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The research challenge

SHOHT .\0/. ° Open?ng up s_,port and
\TF ENGLAND  crvrisemion exercise to disabled people —
iIncreasing participation.

Much was already known

Anecdotally,
organisers often
Aarfrarird of
getting it

wr ongoe

Our goal: avoid learning the same things again T instead making
existing best practice more tangible and actionable
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Why work in partnership?

* Research agencies often approach communication development
research with the assumpsttioopn sthhoapt’
we saw a couple of potential pitfallsh er e ...

Pitfall 1 .. 4 Pitfall 2 . 4%

OPuredo
research Doing a
uncovering bad job of
similar the
insights creative

work!

Recognition that we are researchers, not creatives

* Take existing best practice and implement it — via
Hudson/ mock-up materials to engage disabled people /
Fuggle their supporters in sport / exercise.
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How we worked together

At the bidding * Making the partnership integral, not an afterthought
stage * Clarifying expectations; what could realistically be

achieved within budget

Two deliberately contrasting design routes 1 embodying guidance

A range of examples 1 posters, flyers, emails 7 to test in groups

On * Adesignbrief—-a conci se stateme

SMINESIVIIUCEY « Docs the ‘heavy |ifting’
being creative

Client The Key insights  Deliverables

contact background into the -
details and / project audience \
deadlines aims
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The creative agency thought process

(Signalling relevance, when previous
a

studies showed many disabled people
di sli ked being ‘I

Some disabled people wanted Restructuring the content

reassurance; othersgp : I
to follow simple rules
' Specific activities known to be more Using real examples and
motivating than generic sport ) avoiding the creation of a
single brand identity
"In theory, we wanted a range of media, Testing activity-led and
but real examples were nearly all motivational message-led
posters .. Use of dynamic imagery
- with variants to test
.and in some wa y S k different approaches
that much wrong with what local Different depictions of

disability

organisers had been doing

(Recognition that the materials we
created needed to be useable by
organisers with no design training
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Original

Active Body, Healthy Mind

M 8 T v B s wx 0 w] e

Active Body Wealthy Med offors
ppated epon aod physcal actrity
2088004 1D PASEI0 SXPONCIG
mental B heaith in Oxfordabire.
VEh & wide range of tantastic
sonskons avalabie designed 1o M
wound your e, you're bound to find
BOMMENNgG you'll enioy!

To have a chat and find out mere: ) oxrorosne &}“. !
01865 263742 ST

:  LOTTERY |
www axtordshiresportor/ABKM vl FOLTERY | KO snort,

Subtle
reflnements

Hierarchy of
messaging is clearer

Active Body. Heal'!yM'nd
Being active
feels great!

supported sport and physical activity  + S o * Running
sessions to peoplo experiencing » Candeing * Scpoah

mental ill health in Oxfordshire. o Cricket o Swermng
With » wids range of fartastic sestions * Cyclng * Tobly
avalabie esgned 10 4 anvend your He * Exerciio dosses  Torna
Gym » Tarnys
Reending
Information: 0&’,‘."?'5?‘.!'.'8;'

Tek 01865 263742 ‘o
Web: oxfcrdshiresport.org/ABHM w "‘r’.
e sa—

Body copy made clearer
through use of font
weights and sizes.

More radical
refinements

Leading with existing
motivational
statement

Being active%

feels great!

NN
Active Dody Healthy Mind offers
wpported o0t and physkcal activity

3943000 10 PEOPIe QXDeriencing
mantal i health la Oxforduhire.

00083 DAYIAY
A wwm ontondun s oot cra AR
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Information is
contained

Imagery suggests
sporting events,
without directly

referencing or
showing obvious
disabilities



What this allowed the researchers to do

-

A ' post-e€
approximating
how people
encounter
materials in
real life

[VVhere materials were
“val i-dwethasld
properly-designed
materials to embody
best practice in a way
that organisers could
really use

J

Capture reactions
to the original
materials as a

(.

A pal et
different poster
structures, tones
of voice, imagery
approaches,
headline
messaging ideas
to test among

‘benchyall

&Iisabled people

J

/

Made the idea of trying
an activity more vivid —
opening up a
discussion about the
first experience
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Sport
| and physical
activities for
disabled

(% people

W v Aged 14
ERE  O% c»r9 over?

What we found out

Having one main headline, focusing
on the emotional pay-off of taking
part, or passion for the activity

Being active
feels great!

Photography is more engaging,
especially if you show visible
enjoyment

Active Body Healthy Mind offers Whet is on offer?

supported sport and physical acivity  « fadrinten * Running
aons to people experiencing * Canoeing * Squash
mental il health in Oxfordshire. * Cricket * Swimming
With 3 wide range of fantastic sessions * Cycling * Tabla
availshie designed to fit around your Ife, * Exercize classes Tmnfx
you're bound to find something you'll enjoyl * Gym * Ternis
* Ramblng
O SPGRTS SARTHE RSP )
Tel- 01865 263742 7/
SEDE rwveace

\_ d:.\.

7 e | [ 5ubtle disability depictions,

Onor ma tathletrico n'

people, friendly
Interactions

A
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What we found out

* Using the materials opened up

a far wider discussion about
ensuring a positive first
experience..

—

Singling someone
out for attention,

asking about support
needs in front of

others, segregating
or making the whole
class change pace

Concern about what
the session / other
participants will be
like — build in
opportunities to

have a 0
peeko Jﬁ

Opportunities to state
needs to the
instructor privately
In advance,; or
sessions run in an
inherently flexible

manner ’
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Mapping
Disability

SPORT
# ENGLAND

English Federation
of Disability Sport

Images e ncred

What sort of images work best?

iportant 1o gal paopie with yout

What kind of images Gre more likely 1o motivate /
encourage interest or attendance?

Uisa photoqrapts (rather than MustTations) s maks sura that thesa.

Show the activity

First of all, three key ideas to inform
all of the decisions you make

things that di old us again and again
planning the activity and
bout it

ommunity

or strain.

So that they can feel confident about i

very important that hi
without a fuss being madi

These ideas inform our suggestions throughout.

Hudson/
Fuggle

Show the iacial Show regular
expressions of people taking
those taking part part

A5 opposad 1o athietes,
e.g not very =im or ooty
tonad people, and not in
professionsl sports dothes

Put your
headline here'

{ Put your ’ here - exp way
: who the actlvlty Is 'OT or who would be WO'COmG H

You can put your photo
here: remember that it's
important to show people
actually taking part in the
activity, as clearly and
accurately as possible, so

they can imagine what it
will be like to take part.
And do choose photos
that show genuine
enjoyment!

If there are lots of different
sports or activities available,
you can list these here:

+ Activity
» Activity
. Activity
+ Activity
Any questions? Call or email us for 3 chat before
Add your logos here N coms s st
ag [l - Telephone number
Py Hll - Email address
91 ENGLAND [l + Check us out at: [websits address]




Take-out lessons

1 Make sure you build the creative 3 The creative agenc
work into the project — you are input can add just as much value
paying for prof es s iasthegblished stimulose |,

and 1 t’s unli kel y trmaterlals— agding anotltka b | e
as an afterthought perspective to the research
2 The brief to the creative agency problem.
IS critical — invest time in meeting 4 Cost-in time to allow the agency
the creative agency to make sure to meet your client, present
you are ‘on t-lkg s a npmtotpoa matetrials and explain
getting across thatt htehi‘scriesant’itvea—t hi n
conventional creative project with the client needs to buy into this
a defined campaign in mind intellectual input

Thank you
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