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We are merely the stars’ 
tennis-balls, struck and 
banded          
Which way please them 
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5	million	
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10	Year	
Challenge	
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874,000	
730,800	

2005/6	 2014/15	

Monthly	Par8cipa8on	
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-16%	
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16-25	 -22%	

26-34	 -32%	

35-44	 -39%	

45+	 +14%	
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-25%	



10 

0%	

10%	

20%	

30%	

40%	

50%	

60%	

14-19	 20-29	 30-39	 40-49	 50-59	 60-69	 70+	

Agree	 Disagree	

“Tennis	is	a	sport	which	can	
be	played	all	year	round”		
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Fitness/Condi8oning:	+75%	

Keepfit	classes:	+33%	

Gym:	+15%	

Cycling:	+9%	
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Ac8vi8es	Tennis	Players	take	
part	in	

34%	 31%	 28%	

48%	
38%	 37%	

Running/jogging	 Cycling	 Gym	

Frequent	Tennis	Players	 Infrequent	Tennis	Players	
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January	 February	 March	 April	 May	 June	 July	 August	 September	 October	 November	 December	

2014	 2015	 2016	

%	played	in	the	each	month	



Where	people	play	

33%	

20%	15%	

Parks	

Educa2onal	
venues	Clubs	



17 

State	of	the	courts	
Difficult	online	journey	
Lack	of	booking	systems	

No	floodlights	
Lack	of	facili8es	

2,600+	clubs	
16,000+	courts	
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State	of	the	courts	
Difficult	online	journey	
Lack	of	booking	systems	

No	floodlights	
Lack	of	facili8es	

Ageing	membership	
Lack	of	money	to	resurface	courts	
Lack	of	money	to	install	floodlights	

Lack	of	volunteers	



State	of	the	courts	
Difficult	online	journey	
Lack	of	booking	systems	

No	floodlights	
Lack	of	facili8es	



State	of	the	courts	
Difficult	online	journey	
Lack	of	booking	systems	

No	floodlights	
Lack	of	facili8es	

Expensive	
For	serious	players	only	

Exclusive	
Rules	and	regula8ons	

Invite-only	
No	flexible	memberships	



7000+	
courts	



State	of	the	courts	
Difficult	online	journey	
Lack	of	booking	systems	

No	floodlights	
Lack	of	facili8es	







25 

An8quated	
booking	systems	

Poor	quality	of	
courts	/	nets	

Finding	someone	
to	play	with	 Weather	

Not	light	
enough	/	courts	
are	not	floodlit	

Having	to	wait	for	
courts	to	become	

available	

Need	for	
equipment	–	
balls,	racket	

Parking	



Wimbledon	
does	prompt	

play	
Only	two	weeks	in	the	year,	too	late	in	

the	year	to	get	into	a	rou8ne.	

People	don’t	see	other	people	playing	that	
ojen,		

so	they	are	not	prompted	to	play.		

People	rarely	
walk	past	
courts	



At	the	deepest	level,	
many	people	don’t	
anchor	tennis	against	
sport	and	exercise	



ENABLED BY 

Become more relevant to coaches 

Establish “No compromise” High Performance 
Programme 

Result orientated facility investment 

Refocus on Recreational Competitions 

Jump start the peak summer season 

Apply ‘best in class’ marketing and insight 

Values:  Teamwork - Integrity - Passion - Excellence 

Harness full resource network More efficient and effective LTA New Revenue Generation 

BRITISH TENNIS STRATEGIC PLAN 2015-2018 

DRIVEN BY 

MISSION 
Get more people playing 

 tennis more often 

PURPOSE 
To enrich lives 

through 
tennis 

Enhance 
tennis offer in 

education 

Deliver great 
service to 

clubs 

Build 
Partnerships 

in the 
Community 



Focus	

The	right	people	

The	3	levels	of	barriers	



67%	

44%	

13%	
6%	

Played	in	the	last	year	 Recently	lapsed	 Long	lapsed	 Never	played	

%	who	want	to	play	more,	or	
at	all	



87%		



Play	vs	interest	in	playing	–	
by	Month	

January	 February	 March	 April	 May	 June	 July	 August	 September	 October	 November	 December	

Currently	play	 Interest	in	playing	



Mental	release		

Physical	release	

Being	outside	

Progression	

Compe22veness	

Sociability	



Tennis	Titans	

Seasonal	
Spinners	

Senior	
Stalwarts	

14%	

18%	

17%	21%	

14%	

16%	

Wimbledon	
Warriors	

Social	
BuGerflies	

Tennis	
Troupers	

















Ac8on	–	
tackling	the	
iceberg	
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170 

1.	On	the	surface:	Ra8onal	Resistances	

1 1265 – 3+ Park 
courts 

2 2700 Clubs 

36% Leisure Trusts, clubs  
& commercial  3 

New coaches 
and operators 

4 
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1.	On	the	surface:	Ra8onal	Resistances	



45 

2.	Below	the	surface:	Promp8ng	play	
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3.	Psychological	Resistances,		
Behaviour	Change	

Data	Analysis	

Real	life	understanding:	Diaries,	Focus	Group	Workshops,		
Interviews	

Concept	development	and	tes8ng	

Real	life	experience	tes8ng	

Tracking,	Measurement,	Refinement	
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U8lisa8on	-	2014	 U8lisa8on	-	2015	

83%	sa8sfac8on	

3.	Psychological	Resistances,	
Behaviour	Change	

Week	
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3.	Psychological	Resistances,		
Behaviour	Change	

I	really	enjoyed	it.	I’d	(come	back)	–	
it’s	something	different.	They	

definitely	should	go	ahead	with	it	
Leeds,	21-30	
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3.	Psychological	Resistances,	
Behaviour	Change	

93%	sa8sfac8on	



We	know	who	and	where	the	growth	segments	
are	and	can	work	with	their	needs	

We	know	that	focusing	on	growth	segments	
is	beginning	to	yield	results	and	rebuild	the	
base	

We’re	in	it	for	the	long	game:	it	will	take	
some	8me	to	turn	around	the	decline	



We	can	only	grow	par2cipa2on	by	working	
together	with	everyone	in	tennis	

We	will	con2nue	to	share	informa2on	so	
that	we	can	grow	the	game	together	



Thank	you	

paul.burdi;@lta.org.uk	


