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Our strategy, Towards an Active Nation, 
puts tackling inactivity at the heart of what we 
do, and we are going to triple the amount we 
invest in helping people to become active. 

As a first step, we are inviting partners to help 
us learn about how we support inactive older 
people (those aged 55 or over) to get active by 
investing up to £10 million into projects which 
will be selected through a competitive process.

This prospectus provides guidance about what 
we seek to achieve through this investment, 
the kind of projects we are particularly 
interested in and how to apply.

Please read this prospectus carefully and in 
full. We would also strongly encourage you 
to review and use the following documents 
before you submit your expression of interest:

•  Tackling Inactivity – A guide to Sport 
England’s approach and investment 
which explains how we will contribute 
towards tackling inactivity over the next 
five years and invest in this work.

•  Tackling Inactivity Resources including 
learning and key insights from our 
previous investments to tackle inactivity.

INTRODUCTION

55

The facts:

•  Fund: Active Ageing (those aged 55 or over) 

•  What do we want to achieve from this investment? 

 -   Support inactive older people to achieve at least 30 minutes of moderate intensity 
physical activity per week 

 -  Build the evidence base about this diverse group in terms of their behaviours and 
attitudes, how they should be targeted and what approaches do and don’t work

•  Who do we want to work with? We would welcome the opportunity to work with 
partners (new and old) who seek to achieve the above

• Value: £10 million National Lottery funding

• Opening: December 2016

•  Anticipated size of bids: £50,000 to £500,000

•  Deadline for expressions of interest: noon 13 February 2017

• Awards made: June 2017

Please visit sportengland.org/activeageing to submit your expression of interest form.

http://sportengland.org/activeageing
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The Chief Medical Officer defines an inactive 
person as someone who, over the course 
of a week, does not achieve a total of 30 
moderate intensity equivalent (MIE) minutes of 
physical activity. Breaking that down further:

•  Moderate equivalent minutes. That means 
each ‘moderate’ minute – where you 
raise your heart rate and feel a little out 
of breath – counts as one minute. Any 
vigorous activity, where you’re breathing 
hard and fast and your heart rate has 
increased significantly (you won’t be able 
to say more than a few words without 
pausing for breath) counts for double. 
So each vigorous minute counts as 
two moderate minutes.

•  The 30 MIE minutes can be achieved 
in one go or in chunks of at least 10 
minutes across different days through 
a combination of physical activities.

As you get older, you’re far more likely to 
become inactive: 42 per cent of people 
aged 55 and over are inactive compared 
to 29 per cent of the adult population 
(Active People Survey 10, Q2, 2015-16).  

This can be for a range of reasons, not necessarily 
directly connected to age and physical ability. 
It can be work, greater family and caring 
commitments and even social attitudes about 
the ‘right time’ to start getting active.

This audience is also growing in numbers 
as people are living longer. For example, 
the number of people aged 60 or over is 
expected to pass the 20 million mark by 
2030 (Office for National Statistics, 2015). 

It’s for these reasons that we will prioritise 
tackling inactivity in older people.

This is quite simple. In each of the projects 
we invest in, we want to see the number of 
people who are inactive go down.

This means that partners who receive 
investment will ultimately need to show us 
that their project has resulted in more older 
people crossing the 30 minute threshold, 
and staying above it.

We also want projects to be specifically 
designed to achieve some or all of the 
Government’s outcomes: physical wellbeing, 
mental wellbeing, individual development, 
social and community development and 
economic development (Sporting Future). 
The section on monitoring and evaluation 
expectations on p26 provides more detail.

Over the next five years, we also want to learn 
and understand more about how we should 
support inactive older adults into activity. 
An important outcome of this investment is 
to build a strong evidence base about this 
diverse group and how to effectively change 
their behaviour and sustain this change. 
We need to learn what approaches work 
and why, but also, importantly, what is less 
effective or doesn’t work.

By learning and testing different ideas we 
will use this to help inform what needs to be 
done on a bigger scale for Active Ageing to 
become normal. We want to find out what 
can be scaled-up or replicated across the 
country to make a significant difference to 
many more people’s lives. 

WHY OLDER PEOPLE? WHAT WE WANT TO ACHIEVE 
THROUGH THIS INVESTMENT
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GET HEALTHY GET ACTIVE 
LEARNING 

We have learnt a great deal about tackling 
inactivity through our initial investment of 
£14 million into more than 30 Get Healthy 
Get Active projects.

We have recently published our tackling 
inactivity resources which include a full 
learning report and an insight pack containing 
10 principles to support partners in reviewing 
and developing services and projects that 
want to tackle inactivity.

We strongly recommend you read and use 
these resources alongside your own insight 
to aid you in developing your ideas. 

The ten principles for tackling inactivity from 
our learning to date are: 

1  UNDERSTAND THE COMPLEX NATURE 
OF INACTIVITY

2  USE BEHAVIOUR CHANGE THEORIES

3  USE AUDIENCE INSIGHT

4  REFRAME THE MESSAGE

5  WORK IN QUALITY PARTNERSHIPS

6 MAKE SPORT AND ACTIVITY THE NORM

7  DESIGN THE OFFER TO SUIT THE AUDIENCE

8  PROVIDE SUPPORT FOR BEHAVIOUR CHANGE

9  MEASURE BEHAVIOUR CHANGE AND IMPACT

10   SCALE UP WHAT WORKS AND MAKE IT 
SUSTAINABLE 

We know that there is much more to learn, 
particularly about the nuances of working with 
the diverse audience of inactive older adults. 
We look forward to working with partners to 
further develop the evidence that’s available.  

UNDERSTANDING THE AUDIENCE 

Inactive people over the age of 55 is a large 
and diverse group (roughly 6.4 million people). 
There are big differences across the age 
group. A 55 year-old might not have much 
in common with a 75 year-old, let alone a 
95 year-old. There are also big differences in 
perceptions, experiences, motivations and 
capabilities among people of the same age. 
Any intervention designed for older people 
should therefore avoid using chronological 
age alone when targeting or segmenting.

Time should be taken to really understand 
the target audience and to also talk to them 
to make sure their views are reflected in the 
project design.

Aside from age, several other factors should be 
considered when working with this audience. 
Examples include physical activity-related 
attitudes and behaviours, socio-economic 
status, living with long term health conditions 
or disability.

Through our research we have been able 
to split different attitudes and behavioural 
challenges into five unique groups. These 
challenges go beyond the stereotype of ‘older’ 
people. Each challenge involves several 
significant barriers that individuals face on 
a daily basis. These need to be considered 
and addressed sensitively.

The diagram overleaf provides a detailed  
overview of the five groups and their relationship 
with the behaviour change model that we 
reference in our strategy.

WHAT INSIGHT 
IS AVAILABLE?
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https://www.sportengland.org/our-work/health-and-inactivity/tackling-inactivity-your-essential-guides/
https://www.sportengland.org/our-work/health-and-inactivity/tackling-inactivity-your-essential-guides/
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The five groups have been developed from 
the findings of a face-to-face and online 
survey of 2,300 people in England 
aged 50 and over. We hope that they provide 
useful insight for you to consider as you 
shape your project ideas.

ATTITUDINAL AND  
BEHAVIOURAL CHALLENGES 

MY ACTIVE DAYS ARE IN THE PAST 

Some older people feel like their days of 
being physically active are over. It is no 
longer for them. They are too old, too unfit 
and it could be bad for their health. They 
are health conscious but don’t feel being 
active helps them look after their health. 
These people tend to be older, with long-
term health conditions.

ONGOING ATTEMPTS TO BE ACTIVE

Older people are interested in being more 
active, but despite being aware of the health 
benefits they can’t get a habit to stick. They 
lack confidence, are unsure of what to do 
and worry about their ability and feeling out 
of place.

JUST NOT INTERESTED 

Some inactive older people are not 
interested in being more active and many 
never have been. There’s no sense of 
wishing for days gone by and they are more 
likely to identify with a variety of reasons 
for not being active.

MY LIFE KEEPS ME ACTIVE ENOUGH

Some older people feel they’re active 
enough in the course of their life. They 
are more likely to be doing something and 
don’t see a need to do anything differently, 
but are not reaching the 30-minutes 
physical activity threshold. 

POSITIVE ABOUT ACTIVITY 
AND TRYING TO HANG ON

Older people have a mismatch between 
their attitudes and behaviours. They have 
stronger positive associations with physical 
activity than other inactive older people 
and are less likely to face some of the 
emotional and practical barriers that are 
more common among other groups.

Source: Face-to-face and online survey of over 2,300 people in England aged 50 and over.

NOT ON MY RADAR

THINKING ABOUT IT

PLANNING TO DO 
SOMETHING SOON

GET STARTED

STICKING WITH IT

PRE-CONTEMPLATION

CONTEMPLATION

PREPARATION

ACTION

MAINTENANCE

1 2

3

4 5
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JUST NOT INTERESTED

Some inactive older people are in ‘pre-
contemplation’. They are not interested in 
being more active and potentially never really 
have been. They are less likely to see value 
in being active or have reasons that would 
motivate them to take part. There’s no sense

of wishing for days gone by and they are 
more likely to identify with a variety of reasons 
for not being active. The light intensity activity 
some do is likely to be incidental rather than 
deliberately being physically active.

BEHAVIOURS

ATTITUDES

Less likely than 
other inactive older 
people to say:

DEMOGRAPHICS

BARRIERS

DOING 
NOTHING
(no activity at all 
in the last week)

NOT DOING 
ENOUGH
(some moderate 
activity but less 
than 30 minutes)

MISSING THE 
INTENSITY
(only light intensity 
activity in the last 
week)

PHYSICAL ACTIVITY ISN’T 
FOR PEOPLE LIKE ME I AM NOT 

MOTIVATED

I AM HAPPY WITH 
HOW ACTIVE I AM 

I’M AWARE OF THE 
RECOMMENDATIONS 
CONCERNING THE AMOUNT 
OF PHYSICAL ACTIVITY 
SOMEONE MY AGE 
SHOULD DO EVERY WEEK

I AM TOO 
UNFIT IT’S TOO LATE FOR 

ME TO GET FIT

I WOULD FIND IT 
BORING

BEING PHYSICALLY ACTIVE 
MAKES ME FEEL GOOD 
ABOUT MYSELF 

THE BENEFITS OF 
BEING PHYSICALLY 
ACTIVE ARE 
EXAGGERATED

I USED TO BE 
GOOD AT SPORT/ 
PHYSICAL ACTIVITY

I AM TOO OLD 

ARE OVER 70

FEMALE

MALE

55%

58%

36%

42%

53%

39%

Slightly older:

More likely than other inactive older 
people to say:

HAVE A LONG TERM 
HEALTH CONDITION/
ILLNESS 

OR LIMITING HEALTH 
CONDITION/ILLNESS

DIDN’T GIVE ANY REASONS THEY’D TAKE 
PART IN SPORT OR PHYSICAL ACTIVITY

More likely than other inactive older 
people to say:

ABC1

C2DE

63%

37%

2

31%

6%

63%

Some older people are facing a ‘relevance 
gap’, feeling like their days of being 
physically active are over. They sit in ‘post-
contemplation’. They are health conscious, 
feeling like they look after their health.
But being active is no longer for them; they 
believe they are too old, too unfit and it

could have negative consequences on their 
health. These people are the more obvious 
stereotype: they tend to be older, with long 
term health conditions and are more likely 
to be doing no activity (compared to other 
inactive older people).

BEHAVIOURS

Meeting other CMO guidelines:
Link to CMO definitions

Terms explained here

Meeting other CMO guidelines:
Link to CMO definitions

Less likely than 
other inactive older 
people to say:

DEMOGRAPHICS

DOING 
NOTHING
(no activity at all 
in the last week)

NOT DOING 
ENOUGH
(some moderate 
activity but less 
than 30 minutes)

MISSING THE 
INTENSITY
(only light intensity 
activity in the last 
week)

I USED TO BE GOOD AT 
PHYSICAL ACTIVITY/SPORT

I THINK PHYSICAL ACTIVITY 
MIGHT MAKE MY HEALTH 
CONDITIONS WORSE 

I LOOK AFTER 
MY HEALTH 

I AM TOO 
UNFITPHYSICAL ACTIVITY ISN’T 

FOR PEOPLE LIKE ME 

IT’S TOO LATE FOR 
ME TO GET FIT

I WORRY ABOUT 
INJURING MYSELF PHYSICAL ACTIVITY 

ISN’T FOR PEOPLE 
LIKE ME 

I AM GOOD AT PHYSICAL 
ACTIVITY SPORT 

I WOULD LIKE TO BE 
FITTER THAN I AM

I ACT ON MY DOCTOR/HEALTH 
PROFESSIONALS ADVICE 

I AM TOO OLD 

I AM PUT OFF BECAUSE 
I WOULD NOT REACH 
THE LEVEL I’D LIKE

I AM PUT OFF BECAUSE 
I WOULD NOT REACH 
THE LEVEL I’D LIKE

ARE OVER 70

COMPARED TO 15% OF ALL 
INACTIVE OLDER PEOPLE

72%

30%

25%

72%

8% 6%

64%

2% 2%

Most distinct demographic profile:

More likely than other inactive older 
people to say:

Most likely to have experienced serious 
illness or injury in the last year:

MOST LIKELY TO HAVE 
A LONG TERM HEALTH 
CONDITION/ILLNESS 

OR LIMITING HEALTH 
CONDITION/ILLNESS

DIDN’T GIVE ANY REASONS THEY’D TAKE 
PART IN SPORT OR PHYSICAL ACTIVITY

2+ DAYS MUSCLE 
STRENGTH

2+ DAYS MUSCLE 
STRENGTH

2+ DAYS BALANCE 
CO-ORDINATION

2+ DAYS BALANCE 
CO-ORDINATION

More likely than other inactive older 
people to say:

MY ACTIVE DAYS ARE IN THE PAST1

43%

4%

54%

FEMALE MALE
49% 51%

ABC1 C2DE
52% 48%

ATTITUDES BARRIERS

Terms explained here

https://www.gov.uk/government/publications/uk-physical-activity-guidelines
https://en.wikipedia.org/wiki/NRS_social_grade
https://www.gov.uk/government/publications/uk-physical-activity-guidelines
https://en.wikipedia.org/wiki/NRS_social_grade
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ONGOING ATTEMPTS TO BE ACTIVE

Some older people are interested in being 
more active, and despite being aware 
they aren’t active enough to get the health 
benefits, they can’t get a habit to stick. This 
challenge in bridging a gap between action

and intention doesn’t seem to be anything 
new. They face a number of emotional and 
practical barriers – lacking confidence, unsure 
of what to do, worrying about their ability and 
feeling out of place.

BEHAVIOURS

ATTITUDES

Less likely than 
other inactive older 
people to say:

DEMOGRAPHICS

BARRIERS

DOING 
NOTHING
(no activity at all 
in the last week)

NOT DOING 
ENOUGH
(some moderate 
activity but less 
than 30 minutes)

MISSING THE 
INTENSITY
(only light intensity 
activity in the last 
week)

I WOULD LIKE TO BE 
FITTER THAN I AM

I’D FEEL OUT 
OF PLACEI FEEL GUILTY IF I’VE 

NOT EXERCISED FOR 
A WHILE

I’M ACTIVE ENOUGH TO GET 
THE HEALTH BENEFITS OF 
BEING PHYSICALLY ACTIVE

I WORRY ABOUT DOING AN 
ACTIVITY AND NOT BEING 
VERY GOOD AT IT

I DON’T KNOW WHAT 
LEVEL OF ACTIVITY 
IS RIGHT FOR ME

I DON’T KNOW WHAT 
TYPE OF ACTIVITY 
IS RIGHT FOR ME

I AM NOT 
MOTIVATED TO DO 
PHYSICAL ACTIVITY

I AM HAPPY WITH 
HOW ACTIVE I AM

I’VE RESOLVED TO 
BE MORE ACTIVE 
IN THE PAST BUT 
HAVEN’T STUCK 
TO IT

I USED TO BE 
GOOD AT SPORT/ 
PHYSICAL ACTIVITY

ARE AGED 50-70

57%

63%

45%

Slightly younger:

More likely than other inactive older 
people to say:

SECOND MOST LIKELY TO 
HAVE A LONG TERM HEALTH 
CONDITION/ILLNESS

OR LIMITING HEALTH 
CONDITION/ILLNESS

More likely than other inactive older 
people to say:

FEMALE

MALE

68%

32%

ABC1

C2DE

60%

40%

4

28%
9%

63%
BEHAVIOURS

ATTITUDES

Less likely than 
other inactive older 
people to say:

DEMOGRAPHICS

BARRIERS

DOING 
NOTHING
(no activity at all 
in the last week)

NOT DOING 
ENOUGH
(some moderate 
activity but less 
than 30 minutes)

MISSING THE 
INTENSITY
(only light intensity 
activity in the last 
week)

I AM HAPPY WITH HOW 
ACTIVE I AM

I LOOK AFTER MY 
HEALTH 

I’D FEEL OUT 
OF PLACE

I AM NOT MOTIVATED TO 
DO PHYSICAL ACTIVITY

I WOULD FIND 
IT BORING

I WOULD LIKE TO BE FITTER 
THAN I AM NOW

BEING PHYSICALLY ACTIVE MAKES 
ME FEEL GOOD ABOUT MYSELF

ARE OVER 70

AGED 50-70

COMPARED TO 15% OF ALL 
INACTIVE OLDER PEOPLE

51%
49%

3%

32%

16%

Balanced age profile:

More likely than other inactive older 
people to say:

Least likely to have experienced serious 
illness or injury in the last year:

LEAST LIKELY TO HAVE 
A LONG TERM HEALTH 
CONDITION/ILLNESS 

OR LIMITING HEALTH 
CONDITION/ILLNESS

More likely than other inactive older 
people to say:

More likely to have active hobbies
(e.g. gardening, DIY)

I AM ACTIVE ENOUGH TO GET THE HEALTH 
BENEFITS OF BEING PHYSICALLY ACTIVE

MY LIFE KEEPS ME ACTIVE ENOUGH

Some older people feel they’re active 
enough in the course of their life. There is a 
‘perception gap’ between their behaviour and 
how active they think they are. They are more 
likely to be doing something and don’t see a 
need to do anything differently, but are not

reaching the 30 minute threshold. Changing 
their behaviour will involve addressing a 
mind-set that doesn’t see a need for change 
and views the activity they do as distinct from 
‘other’ physical activity.

3

18% 13%

69%

Meeting other CMO guidelines:
Link to CMO definitions

Meeting other CMO guidelines:
Link to CMO definitions

10% 10%

6% 6%

2+ DAYS MUSCLE 
STRENGTH

2+ DAYS MUSCLE 
STRENGTH

2+ DAYS BALANCE 
COORDINATION

2+ DAYS BALANCE 
CO-ORDINATION

Terms explained hereFEMALE MALE
58% 42%

ABC1 C2DE
64% 36%

Terms explained here

https://www.gov.uk/government/publications/uk-physical-activity-guidelines
https://www.gov.uk/government/publications/uk-physical-activity-guidelines
https://en.wikipedia.org/wiki/NRS_social_grade
https://en.wikipedia.org/wiki/NRS_social_grade
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THINGS TO CONSIDER

There are also several things to consider 
when thinking about the specific audience 
you are trying to reach. Where do they spend 
their time? Who do they trust? The answers 
to these types of questions will be different 
depending on factors such as location and 
life-stage. Here are some points to consider:

•  Don’t assume older people have lots of 
free time. Many have responsibilities and 
demands on their time, such as caring 
for a partner, or children, volunteering 
or employment. With retirement age 
extending, more older people are 
working. A third of the UK workforce will 
be over 50 by 2020 (Office of National 
Statistics Labour market projections 
2006-2020)

•  Older people will experience big life 
changing events or transitions, like 
retiring from full-time work or having 
grandchildren for the first time. These 
are potential intervention points.

•  People are living for longer but we are not 
necessarily healthier. It is not just how 
many years you live for that matter but 
how many healthy years. Our ageing 
population has an increasing amount of 
illness and disabilities such as diabetes, 
arthritis and back pain. There are also 
significant inequalities in terms of healthy 
life expectancy – those living in the least 
deprived parts of England can expect 
to live in good health for more than 
19 years longer than those in the most 
deprived areas (Office of National 
Statistics Healthy Life Expectancy 
2012-2014).

•  Over half of the inactive people in our 
survey1 had long term illnesses or 
conditions. Experiencing serious illness or 
injury has strong links to inactivity and is 
a potential intervention point for a project. 
It can be reassuring to hear messages 
about physical activity from sources 
trusted to understand an individual’s 
current situation such as health 
professionals, disability and condition 
specific charities/advocacy groups 
or other organisations who have an 
understanding of specific conditions. 

1  Face to face and online survey of over 2,300 people in England aged 50 and over

Some older people have a mismatch 
between their attitudes and behaviours. 
They are inactive but we don’t know what’s 
holding them back. They are more likely to 
be doing something and remain aware and 
interested in physical activity. They have 

stronger positive associations with physical 
activity than other inactive older people and 
are less likely to face some of the emotional 
and practical barriers that are more common 
amongst other groups.

BEHAVIOURS

ATTITUDES

Less likely than 
other inactive older 
people to say:

DEMOGRAPHICS

BARRIERS

DOING 
NOTHING
(no activity at all 
in the last week)

NOT DOING 
ENOUGH
(some moderate 
activity but less 
than 30 minutes)

MISSING THE 
INTENSITY
(only light intensity 
activity in the last 
week)

I WOULD LIKE TO BE FITTER 
THAN I AM

I AM GOOD AT SPORT / 
PHYSICAL ACTIVITY 

I USED TO BE 
GOOD AT SPORT / 
PHYSICAL ACTIVITY 

ARE OVER 70

AGED 50-70

49%
51%

55%

34%

Balanced age profile:

Lower proportions identify with any of 
the reasons that stop or limit people 
from being active

HAVE A LONG TERM 
HEALTH CONDITION/
ILLNESS 

OR LIMITING HEALTH 
CONDITION/ILLNESS

More likely than other inactive older 
people to say:

I AM SOMEONE THAT 
GENERALLY AVOIDS 
TAKING RISKS

BEING PHYSICALLY 
ACTIVE MAKES ME 
FEEL GOOD ABOUT 
MYSELF

I AM AN OPTIMIST RATHER 
THAN A PESSIMIST

PHYSICAL ACTIVITY ISN’T 
FOR PEOPLE LIKE ME

FEMALE

MALE

45%

55%

ABC1

C2DE

59%

41%

POSITIVE ABOUT ACTIVITY AND TRYING TO HANG ON5

22%
10%

68%

Meeting other CMO guidelines:
Link to CMO definitions

11%

6%

2+ DAYS MUSCLE 
STRENGTH

2+ DAYS BALANCE 
CO-ORDINATION

Terms explained here

https://www.gov.uk/government/publications/uk-physical-activity-guidelines
https://en.wikipedia.org/wiki/NRS_social_grade
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•  Who delivers the message and the 
frequency and quality of the interaction 
with the chosen audience should be 
carefully considered. For example 
different audiences will frequently visit 
different local places like faith centres, 
hairdressers, supermarkets or the 
workplace. 

•  Convenience is important and connecting 
to places people already use and 
are familiar with will help to make 
opportunities feel more accessible and 
targeted at them.

•  Many people we’re trying to reach aren’t 
going to think of themselves as ‘old’, nor 
identify with the extremes of active older 
people – such as the achievement of 
the oldest person running the marathon. 
Peer-led messaging, an age appropriate 
workforce and making use of ‘people like 
me’ could help to create more of a norm 
around active older people in society.

•  Compared to the rest of the population, 
a higher proportion of older people live 
alone (Age UK, 2014) and are at risk of 
isolation. In our survey2, around half of 
inactive older people socialised face to 
face with friends or family on average 
around twice a week, but for a third their 
face to face interactions were less than 
once a week. Family members can play 
a strong influencing role and, for some, 
intergenerational support or activities 
could be appropriate.

•  Taking the first steps to getting more 
active is difficult and can be intimidating. 
It takes courage and effort to get involved 
and taking part a few times doesn’t 
guarantee that people will stick with it. 
Lapsing and re-lapsing is common 
and adapting to your target audience’s 
continued changing circumstances will 
help them to sustain their involvement.

Here are some areas of interest prompted 
through our understanding of inactivity amongst 
older people. This list is not exhaustive and we 
would encourage you to think creatively as 
you develop your own ideas.

TIMING
 
•  Testing the most appropriate points in 

older people’s lives to change behaviour. 
For example just before or just after 
retirement, becoming a grandparent, 
being diagnosed with an illness or health 
condition or moving from independent to 
supported living. 

 
DELIVERY METHODS

•  Understanding what approaches are cost 
effective in supporting behaviour change 
for older people. This could range from 
testing how changing an environment 
might increase physical activity levels or 
understanding the value of goal-setting 
such as having step-goals monitored with 
a pedometer. 

•  Testing the role that technology and 
digital approaches can play in changing 
behaviour and supporting inactive older 
adults into activity. For example online 
support, apps, video content, online 
incentive programmes and web platforms.

•  Exploring how to use sport and 
physical activity for the prevention and 
management of health conditions to 
reduce the pressure on health and social 
care organisations.

•  Testing the role of intergenerational 
approaches to support behaviour change 
in older people. For example, activities 
where the whole family joins in.

•  Understanding more about how we can 
decrease isolation and loneliness through 
sport and physical activity.

AUDIENCES

•  Understanding how to support older 
adults who previously played and enjoyed 
sport, but stopped some time ago, to 
start playing again, for example through 
adapted versions of the sport such as 
walking football. 

•  Exploring how to create active habits with 
inactive older adults who are still working. 
For example, through workplaces.

•  Learning how to influence inactive older 
people who have no interest in sport and 
physical activity and don’t want to change 
their behaviour. 

•  Understanding how to motivate and help 
those who believe that they are active 
enough to change their behaviour 
(so they do enough for health benefits). 
For example those who lead busy lives 
but do less than 30 MIE minutes of 
physical activity.

•  Investigating how to address barriers to 
activity which stop people with injuries, 
illnesses or health conditions feeling 
capable of changing their activity levels. 
This may include barriers such as 
individual perceptions, fear of change, 
lack of confidence etc.

2  Face to face and online survey of over 2,300 people in England aged 50 and over

AREAS OF 
INTEREST

Tackling Inactivity – Active Ageing Prospectus

BEFORE YOU BEGIN

Our insight into this audience should only be considered as a starting point. There are often 
further differences within specific audiences (e.g. cultural or generational variances). Partners 
wanting to focus on inactive older people should use this alongside their own insight to 
develop project ideas. Before you start developing your project idea it’s important to:

•  Identify who your target audience is (targeting beyond age) 

•  Be clear what attitude or behaviour you are seeking to change

•  Continue to seek further insight on the chosen audience – keep asking, listening to and 
observing the audience to understand their specific challenges, needs and wants.



Tackling Inactivity – Active Ageing Prospectus 21

•  Understanding how to make physical 
activity a normal part of ageing and how 
this differs depending on the audience 
e.g. certain ethnic minority groups.

•  Investigating how to address health 
inequalities for older people and reach 
those who tend to be less active 
for example those living in areas of 
deprivation, certain ethnic groups and 
those with multiple health conditions. 

INFLUENCES
•  Understanding who influences the activity 

levels of older people to determine who 
the most effective people are to deliver 
physical activity messages. This could 
range from a GP or religious leader through 
to employers or people that work in the 
local shop.

•  Exploring different messages and 
opportunities which might influence 
a chosen audience to get active e.g. 
some messages might relate to the 
health benefits of activity whereas others 
might make no reference to sport and 
physical or its benefits or be focused 
on overcoming long-standing emotional 
barriers for example “I hated PE when I 
was at school and it is not for me now”.  

•  Exploring how coaches, volunteers or 
peer-led physical activity delivery can 
impact on previously inactive older people. 

REPLICATING AND SCALING
•  Understanding how to take a project which 

has been successful in helping inactive 
older adults to get active in one area and 
replicating it in multiple areas. This could 
be increasing the number of locations a 
project is delivered in or transferring the 
learning and testing it in new settings e.g. 
workplaces or housing associations. 

•  Understanding what needs to be 
done on a bigger scale to make Active 
Ageing ‘normal’ across England. This 
could include making changes within 
organisations or communities.

1  Face to face and online survey of over 2,300 people in England aged 50 and over

Within ‘Towards an Active Nation’ we are 
clear that we want to work very differently. 
We want to find partners who are willing to 
co-design innovative, different and in some 
cases experimental approaches that put the 
customer at the heart of delivery. 
We are looking for partners who:

•  Already reach older people or have a 
successful track record in changing 
behaviour with this audience (not 
necessarily related to sport or physical 
activity delivery). 

•  Have insight into specific older people 
audiences and know what further insight 
they need to fully develop their ideas. 

•  Have insight driven solutions to tackling 
inactivity in specific older adult audiences 
which puts the customer at the centre 
of the approach. Solutions will take into 
account the reasons why people are 
inactive, both emotional and practical, 
and the different habits that people have 
at different points in their lives.

•  Are ready to replicate an approach which 
has been proven to reach and effectively 
change behaviour.

•  Has regular interaction or quality 
interaction with older people. This may 
include retail, health, leisure time, housing 
and care partners, although this is not an 
exhaustive list. 

•  Can think innovatively and differently 
about delivery. 

•  Are willing to work in partnership with 
others to strengthen the likelihood of the 
project’s success.

To find innovative and effective ways to 
tackle inactivity, we will be willing to take 
reasonable risks.

We may look to broker partnerships between 
organisations submitting Expressions of 
Interest where appropriate.

All partners that we invest in will need to 
meet the appropriate tier of our Code for 
Sports Governance by the time that an initial 
development award is made. Support can 
be given by our Grants team to organisations 
who we wish to fund who do not meet these 
at the time of submitting an Expression of 
Interest. The necessary changes will need to 
be made by partners within agreed timescales.

WHO DO WE WANT 
TO WORK WITH?

Tackling Inactivity – Active Ageing Prospectus
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The following diagram provides an overview 
of the two stage selection process we will 
follow in determining which partners we will 
award funding to. At the first stage, you won’t 
need a fully worked up project. We’ll need 
to know a little about your organisation, your 
understanding of the audience you want to 
work with and your initial thoughts and ideas 
on how you might tackle inactivity. This needs 
to be ready to share with us by noon on 
13 February 2017.

The partnerships we decide to enter into can, 
if needed, be offered a small development 
grant to work up their projects – for example 
gathering more insight, securing the right 
partners or piloting ideas before being 
awarded a project delivery grant. 

We aim to make funding awards in June 
2017, unless we find great ideas that are 
ready to go sooner. 

1.  PROJECT AWARDS AND VALUE

Development Award:

Where project ideas are in their infancy, but 
we can see value in them, we may provide a 
development grant to allow organisations to 
fully develop their project in partnership with 
Sport England. It is anticipated that this phase 
will last between six and twelve months. 
A development grant might be used to: 

•  Develop further insight into your specific 
audience.

•  Provide the resources and capacity to 
fully develop the project (staff time etc.).

•  Pilot or test approaches with your 
chosen audience.

• Monitor and evaluate a pilot.

Once the project is fully developed and we 
are satisfied with the plans, we will look 
to move organisations forward to the full 
application stage. We shall assume that 
projects will follow this two phased approach 
unless there is justification for a full award. 
Please note that by receiving a development 
award, you are not guaranteed an award for 
the full project delivery.

You can request up to 10% of the predicted 
costs for your full project delivery (should you 
be taken through to that stage of the process).

Full Project Awards:

Where a project is fully worked up and ready 
to start, the application can be fast-tracked 
to a full project award. This is likely to occur 
where an organisation has a high level of 
insight and piloting work already completed 
and some evidence of the impact that can 
be expected. We expect that the awards 
made at the full application stage will be for 
projects costing from £50,000 to £500,000. 
In exceptional circumstances awards of up to 
£1 million may be invested where insight and 
evidence suggests this is appropriate.

2.  PROJECT LENGTH 

Projects must be a minimum of one-year but we 
are not imposing a maximum project length. 

PROCESS AND TIMESCALES 
FOR OUR INVESTMENTS

GUIDANCE

•  Active Ageing fund launched - organisations asked to submit 
expression of interest (EOI) - Stage one.

•  Tackling Inactivity - A Guide to Sport England’s Approach and Investment
December 

2016  

February 
2017

March
2017

April
2017

May
2017

June
2017

•  Noon 13th February - deadline for EOI.
•  Assessment of EOI.

• Assessment of EOI.
• Unsuccessful organisations informed of decision.
• Selected organisations invited to enter Stage two of the selection process.

•  Workshop hosted by Sport England and expert partners to provide 
additional insight and support to develop your project ideas.

•  Organisations invited to present project to panel of experts.
• Assessments completed by the end of May.

•  Unsuccessful organisations informed of decision (with feedback). 
•  Selected organisations informed and development grant or full grant 

awarded depending on readiness to deliver.
•  Please note that any development grant awarded does not guarantee 

full award success - it will be subject to a full assessment.

23
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3.  REVENUE AND CAPITAL  

We anticipate that most requests for investment 
from the Active Ageing fund will be for 
revenue funding. However we will consider 
investing  modest capital funding where 
appropriate. For example, we could fund the 
purchase of equipment or modest structural 
changes to a building to increase accessibility. 
We will also consider projects which have a 
mix of both revenue and capital spend.

You will need to ensure that the ideas you 
have for capital investment clearly meet the 
criteria for the Active Ageing fund, as set out 
in this prospectus and that there is a clear 
contribution to what we are trying to achieve. 
This fund will not support new build or major 
capital projects. We have other dedicated 
funding programmes for example our Strategic 
Fund and the new Community Asset Fund 
which you might want to consider.

4.   EXPENDITURE THAT 
IS NOT ELIGIBLE 

We will not invest in the following:
•  The general running costs of your 

organisation; 
•  A service or project which is already 

running or where funding has recently 
been withdrawn;

•  Projects which we have funded before;
•  Goods or services purchased before an 

award is made;
•  The purchase of motor vehicles;
•  Items that can only benefit an individual;
•  One-off events;
•  Activities that focus on promoting 

religious beliefs;
•  Endowments;
•  Loan repayments;
•  Foreign trips.

Please note that this is not an exhaustive list. 

5.   PARTNERSHIP FUNDING 
EXPECTATIONS

Development award stage: 

You do not need to have partnership funding 
available for the development award stage. 
However, you will need to be able to offer a 
commitment to work with us to develop the 
project and provide in-kind staff time to do so.
 
Full award stage:

One of the ways you and your partners 
can demonstrate your commitment is by 
investing your own funding. Our expectation 
is that projects should be able to contribute 
partnership funding that is at least one third 
(1/3) of the total project costs unless a very 
strong case can be made. 

At least half of your partnership funding must 
be financial; the other half may be contributed 
as in-kind.

We recognise that the economic climate 
remains very challenging. This can 
sometimes mean that strong projects are 
not submitted because the applicant and 
partners have not been able to secure 
partnership funding. 

Please note that we would like ALL 
applicants to try and secure some 
partnership funding. However, where 
it proves impossible to find partner 
funding we may still be able to fund the 
project.  However, you will be required as 
part of the full application to set out the 
steps you have taken to try and source 
partnership funding.

If you apply without partnership funding your 
application will still be assessed against the 
assessment criteria.

Tackling Inactivity – Active Ageing Prospectus 25



Tackling Inactivity – Active Ageing Prospectus 27

6.   MONITORING AND 
EVALUATION EXPECTATIONS

As set out in Towards an Active Nation we 
will ensure that there is a clear line of sight 
between each investment we make and the 
contribution that it makes to our overarching 
outcomes and the key performance indicators 
that we are seeking to deliver.

Where we invest in an area or in a particular 
project, we want to see the number of people 
who are inactive go down. Government 
shares that aspiration, and has set this as one 
of its key measures of success in its strategy 
Sporting Future: 
‘KPI 2: Decrease in the percentage of people 
who are physically inactive’.

Partners who receive investment through this 
fund will ultimately need to show us that the 
project has resulted in more inactive older 
people becoming active (crossing the 30 MIE 
minute threshold) and staying active.

Projects that receive our investment need to 
contribute to some or all of the Government’s 
outcomes (as outlined in their Sporting 
Future strategy).
 
To achieve this, you’ll need to consider: 
Your target audience: You’ll have identified 
a specific group to target. In many cases, this 
means the groups who will bene fit most from 
the Government’s outcomes. For example, 
people facing disadvantage or those from 
certain ethnic minorities.

Rationale: Your plan should demonstrate 
how the project / intervention will help deliver 
some or all of the Government’s outcomes. 
It’s not enough to just expect to contribute to 
outcomes through your project – you need to 
show you’ve considered how each aspect of 
the programme will satisfy these goals. 
A long-term plan: Develop a plan that 
shows the project’s outcomes will last. So 
not just short-term benefits, but lasting 
changes in behaviour. See our investment 
guide for more information. 
If you do receive funding from us, we’ll 
work with you to develop the best way of 
measuring its success (both for your project 
goals and Sport England’s wider outcomes). 
That evaluation needs to be thorough and 
robust so that we can really learn about the 
project’s effectiveness and take that forward 
in real-world settings.
 
We’ll help you create a comprehensive 
‘evaluation framework’ so that we can:

•   Understand the impact projects are having

•   Understand why some aspects have 
worked or not worked so well

•   Grasp the return on investment

If your organisation is successful, you’ll need 
to develop partnerships with companies 
who specialise in measuring and evaluating 
outcomes. You won’t need to have put this 
in place at the ‘expression of interest’ phase, 
but it will need to be established before further 
development, or prior to full funding is awarded.

We expect that validated tools will be used 
to collect the agreed metrics and we are 
currently consulting on what these should 
be for the audience concerned. We may 
develop our own data collection tools 
where necessary to ensure that appropriate 
data can be collected without being overly 
burdensome on projects.

Further information on the selected tools will 
be provided at the point of the development 
or full award to successful applicants. We will 
also provide support and training for project 
managers and academic partners in the 
administration, coding and reporting on the 
metrics to aid the consistency of reporting. 
You will also be required to submit a six monthly 
monitoring report to us, on a template that 
you will receive with your award letter if you 
are successful in your application. This will 
enable you to provide a commentary of the 
progress you are making against the targets 
you have set out in your application and 
learning from the approaches you are taking. 

7.   SCALABILITY AND 
SUSTAINABILITY 

We are investing in these projects to:

•   Learn about what works (and what 
doesn’t) to support inactive older adults 
into activity

•  Find successful approaches which can 
be scaled up in future years.

Where appropriate, partners should also 
consider the long-term sustainability of 
their projects at this early stage of project 
development. 

We will want to know your initial thoughts on 
this at the expression of interest stage. We 
encourage you to be creative in your thinking 
and to consider how what you will learn can 
be used to create positive change in service 
delivery in the longer term. 
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You will need to complete and submit your 
expression of interest form via our website 
by noon on the 13th of February 2017.

The online form can be accessed here. You 
do not need a password to complete or 
submit it. You will need to complete all of the 
fields, adhering to the word count limits, prior 
to submitting your ideas for assessment.

A word version of the form can be accessed 
here to help you in planning your application. 
You can cut and paste this into the online form.

Please remember that at this stage we are 
not expecting fully worked up project ideas 
but we will expect you to explain what you 
intend to do, with whom and why.

You do not need to submit any supplementary 
documentation at this stage of the process.

When you submit your form you will receive 
an email confirming that we have received the 
submission. Please keep this for your records.  

ASSESSMENT CRITERIA AND 
WEIGHTING FOR THE EXPRESSION 
OF INTEREST FORM 

The details you provide in your expression of 
interest form will be assessed against the key 
principles shown on page 29, to determine 
which partners are invited to present their 
project idea to the expert panel to understand 
the impact the project would deliver.

The information in your expression of 
interest form and your presentation to 
the panel will be used as your application 
for a development award, should you be 
successful at this stage.

QUESTIONS YOU MAY HAVE

Please take the time to read our Frequently 
Asked Questions document here. If the answer 
you are looking for is not included then please 
contact us at activeageing@sportengland.org 
and a member of the team will be in touch to 
answer your question. 

SUBMITTING YOUR EXPRESSION 
OF INTEREST FORM 

Principle Weighting What a strong EOI will contain 

The organisation has clear insight into 
the audience they plan to target and 
this has clearly been used to develop 
the project idea. There is clarity in what 
additional insight is needed (if at all). 

20% A strong EOI will demonstrate an excellent 
understanding of the target audience, their needs 
and what additional insight is needed to shape 
the project design. It should include details of 
initial consultation and insight from its target 
audience and stakeholders. 

There is a clear need for the project 
and the award. Delivery is additional 
to existing provision/ activity.  There 
is clarity on what is needed at the 
development award stage and it is clear 
how this will inform the development of 
future delivery. 

10% A strong EOI will show a strong strategic context 
for the proposed project idea explaining why it 
is needed and how it would add value to what 
is already being delivered. The plans for the 
development award stage will clearly inform the 
development of future delivery stages and the 
proposed expenditure is eligible and relevant.

Older adults aged 55+ have been 
involved in the co-design of the project 
idea and will continue to be involved 
through the development award stage

10% A strong EOI will take a clear customer focused 
approach to project development. The EOI 
will highlight how older adults from the target 
audience have been and will continue to be 
involved in co-designing the project during the 
development and design phase. 

The organisation has a good track 
record of working with the audience 
they are looking to reach or are 
supported by partners who do. There 
is recognition of the wider partnerships 
that will be needed to successfully 
deliver the idea. 

20% A strong EOI will clearly set out the reach that the 
applicant and/ or its partners has with the target 
audience, the services that they have experience 
in delivering and detail of how this has informed 
their ideas. There will be clarity on which partners 
they want to support their delivery and who is 
already signed up as a partner. 

The proposed project will clearly deliver 
against KPI2 and will be designed 
around achieving some or all of 
Government’s outcomes.

20% A strong EOI will clearly set out how the project 
will tackle inactivity amongst this audience and 
contribute towards shared mutual outcomes. 
It will clearly describe what success will look 
like and will highlight the impact and outcomes 
that will be driven by the project. The applicant 
will have confirmed that it is willing to adhere to 
our evaluation framework and will work with a 
research partner or have in-house expertise to 
understand the impact created by the project.

The project will support us in learning 
how to support this audience into 
activity in the long-term.

20% A strong EOI will clearly set out how the project 
idea will support us in learning about reaching, 
engaging and supporting this audience for 
long-term behaviour change (particularly where 
there are gaps in the evidence base). Longer 
term sustainability of the beyond the lifetime of 
the project has been considered at this initial 
stage. Partners will have considered how their 
approach/ project can be sustained in the long-
term and where applicable, how it might be 
scaled or replicated. 
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USEFUL DOCUMENTS AND RESOURCES

Please find below a list of useful documents and resources to aid you in developing 
your proposals, along with the links of where you can access them. 

STRATEGIC CONTEXT
 
Sport England Towards an Active Nation Strategy

Sporting Futures: A new strategy for an active nation

Public Health England, Everybody Active, Every Day

Tackling Inactivity - ‘A Guide to Sport England’s Approach and Investment’

LEARNING AND INSIGHT
 
Tackling Inactivity: Key learning from our  GHGA projects report

Tackling Inactivity: Design Principles

Tackling Inactivity: Design Principles Checklist

APPENDIX A
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https://www.sportengland.org/media/10629/sport-england-towards-an-active-nation.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/486622/Sporting_Future_ACCESSIBLE.pdf
https://www.gov.uk/government/publications/everybody-active-every-day-a-framework-to-embed-physical-activity-into-daily-life
https://www.sportengland.org/media/11252/tackling-inactivity-what-we-know-full-report.pdf
https://www.sportengland.org/media/11251/tackling-inactivity-design-principles.pdf
https://www.sportengland.org/media/11249/tackling-inactivity-design-principles-checklist.pdf
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