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How to reach and 
support customers 
affected by cost of 
living crisis

Chris Norfield



1

2

3

4

Today.

2

How the cost of living crisis is impacting activity levels

Tips for delivering activities during cost of living crisis

Tips for marketing activities during cost of living crisis

Free marketing tools and support from London Sport.
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Impact of cost of living crisis on 
physical activity?
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• The rising cost of living is due to converging challenges, including: 

• financial legacy of the Covid-19 pandemic 

• conflict in Ukraine and associated economic sanctions 

• global supply chain issues 

• Inflation, tax rises and wage stagnation. 

Sport England research indicates that the resulting increase in cost of living 

will negatively impact sport and physical activity more than during previous 

recessions due to the significance and scale of these challenges.

Source: https://www.sportengland.org/guidance-and-support/cost-living
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Activity providers are feeling the 
pressure
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• Increase in inflation and utility costs resulting in providers 

• Reducing number of sessions

• Increasing costs to participants

• Moving to alternative venues

• Reducing pool temperatures

• Stopping activity altogether
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Emerging impact on consumers

5

• 40% people said the cost of living increase was having a ‘negative impact’ on 

their ability to be active in August 2022, up from a third of people in March 

2022 

• Almost half of people (48%) think the cost-of living is likely to have a negative 

impact on their ability to be physically active in the future.

• First sign of a drop in overall activity levels seen in August 2022

Source: https://www.sportengland.org/guidance-and-support/cost-living
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Groups most at risk
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• Low income households and those ‘just about managing’

• Those with children

• People with a disability

• Ethnically diverse communities

• Women

• People with long term health conditions

Source: Institute of Health Equity: The Rising Cost of Living
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Inequalities continue to widen
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• These groups all started with lower activity levels and had been 

disproportionately impacted by the impacts of the pandemic.



Tips for delivering 
sessions during cost 
of living crisis
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Key factors that could lead to lower 
activity levels in these groups

9

• Cost: Over 50% of those who are financially struggling report “spending 

less on non essentials”.2

• Mental Bandwidth: These groups were more likely to report that they were 

struggling to “find the bandwidth to prioritise being active”

Source: 2 - Institute of Health Equity: The Rising Cost of Living
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Segmenting by behaviour
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Reducing activity Maintaining or increasing activity

People making choices between paid 

activities and/or lowering frequency 

they take part

Those who are not making changes 

because they are either able to 

continue to pay for activities or who 

were doing low cost or free activities 

prior to the rise in the cost of living, 

such as walking for leisure

People cutting back or stopping 

altogether because they can’t afford to 

continue with their physical activity 

choices 

People who are doing more or 

continuing because they recognise the 

benefits to wellbeing

Source: https://www.sportengland.org/guidance-and-support/cost-living
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Groups reducing activity levels
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• People making choices between paid activities and/or 
lowering frequency they take part

• People cutting back or stopping altogether because they can’t 
afford to continue with their physical activity choices 
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People making choices between paid activities 
and/or lowering frequency they take part
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Could you offer:

• Loyalty discounts – e.g for block bookings 

• Payment instalments

• Short payment holidays 

• Different options – such as delivering classes online or 
increasing group size
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People cutting back or stopping altogether 
because they can’t afford to continue with their 
physical activity choices 
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Could you ...?

• Lower the additional costs required to take part in your 

session? 

• i.e. equipment needed,

• travel to venue,

• social element attached, 

• childcare 
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Other support available
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• Delivering for providers with budget and desire to help this 

audience get active. 

• Such as Local Authorities or Health organisations. 

• Grants for activity providers (see Sport England website)

• Explore alternative venues

• Parks

• Warm Spaces

• School Facilities 

• Active Practices



Tips for marketing during 
the cost of living crisis

15
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The 4 step marketing plan
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Identify who your most likely or ideal customers are.

Advertise your session in the places they are. 

Ads should grab their attention and make it easy for them to express an 

interest in your session.

Support them to turn up and take part.
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The 4 step marketing plan

17

Identify who your most likely or ideal customers are.

Advertise your session in the places they are. 

Ads should grab their attention and make it easy for them to express an 

interest in your session.

Support them to turn up and take part.
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1. Identify the target audience

19

• Where they live

• Indices of 

Multiple 

Deprivation 

(IMD)
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1. Identify the target audience
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• Where they live

• IMD

• National Statistics 

Socio-economic 

classification   

(NS-SEC)

Source: https://www.sportengland.org/research-and-data/tools/local-area-insights
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1. Identify the target 
audience
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• Where they live

• IMD

• NS-SEC

• Postcode sector
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1. Identify the target 
audience

22

You can access the postcode tool at

www.shorturl.at/jqxE1 
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The 4 step marketing plan
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Identify who your most likely or ideal customers are.

Advertise your session in the places they are. 

Ads should grab their attention and make it easy for them to express an 

interest in your session.

Support them to turn up and take part.
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2. Reach that audience (online)
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• Targeted paid social ads

• E.g. Facebook, Instagram, TikTok

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-

a-warm-bank-and-which-cities-are-they-opening-in

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in
https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in


Targeting the 

right people

Targeting the right people

Targeted paid social ads

8
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Targeted paid social ads: 
If you are trying to reach adults

27

Facebook

Good reach, great for targeted advertising + you get Instagram 
ads as well.

Full ‘Facebook Ads’ webinar available for free on the Digital 

Marketing Hub - digital.cimspa.co.uk 
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Targeted paid social ads:
If you are trying to reach younger people directly

28

Instagram

Good reach, great for targeted advertising + you get Facebook as 
well as back up.

TikTok

Rapidly growing userbase, Well set up for cheaper 
advertising (but not hyperlocal yet).

Full ‘Engaging younger audiences’ webinar available for free 

on the Digital Marketing Hub – digital.cimspa.co.uk 

http://www.digital.cimspa.co.uk/
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2. Reach that audience (online)

29

• Targeted paid social ads

• E.g. Facebook, Instagram, TikTok

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-

a-warm-bank-and-which-cities-are-they-opening-in

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in
https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in


1

2

3

4

2. Reach out to that audience (offline)

31

• Mailouts 

• Local places people are visiting such as Warm Spaces or 

Foodbanks

• Via organisations who are already supporting this audience 

such as Social Prescribers

https://www.itv.com/news/2022-08-30/cost-of-living-what-

is-a-warm-bank-and-which-cities-are-they-opening-in

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in
https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in
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The 4 step marketing plan
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Identify who your most likely or ideal customers are.

Advertise your session in the places they are. 

Ads should grab their attention and make it easy for them to express an 

interest in your session.

Support them to turn up and take part.
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Pre + Postnatal programme promotion

33

• Expert Instructors: 
Qualified coaches will 
teach you

• Wellbeing: Programme is 
good for your wellbeing

• Three instructors: You 
choose which options to 
follow 

• Free: No cost or contract
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Pre + Postnatal programme promotion
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• Expert Instructors: 
Qualified coaches will 
teach you

• Wellbeing: Programme is 
good for your wellbeing

• Three instructors: You 
choose which options to 
follow 

• Free: No cost or contract
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Online fitness programme promotion

35

• Time banded: the 
programme is 9 weeks 
long

• Case study: Real quotes 
and pictures

• Solving a problem: 
Daunted by going to an 
actual gym
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Online fitness programme promotion
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• Time banded: the 
programme is 9 weeks 
long

• Case study: Real quotes 
and pictures

• Solving a problem: 
Daunted by going to an 
actual gym
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Holiday Activity and Food Programme 
promotion

37

• Learn new skills. A 
chance for kids to take 
part in new activities 

• Food. Children will be fed 
at the activities.  

• Free. The activity is free   

• Fun and enjoyable. This 
activity is enjoyable for 
kids.
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Holiday Activity and Food Programme 
promotion

38

• Learn new skills. A 
chance for kids to take 
part in new activities 

• Food. Children will be fed 
at the activities.  

• Free. The activity is free

• Fun and enjoyable. This 
activity is enjoyable for 
kids.
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Holiday Activity and Food Programme 
promotion

39
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3. Tips on messaging
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• Highlighting ‘wellbeing’ benefits 

• Power of free: 

• If a programme is free or a first session free

• Or by adding value to a purchase, such as a free gift

• Social proof: recommendations and reviews from others can be 

very persuasive.

• Solving a user problem: i.e. No contract, not tied in, 

• Not judgemental or stigmatising e.g. particularly for benefit 

related offers
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The 4 step marketing plan
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Identify who your most likely or ideal customers are.

Advertise your session in the places they are. 

Ads should grab their attention and make it easy for them to express an 

interest in your session.

Support them to turn up and take part.
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4. Follow up

42

• Because of low availability of mental bandwidth its even more 

important to

• make it easy and quick to express an interest

• follow up to support a person to plan when and how to join 

your activity

https://www.itv.com/news/2022-08-30/cost-of-living-

what-is-a-warm-bank-and-which-cities-are-they-opening-in

https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in
https://www.itv.com/news/2022-08-30/cost-of-living-what-is-a-warm-bank-and-which-cities-are-they-opening-in


Make it easy to express an interest

Link to external site

• Registration form on your website

• Eventbrite

On social media platforms

• Fill out a lead form on the social media platforms

• Send message

• Direct

• Messenger

• WhatsApp

36



Ways to follow up + 
support

• Phone, Email, SMS, Messenger 

• Create and send content that answers 

questions, builds confidence and 

reminds them to actually attend!

38



Ways to follow up + 
support

• Phone, Email, SMS, Messenger 

• Create and send content that answers 

questions, builds confidence and 

reminds them to actually attend!

38



1

2

3

4

Your 4 step marketing plan

46

Who are my most likely or ideal customers? Where can I reach this audience?

What is the offer I’m asking them to register 

for?

How will I follow up with them to encourage 

them to turn up?



Takeaways

Impact of cost of living only just starting

Consider the different segments of market

How could you change session delivery and 

funding approaches?

How can you use marketing to engage 

those most affected?

Test and learn as you go

47
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Questions?
Chris Norfield

chris.norfield@londonsport.org

@chrisnorfield


	Slide 1: How to reach and support customers affected by cost of living crisis
	Slide 2: Today.
	Slide 3: Impact of cost of living crisis on physical activity?
	Slide 4: Activity providers are feeling the pressure
	Slide 5: Emerging impact on consumers
	Slide 6: Groups most at risk
	Slide 7: Inequalities continue to widen
	Slide 8: Tips for delivering sessions during cost of living crisis
	Slide 9: Key factors that could lead to lower activity levels in these groups
	Slide 10: Segmenting by behaviour
	Slide 11: Groups reducing activity levels
	Slide 12: People making choices between paid activities and/or lowering frequency they take part
	Slide 13: People cutting back or stopping altogether because they can’t afford to continue with their physical activity choices 
	Slide 14: Other support available
	Slide 15:  Tips for marketing during the cost of living crisis
	Slide 16: The 4 step marketing plan
	Slide 17: The 4 step marketing plan
	Slide 19: 1. Identify the target audience
	Slide 20: 1. Identify the target audience
	Slide 21: 1. Identify the target audience
	Slide 22: 1. Identify the target audience
	Slide 23: The 4 step marketing plan
	Slide 24: 2. Reach that audience (online)
	Slide 26
	Slide 27: Targeted paid social ads:  If you are trying to reach adults
	Slide 28: Targeted paid social ads: If you are trying to reach younger people directly
	Slide 29: 2. Reach that audience (online)
	Slide 31: 2. Reach out to that audience (offline)
	Slide 32: The 4 step marketing plan
	Slide 33: Pre + Postnatal programme promotion
	Slide 34: Pre + Postnatal programme promotion
	Slide 35: Online fitness programme promotion
	Slide 36: Online fitness programme promotion
	Slide 37: Holiday Activity and Food Programme promotion
	Slide 38: Holiday Activity and Food Programme promotion
	Slide 39: Holiday Activity and Food Programme promotion
	Slide 40: 3. Tips on messaging
	Slide 41: The 4 step marketing plan
	Slide 42: 4. Follow up
	Slide 43: Make it easy to express an interest​
	Slide 44: Ways to follow up + support​
	Slide 45: Ways to follow up + support​
	Slide 46: Your 4 step marketing plan
	Slide 47: Takeaways​
	Slide 48: Questions? 



