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Marketing sport and active recreation to men 55 and over
Men of this age group are either nearing retirement or already retired.  Retirement presents a huge lifestyle change which means reduced stress, more freedom and a desire to keep busy. At the same time, these men are often seen as a spare set of hands to help the family.

Most of these men are aware of the benefits of exercise, and believe they do enough, but are actually doing less than the recommended amounts.

What appeals to them?

· These men see doing exercise and sport as a way of keeping in touch with friends and meeting new people.  This is the most important benefit of exercise to them, far outweighing the health benefits.

· They are keen to spend time with their families, and to play with their grandchildren, which requires them to stay in shape.

· They are interested in exercise that helps them with their daily life as a whole, and which is especially focussed on the moment, rather than on the longer term benefits.  

· They will be interested in exercise that is appropriate to their fitness levels, and that will not make them feel bad about not being as fit and strong as they used to be.

· They appreciate advice from people who understand their needs.  Promote exercise to them in a supporting and understanding way, rather than in a condescending or patronising manner.

What stops them taking part? 

· The word ‘sport’, is seen to relate to activities inappropriate for their age group, and refers to activities often focussed on younger people.  

· There may be concerns about sport causing injury.  

· Emphasis for men in this age group is on exercise (gardening, walking, DIY) rather than sport.  Only certain forms of exercise are considered suitable – normally gentler forms such as walking, swimming, bowling or yoga.  More value is placed on ‘active chores’ than exercise.

· These men don’t like being told what to do.  If a health promotion expert assumes that he/she understands these men’s needs better than they do, they will stop listening.

· They may already believe that they are doing enough physical activity, and won’t see any need to change their behaviour.

· They lack access to information about classes or facilities, and many of them are not internet-savvy.

· Changes in the local areas and the closing down of local shops reduce the need for walking.

· Exercise regimes designed mainly for health benefits (e.g., weight training, aerobics, machine-based exercise) aren’t popular with these men.  They see them as boring and unappealing.  Most of these men are more interested in living for today than preparing for tomorrow, so trying to promote the long-term health benefits of exercise will achieve very limited success. 

· The loss of an exercise partner – a wife, friend, or even a pet – is often a big barrier.  If they are no longer able to exercise with that partner, because of illness or even death, they are likely to stop doing any themselves.

· There is a lack of opportunities aimed at men of this age.  Most advertised classes or groups are aimed at younger people, which makes them feel that exercise is not for them.  Also, they often don’t want to take part in classes with younger people as it makes them feel bad about their capabilities.

· Illness, disability and mobility problems frequently prevent participation, and feelings of inadequacy are linked to that.  They don’t want to look bad, and if they feel they are not able to do what they once could, they may decide it’s not worth bothering at all.

So what can you do?

1. Focus on those elements of sport and active recreation that involve meeting people, spending time with their friends and family, and enjoying themselves. For instance you could: 

· create exercise opportunities which can be done in groups 

· promote spending time with grandchildren, and being well enough to do so

· promote walking as “an opportunity to meet the neighbours and be nosy” 

2. Don’t attempt to promote exercise regimes designed primarily for physical health benefits (e.g., weight training, aerobics, machine-based exercise). 

3. Bear in mind that these men have got lots more to their life than just their physical fitness. The only longer term benefit which seems to be worth promoting is staying independent by staying fit. 

4. Use libraries and local papers as information resources, and don’t forget to use larger writing. Use images of people in the 55-and-over-age-group who are looking good for their age. For free, high-quality photography go to www.sportengland.org/marketingsport. 

5. Put older people in instruction roles.  They will be in touch with the needs and restrictions of this age group. 

6. Avoid using the word ‘sport’.  Instead, offer interesting forms of activity including natural and traditional forms of activity, including, for example, walking groups, dance classes, tai chi, badminton, ballroom and line dancing. 

7. Listen to them! Ask them what they would like to do.  Listen to what they tell you they can do, what they would like to do, and for what reasons.

8. Emphasise that there are exercises suitable for these age groups which can be done at the individual’s own pace. 
9. Provide reassurance over safety to overcome fears of injury.
10. Emphasise the need for recovery time from exercise. 
11. Make opportunities as local as possible and organised just for their age group. 
12. Be aware of the effect of low self-confidence and consider pre-exercise groups.  

13. Introduce ‘taster’ sessions for activities. Provide transport to allow access to community-based physical activity opportunities. 

14. Pay attention to the vulnerabilities of newcomers. 

15. Expand the definition of what constitutes appropriate and beneficial exercise, and be sensitive to the views of older men themselves in terms of how much physical activity is good for their health.

16. Provide positive stories of how social exercise has helped other men in this age group to cope with the loss of a partner.
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