stralegy with the Board.
Examining success to date and the changing enviranment in which we operate, il was agresd that whilst
the strategy was still relevant, the charity would benefit from tightaning its ocus. Consequently, we have
refined our Vision, Mission and Strategic Goals. Our Values, however, remain the same and the overall
purpose of the Charity remains unchanged.

VISION:
A society where gender acuality exists in every sphere.
MISSION:

We're advancing gender equality through and within sport: empowering weomen and girls through sport
and lransforming the sport sector.

GOAL 1: Empowering women and girls through sport: Every woman and girl in the UK plays sport or is
physically active, from early years and throughout her life.

GOAL 2: Transfonming the sport sectar; Women and men have equal opportunities in sport, from the
field of play tc the boardroom

\We have a three-year organisational business plan to support and deliver the refreshad strategy, which
identifies lhe folowing areas of focus for our work in 2017-20:

« Continuing to evolve the charity's insight and expertise and using it to educate for the
benefit of women and girls. We will continue to provide relevant, up-to-date research, insight
into, and advice about, women and girls’ lives and their relationships with sgort.

« Empowering girls through sport. Ensuring girls and young women have greaterand improvec
access to sport, delivered thraugh schools in partnership with the Youth Sport Trust and in lhe
community in partnership with Sported. Our primary focus will be girls from lower socio-economic
groups, who are the least active and who stand to benefit most from the em sowering nature of
sport. We are also seeking to understand more about the factors which affect drop-off rates from
sport and physical activity at the critical ages of 6-8 years old,

» Increasing the number of sport's future female leaders and allowing them to flourish with
support. Working with the sport sector to build and support the pipeline of women who will be
sport's future leaders, while also continuing to undertake regular audits of the sector and
percantages of women in leadership ro'es,




« Challenging sexism in sport. We will continue to challenge the way women's sport is presented
and talked about in the media, in the sport sector and in society mare generally, including the use
of harmful gender stereotypes in reporting and commenting on sport, Good coverage and
positive language about women's sport is neaded to drive up women's participation.

s Making Women in Sport financially sustainable and less dependent on one source of
funding. We will continue to diversily income wilh a strategy that prioritises:

o Trusts and foundations funding for major projects;
o Corporate partnerships which benefit both the charity and the sponsoring business; and

o Individuals who undertake challenges for the charily, make regular small donatiors or
raise money through community engagement.

We will value this suppart and keep all of our donars in touch with how their money makes a positive
difference for women and girls in the UK.

We have agreed a plan for a steady raduction in the contribution Sport England makes to our wark,
reducing it from 64.7% to 55.0% of our total income and reducing the contribution to fund back office
costs proportionately. To achieve this challenging target Women in Sport must secure several larger,
multi-year grants from charitable trusts and foundations and generate increased donations from
individuals,

6. STATEMENT OF RESPONSIBILITIES OF
THE TRUSTEES

Trusteos are requirad to prepare financial statements for each financial year which give a true and fair
view of the state of affairs of the charitable company and the ‘ncoming resources and application of
resnurces, including the niet income or expenditure of the charitable company for the year. In preparing
thcse financial statements the Trustees are required to:

s Select suitable accounting policies and then apply them consistently,

= Observe lhe methods and principles in the applicable charities Statement of Recommended Practice
{SORP);

» Make judgemsznts and estimates that are reasonable and prudent;

« State whether applicable accounting standards and statements of recommended practice have besn
fallowed, subject to any material departures disclosed and explained in the financial statements; and

s Prepare the financial statemants on the going concern basis unless it is inappropriate to presume
that tha charity will continue in operation.

The Trustees are responsible for keeping proper accounting records which disclose with reasonable
accuracy at any time the financial position of the charity and which enable them to ensure that the
financial statements comply with the Gompanies Act 2006.




The Trustees are responsble for the maintenance and integrty of the corporate financial information
included on the charity's weosite. Legislation in the United Kingdom govarning the preparation and
dissemination of financial statements may differ from legislation in other jurisdictions.

The Trustees are also responsible for safeguarding the assets of the charity and for taking reasonable
steps for the prevention and detection of fraud and other irregularities. The Trustees confirm tha: to the
bost of their knowledge there is no information relevant to the zudit of which the auditors are unaware.

The Trustees also confirm that they have taken all necessary steps to ensure that they themselves are
aware of all relevant audit information and that this information has beer communicated to the auditors.
Members of the charity guarantee to contribute an amount not exceeding £1 to the assets of Lhe charily
in the event of winding up. The total number of such guarantees at 31 March 2017 was eleven (2016:
ninej.

The Trustees are membears of the cnarity but this anly entitles them to voting rights. The Trustees have
no beneficial Interesl in the charily.

7. AUDITORS

Godirey Wilsan Ltd were eppoirted as tha charitable company's auditors during the year. New auditors
have been appoinled for 2017-18.

Approved by thae Trustees on 21 Septembear 2017, and signad on thair bahalf by

Sally Hancock, Chair

Truigied Thaety by S050028



