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ABSTRACT  
This study delves into the intricate relationship between marketing, advertising, motivational 

factors, parental influence, and the frequency of physical activity among Israeli girls aged 6-

12, within the context of a social marketing ecosystem. By examining the impact of media 

messages, motivational factors, parental support, and social marketing strategies on young 

girls' engagement in sports, this study aims to address the existing gender disparity in sports 

participation. Through a comprehensive mixed methods approach encompassing in-depth 

interviews, qualitative focus groups, and quantitative surveys, this study investigates how 

marketing strategies, motivational factors, parental involvement, and social marketing 

initiatives affect girls' attitudes towards physical activities. 

The model presented in this study has been developed based on the research findings. It fine-

tunes the factors essential for promoting the frequency of physical activity among Israeli girls 

aged 6-12 within a social marketing ecosystem. This model integrates insights from 

motivational factors, parental influence, and social marketing strategies to create a holistic 

approach to the promotion of physical activity among young girls. By emphasizing the 

synergistic relationship between these elements, the model provides a framework for designing 

targeted interventions and campaigns that are echoed among girls and their parents, ultimately 

fostering a culture of health and fitness.  

The research findings underscore the importance of leveraging social marketing strategies to 

promote physical activity among girls. By aligning motivational factors, parental support, and 

marketing efforts within a social marketing framework, stakeholders can create impactful 

initiatives that resonate with the target audience and drive behavioral change. This study 

contributes valuable insights to the fields of marketing, gender studies, public health, and social 

marketing, offering practical implications for policymakers, marketers, educators, and parents 

seeking to empower girls to lead active and healthy lifestyles. 

 

Key words: physical activity, girls aged 6-12, marketing, advertising, motivational factors, 

parental influence, social marketing, gender disparity, social marketing ecosystem, behavioral 

change, fitness, targeted interventions, campaigns, stakeholders, Athena project.  
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INTRODUCTION 
Research Context  
Background about Athena 

The Athena project, established over ten years ago under the Israeli Ministry of Culture and 

Sport, aims to advance women in sports through the Public Council for the Advancement of 

Girls, Adolescents, and Women in Sports, formed in 2005. This Council advises the 

government on promoting women's sports, developing policies, and creating action plans for 

female sports infrastructure and competitive sports. Athena's initiatives include programs 

across various sports and leadership development for women, aiming to boost participation 

from primary school girls to Olympic-level athletes. Despite efforts, including extensive 

marketing and public relations campaigns, the participation rate of girls and women in sports 

remains low at 21.2%, indicating significant gaps. These discrepancies may stem from various 

societal and cultural barriers, such as traditional gender roles and a male-dominated culture 

influenced by military backgrounds. Athena continues to strive for gender equality in sports, 

advocating for greater female representation in sports professions and decision-making roles, 

as well as fostering a societal shift towards recognizing the importance of sports for personal 

and societal development. 

Research Aims  
This study aims to shed light on the reasons why there is no increase in the number of girls and 

female adolescents engaged in competitive sport, despite the government’s  efforts invested in 

the Athena project and the awareness and sympathy of this brand. There are possible 

assumptions and insights about the mismatch between investment in brand building and the 

fact that it is not actually manifested. The government will be able to eliminate these barriers 

and, thus, make the Israeli society more equitable and productive. 

It is commonly known that when girls and female adolescents or women are empowered in a 

certain field, then in future they will be able to make a breakthrough and demonstrate  

impressive achievements in other areas. Sport is a cultural, socioeconomic, and social bridge 

of the first order. Studies conducted in other countries indicate that a society that is more 

egalitarian in many areas, e.g., social and educational, has a higher gross national product. That 
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is, the development of this field may result in a more egalitarian society and, therefore. a more 

productive Israeli society1.   

The main aim is to explore the factors that affect young girls' engagement in sports activity, in 

order to  build appropriate marketing strategies for increasing the frequency of sports 

participation in Israeli society. 

Secondary research aims: 

1. To identify the factors affecting the frequency of physical activity among girls aged 6-12.  

2. To examine the possible impact of marketing and advertising (through the Athena Project 

case study) on the lowering of barriers and promoting sports activities of girls and female 

adolescents in Israeli society. 

Research Boundaries 
The objective of this thesis is to explore the marketing factors impacting the frequency of 

physical activity among girls aged 6-12 in Israel. It is underpinned by the premise that regular 

engagement in physical activity is crucial for both mental and physical well-being, particularly 

when introduced early in life. Acknowledging the essential role of sports in promoting a healthy 

lifestyle and aiming to address gender disparities evident in this domain, this study seeks to 

provide insights into effective marketing strategies tailored for girls aged 6-12. 

This study used semi-structured interviews conducted between July 2021 and March 2022. The 

research population consisted of girls involved in competitive sports, parents of such girls, 

women with prior sports involvement, and decision-makers in academic and sports 

management roles. Building on the qualitative phase, a statistically valid questionnaire was 

developed and administered online during the summer of 2022 to 208 parents of girls aged 6-

12 across Israel. Inclusion criteria stipulated having at least one daughter within the specified 

age range residing in Israel, and this was the main quantitative research of the thesis. Thus, the 

whole approach was of the type qualitative - quantitative - qualitative research  Moreover, a 

focus group was convened to deliberate on the research findings and conclusions. 

Thesis Structure 
This thesis consists of five chapters, integrating theoretical frameworks with empirical research 

on marketing strategies to promote physical activity among young girls. Chapter one outlines 

 
1 Student Publication: 
Rozen, T. A. (2023). Marketing Factors Encouraging Girls To Be More Engaged in Physical Activity. EUFIRE 
2023, 282. 
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the theoretical background, discussing theories of marketing, advertising, behavioral change, 

and motivation. Chapter two reviews literature on women in sport and gender aspects, 

concluding with the study's conceptual framework. Chapter three describes the mixed methods 

research methodology, including qualitative and quantitative approaches, research design, 

instruments, reliability, validity, and ethical considerations. Chapter four presents the findings 

from qualitative, quantitative, and focus group analyses. Chapter five discusses these findings 

in detail. Chapter six concludes with research recommendations, limitations, contributions, and 

factors for promoting physical activity among Israeli girls aged 6-12 within a social marketing 

framework. 

The Significant Implications of the Research 
From a fundamental research perspective, this study contributes to the understanding of young 

female consumers of sports, shedding light on the main affecting factors. The findings and  the 

applied perspective of better understanding the reasons that prevent girls from engaging in 

sport will have significant implications for Israel's future as an egalitarian, enterprising, 

productive, and healthy society both nationally and internationally.  Greater gender equality and 

more opportunities for women improve the profitability of companies (Desvaux et al., 2010); 

enhance the collective intelligence of teams (Woolley et al., 2010); strengthens the scientific 

impact of intellectual collaborations (Joshi, 2014); and the economic growth of whole nations 

(Inglehart & Norris, 2003). This is often attributed to the benefits generated by exploiting the 

human capital of previously untapped women (Desvaux et al., 2010; Inglehart & Norris, 2003) 

and the changes in group dynamics involved in gender diversity (Joshi, 2014; Rozen, 2022; 1F

2 

Woolley et al., 2010). 

 

THEORETICAL FRAMEWORK   
1.1 Marketing Communication and Advertising Models  
Advertising, as a part of marketing communication, integrates product, pricing, distribution, 

and communication elements (Borden, 1965). It includes sales promotion, public relations, and 

personal selling (Batra et al., 1996; Hornick & Lieberman, 1994). Defined as delivering paid 

messages to a target audience to achieve marketing goals (Hornick & Lieberman, 1994), 

 
2 Student Publication 
Rozen, T. A. (2022). Exposure to Sports as a Factor Encouraging 6-12 Aged Girls to Pursue Physical Activity. 
Review of Economic and Business Studies, 30, 91-101 
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advertising encompasses research, strategic planning, tactical decision-making, and execution 

(Limor et al., 2007; Sandage et al., 1979). It aims to inform, create sympathy, motivate action, 

and strengthen loyalty (Wells et al., 2000), and must be paid for, widely appealing, and 

persuasive (Dirksen & Kroeger, 1973; O'Guinn et al., 2006). The meanings approach in 

marketing communication highlights the psychological process of decoding messages and 

recipient experience (Hornik, 1980), complemented by the "similar impressions" approach, 

which ensures mutual understanding between advertiser and consumer (Rossiter & Percy, 

1980; Schramm, 1954). 

 

1.2 The Lasswell Communication Model (1948) 
The Lasswell communication model (1948) outlines a linear process with five components: 

address, message, medium, recipient, and effect, focusing on message control, content, 

channel, audience, and impact (Lasswell, 1948). Braddock (1958) added context and 

circumstances, while Shannon and Weaver (1949) included message encoding and noise 

(Braddock, 1958; Shannon & Weaver, 1949). DeFleur (1968) introduced feedback, making the 

model circular (DeFleur, 1968). 

 

1.3 The Transtheoretical Model (TTM) 
The Transtheoretical Model (TTM). conceived by Prochaska and DiClemente (1983), 

describes stages of change: precontemplation, contemplation, preparation, action, 

maintenance, and termination, viewing behavioral change as cyclical and influenced by 

cognitive, behavioral, and environmental factors (Prochaska & DiClemente, 1983). TTM is 

used to promote healthier behaviors but faces challenges in application (Prochaska et al., 2002; 

Roberts & Barnard, 2005). Effective interventions include techniques like motivational 

interviewing (Miller & Rollnick, 2002) and the Five A’s framework for tobacco cessation 

(Fiore, 2000). 

 

1.4 The Model Effects of Hierarchy 
The Model Effects of Hierarchy by Lavidge and Steiner (1961) outlines three stages of 

advertising impact: cognitive, emotional, and behavioral. Initially, consumers are unaware of 

the product. They then become aware and knowledgeable (cognitive), develop emotional 
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sympathy and preference (emotional), and finally make a purchase (behavioral).  Advertising 

goals are set by assessing the target audience's current stage. If the audience is unaware, the 

goal is to create awareness. If they are aware, the goal is to provide detailed information. The 

model guides tailoring campaigns to move the audience through these stages, creating changes 

in knowledge, feelings, or behaviors, and addressing the media environment to meet the 

preferences of varied audiences (Belch & Belch, 2009). 

 

1.5 Cultural characteristics 

Advertising reflects the cultural characteristics of its time by using contemporary expressions 

and popular figures like singers, actors, and athletes. It must align with the cultural norms and 

tastes of its target audience to be effective (Bradly et al., 1994; Goldman & Papson, 1994; 

Hartigan, 2002). Researchers have noted that advertising, influenced by media technology and 

globalization, now addresses consumers across different cultures. The cultural context of 

advertising is crucial as it idealizes societal standards and lifestyles, making the audience aspire 

to the values depicted (Al-Olayan & Karande, 2000; Belkaoui & Belkaoui, 1976). 

 

1.6 Children and Advertisements 
With technological advancements, advertising targeting children has surged, exposing them to 

thousands of ads annually. The **Elaboration Likelihood Model (ELM)** (Petty & Cacioppo, 

1986) explains two persuasion paths: the central path, involving detailed processing, and the 

peripheral path, relying on superficial cues. The **Persuasive Knowledge Model (PKM)** 

(Friestad & Wright, 1994) suggests children develop skills to recognize and understand 

advertising over time, but covert ads pose challenges in identification. 

Children’s ability to understand advertising evolves in stages: identification (ages 3-7), 

understanding (ages 7-11), and skepticism (ages 11-16) (Piaget, 1963). Research shows that 

children under 7-8 often struggle to grasp advertising intent, with comprehension improving as 

they age (Peer & Shilian, 2021). Advertisements significantly impact children’s preferences 

and family consumption decisions, sometimes leading to conflicts with parents and influencing 

unhealthy dietary habits. 

Children face difficulties in recognizing ads due to similarities with regular content, 

entertaining formats, and cognitive overload. The concept of **Para Social Relationships** 
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explains how children may perceive celebrities in ads as friends, increasing their susceptibility 

to covert advertising (Peer & Shilian, 2021). 

 

1.7 Alternative Theories of Birth Order Effects 
Alternative theories on birth order effects suggest several factors influencing academic 

performance. One theory posits that firstborns receive more parental attention due to the 

division of parental time among siblings (Hotz & Pandano, 2015). Another theory suggests 

genetic differences, with later-born children possibly inheriting lower-quality genes from older 

parents. Additionally, the "Confluence Model" (Zajonc & Sulloway, 2007) proposes that later-

borns may miss teaching opportunities and face more family disruptions, impacting their 

learning. 

 

2. LITERATURE REVIEW  
This chapter presents the main concepts and variables of the thesis, in the specific context of 

the research: young girls in Israel involved in sports activities. 

 

2.1 Women and Sport  

2.1.1 The Olympic Games  
The Olympic Games, which began in Ancient Greece in 776 BC, initially excluded women, 

who were believed to be physically unsuitable for sports due to concerns about their 

reproductive health. Despite this, women participated in the 1900 Paris Games, marking a 

significant shift. The World Federation for Women’s Sport (FSFI), established in 1921, and 

subsequent events increased pressure on the International Olympic Committee (IOC) to include 

women. By the 2008 Beijing Games, women made up 42% of athletes, and in the 2010 Youth 

Games, 46% of participants were female (Kidane, 1995). However, women's representation in 

sports management remains low, with only 11% of coaches at the 2012 London Games being 

women (Slater et al., 2015). The IOC's 20% quota for key positions has been challenging to 

meet due to the lack of women in senior roles and barriers in recruitment and training (Henry 

& Robinson, 2010). The Athens Declaration and the UN Convention on the Elimination of All 
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Forms of Discrimination Against Women (CEDAW) advocate for increased support for 

women's sports (MINEPS IV; CEDAW, 1981). 

2.1.2 Gender inequality  
Gender inequality, driven by stereotypes, restricts both genders (Barnett & Rivers, 2011; Bem 

& Lewis, 1975). Greater gender equality leads to more success for both male and female 

athletes, demonstrating that equality enhances overall potential rather than limiting 

opportunities (Malcolm, 2016). Sports, traditionally dominated by men, still often exclude 

women, with advertisements reinforcing this bias (Bernstein & Galily, 2008). Studies show 

that countries with higher gender equality achieve more Olympic medals, as increased 

opportunities for women improve overall athletic performance. 

2.1.3 Background of the situation in Israel 
Promoting adolescents' health in Israel is crucial due to their vulnerability and exposure to 

risks. Regular physical activity benefits physical and mental health, including improved self-

esteem and academic performance (Hallal et al., 2006a, 2006b). Early exercise habits can 

prevent premature mortality and lead to continued physical activity in adulthood (Katzmarzyk 

et al., 2000). Research by Galily et al. (2009, 2011) found that high-achieving sports activities 

impact boys' and girls' educational achievements differently, influenced by Israel's socio-

cultural environment. 

2.1.4 Gender differences in Israeli sport 
Gender disparities in sports participation are notable, with more men engaging in high-

achieving sports compared to women (Siegleschiffer, 2012). Research by Lissitsa et al. (2010) 

identifies four personal motives for physical activity: personal pleasure, pursuit of excellence, 

social interaction, and external rewards, with men prioritizing competitiveness and women 

focusing on fitness and stress reduction. Societal norms and media representation reinforce 

these disparities, portraying sports as predominantly male (Shoval et al., 2015; Siegleshiffer, 

2012). Despite recent growth in women's sports, such as soccer, gender inequality persists in 

visibility, rewards, and media coverage, underscoring male dominance (Tamir & Bernstein, 

2013). 
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2.4 Body Image on Commercial Television - Body Contouring 
The media, especially television, profoundly shapes personal and group identities, influencing 

how we perceive ourselves and our world (Kellner, 2003; Turner, 2003). It serves as a tool for 

reinforcing ideologies, guiding societal norms in favor of dominant groups, and marginalizing 

others (Hall, 1982). Media portrayals contribute to internalized self-perception issues, 

including body image concerns, and have been linked to practices like plastic surgery among 

various demographic groups (Brooks, 2004; Bordo, 1993). The dominant societal standards of 

beauty, often reflecting the views of powerful groups, lead to a hierarchy where conforming to 

these standards is associated with positive attributes, while non-conformance is stigmatized 

(Jones, 1994; Dion et al., 1972). 

 

2.5 Sports and Communication 
Over the past thirty years, television and competitive sports have evolved together, 

transforming sports from local, amateur activities into a global, commercial industry (Lev et 

al., 2020). Television has elevated sports as a premier form of entertainment, making it a major 

economic sector, with sports broadcasts engaging audiences in real-time and fueling substantial 

revenue through advertising and broadcasting rights. This shift has led to the adaptation of 

sports for TV, enhancing their appeal and accessibility, and motivating athletes to maintain 

positive public images to attract endorsements (Lev et al., 2020). However, despite the growing 

prominence of female athletes, advertisements often marginalize women, failing to portray 

them as central figures in sports (Lev et al., 2020). 

 

2.6 Advertising in Israel 
In Israel, advertising research has gained momentum over the past decade, focusing on gender 

representation and values. Studies reveal persistent gender inequality in ads, with men often 

depicted in higher-status roles and women stereotypically shown as responsible for the home 

(First, 1998; Lahav & Lemish, 2003). Despite an increasing portrayal of men as sexual objects 

to promote gender equality, ads still predominantly use women's bodies to sell products 

(Lemish, 1997). Media analysis in Israel also highlights ongoing gender imbalance, particularly 

in political campaigns where women remain marginally represented and depicted in less 

significant roles compared to men (Goldberg-Kidon, 2002; Hornik, 1987). This reflects a 
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broader trend of political and media structures reinforcing male dominance and perpetuating 

gender inequality (Hornik, 1987). 

 

2.7 The Addressees' Response (Athena Project - Case Study) 
Marketing and advertising experts categorize audience reactions into three dimensions: 

cognitive (knowledge and understanding of information), emotional (responses or moods 

elicited by messages), and behavioral (actions or inactions prompted by media, such as 

increased brand consumption or voting choices) (Belch & Belch, 2009). Despite increased 

awareness and sympathy for the Athena project through advertising, this has not translated into 

a significant rise in the registration for activities or the percentage of competitive athletes in 

Israel. 

 

2.8 The Contribution of Motivation to Sport   
The theory of self-determination (Deci & Ryan, 1985) posits that competence, autonomy, and 

relatedness are crucial for motivation. In physical education, enhancing students' motivation 

involves providing choices, fostering initiative, adapting difficulty, and offering supportive 

feedback (Reeve & Hyungshim, 2006). Research shows that offering autonomy and supportive 

environments improves motivation and persistence (Standage et al., 2006). However, 

challenges such as institutional constraints, lack of resources, and peer influence affect 

participation (Jenkinson & Benson, 2010). Student preferences for self-chosen activities and 

social aspects, such as teacher influence and parental support, also play significant roles in 

engagement (Couturier et al., 2005; Gao & Newton, 2009). 

 

2.9 State Intervention/Responsibility Programs in Public Health 

2.9.1 Public acknowledgement of the contribution of physical activity to a 
healthy life 
Public acknowledgment of physical activity’s role in a healthy life is gaining traction as 

sedentary lifestyles become a major public health issue with serious consequences. The field 

of physical activity and public health, integrating disciplines such as epidemiology and exercise 

science, addresses this crisis. Historically, the focus on exercise shifted from holistic health to 

sports achievement, sidelining general fitness. Modern efforts are now prioritizing physical 
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activity for disease prevention and overall well-being, aligning with historical insights like 

Galen's that emphasize exercise's fundamental role in health (Berryman, 2012). 

2.9.2 The inactivity pandemic – Global initiatives for public health 
The global pandemic of physical inactivity has driven international public health initiatives 

since 2000, though progress has been slow. Initially, physical activity was often grouped with 

diet to tackle obesity, rather than being prioritized as a standalone issue. Significant global 

actions include the WHO’s 2004 strategy and the 2011 UN meeting, which recognized 

inactivity's role in non-communicable diseases. Despite these efforts, implementation remains 

inconsistent, with gaps in national policies and their execution (WHO, 2009). Addressing these 

challenges requires enhanced global capacity, leadership, and a systems-based approach to 

promote physical activity effectively.  

 

2.10 Fostering Motivation for Physical Activity: The Role of 
Schools 
The World Health Organization emphasizes the school system as a vital framework for 

promoting health among youth, integrating health education into the curriculum and school 

environment to foster healthy behaviors (WHO, 2016). Evidence shows that well-implemented 

school health programs can significantly improve students’ health, such as reducing obesity 

and promoting physical activity (Hardy et al., 2017; Rutten et al., 2010). Despite this, many 

students fail to meet physical activity recommendations, with a noticeable decline in activity 

levels during adolescence (Beck et al., 2018; Tesler et al., 2017). Schools play a crucial role in 

encouraging physical activity and healthy lifestyles, and tailored, context-specific interventions 

can enhance program effectiveness (Darlington, 2016). 

 

2.11 Conceptual Framework   

Figure 1 illustrates the conceptual framework. 
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Figure 1: Conceptual framework 
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3. RESEARCH METHODOLOGY 
3.1 Research Questions 
Main research question 

What factors affect the sports activity of young Israeli girls, and may be used for building a 

marketing strategy for lowering of barriers and promoting sport of girls and female adolescents 

in Israeli society? 

Subsidiary research questions 

1. What factors affect the frequency of physical activity among girls aged 6-12? 

2. What is the impact of marketing and advertising (through the Athena Project case study) 

on the lowering of barriers and promoting sports activities of girls and female adolescents  

in Israeli society? 

 

3.2 Research Hypotheses  
The research hypotheses were formulated based on a mixed approach - deductive (from the 

literature review of the extant theory) and inductive (previous experience and observations of 

the researcher). 

1. There will be a relationship between the motivational factors: a. Exposure at school (SC); 

b. Parents as a role model, Parents' push, Parents’ funding for sports activities (PR); c. 

Promoting physical activity as a local and social culture and highlighting local sports 

heroes (EX); d. The Built-in / affirmative action for women's sport. Religion, culture and 

tradition (AF); and the frequency of physical activity among girls aged 6-12.  

2. There will be a relationship between the marketing strategies: a. Education (ED); b. Media 

and Communication (MED; c. Allocating National Resources (HAV); d. Branding 

physical activity as a Health Promoter (PGH); and the frequency of physical activity among 

girls aged 6-12 . 

3.1 The birth order in the girl’s family will moderate the relationship between the motivational 

factors: a. Exposure at school (SC); b. Parents as a role model, Parents' push, Parents’ 

funding for sports activities (PR); c. Promoting physical activity as a local and social culture 

and highlighting local sport’s heroes (EX); d. The Built-in / affirmative action for women's 

sports. Religion, culture and tradition (AF); and the frequency of physical activity among 

girls aged 6-12.  
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3.2 The marital status of the parents (status) i.e., married, divorced etc. will moderate the 

relationship between the motivational factors: a. Exposure at school (SC); b. Parents as a 

role model, Parents' push, Parents’ funding for sports activities (PR); c. Promoting physical 

activity as a local and social culture and highlighting local sport’s heroes (EX); d. The 

Built-in / affirmative action for women's sports. Religion, culture and tradition (AF); and 

the frequency of physical activity among girls aged 6-12.  

4.1 The birth order in the family of the girl will moderate the relationship between the 

marketing strategies: a. Education (ED); b. Media and Communication (MED); c. 

Allocating National Resources (HAV); d. Branding physical activity as a Health Promoter 

(PGH); and the frequency of physical activity among girls aged 6-12. 

4.2 The family status of the parent (status) i.e., married, divorced etc., will moderate the 

relationship between the marketing strategies: a. Education (ED); b. Media and 

Communication (MED); c. Allocating National Resources (HAV); d. Branding physical 

activity as a Health Promoter (PGH); and the frequency of physical activity among girls 

aged 6-12. 

 

3.3 The Research Model 

 

 

 
Figure 2: The research model 

The frequency of
physical activity in

girls aged 6-12
during avargae week

after school hours
(depended variable)

Motivational factors
a. Exposure at school ( SC)
b. Parents ; as a role model, Parents'
push, Parents’ funding for sports
activities ( PR)
c. Promoting physical activity as a
local and social culture and
highlighting local sport ’s heroes (EX)
d. The Built-in / affirmative action
for women's sports. Religion, culture
and tradition (AF)

Marketing strategies
a. Education (ED)
b. Media and Communication

(MED)
c. Allocating National Resources

(HAV)
d. Branding physical activity as a

Health Promoter (PGH)

Moderators variables
1. The birth order in the family of

the girl (place_bat)
2. The family status of the parent

(status) i.e married, divorced
etc

Hypotheses 2
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3.4 Research Methodology: Mixed Methods Approach  

This study employed a mixed methods approach, combining quantitative and qualitative 

research methods to address the complexity of the subject. This approach is supported by 

pragmatism, which evaluates truth based on practical outcomes (Dewey et al., 2003; 

Hoshmand, 2003). Integrating both methods allows for a comprehensive exploration, providing 

deeper insights into participants' perceptions and experiences, thus enhancing the practical 

value of the research. 

3.4.1 Qualitative research  
Qualitative research uses methods like in-depth interviews and focus groups to explore social 

reality and understand people's experiences, providing deep insights while considering context 

and situational factors (Creswell, 2014; Denzin & Lincoln, 2011; Shkedi, 2003). 

3.4.2 Quantitative research 
Quantitative research focuses on collecting and analyzing numerical data to test theories and 

examine relationships, using statistical methods to produce generalizable, unbiased results, and 

is widely used in fields like psychology, economics, and sociology (Denzin & Lincoln, 2011; 

Creswell, 2014). 

 

3.7 The Research Design 

Table 1: Research design 

Stage Research Aim Research 
instrument 

Research 
population 

Data 
analysis 
method 

 Qualitative 
Research  

To explore the factors 
that affect young girls' 
engagement in sports 
activity, in order to  
build appropriate 
marketing strategies 
for increasing the 
frequency of sports 
participation in Israeli 
society. 
 
. 

In-depth interviews  Senior sports 
officials, girls 
involved in 
competitive sports, 
parents of 
competitive girls, 
women who have 
formerly been active 
players and decision-
makers, both in 
academia and 
management sports 
positions 

Content 
analysis 
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 Quantitative 
research  

To examine the 
possible impact of 
marketing and 
advertising (through 
the Athena Project 
case study) on the 
lowering of barriers 
and promoting sports 
activities of girls and 
female adolescents,  
and women in Israeli 
society. 

A quantitative 
questionnaire based 
on the findings from 
the qualitative part. 
The themes and 
categories yielded 
questions that were 
validated. 
 
 
 

200 parents, men and 
women, of girls aged 
6-12.  

Statistics  

 Qualitative 
Research  

To develop a 
marketing strategy for 
lowering the barriers 
and promoting sports 
activities of girls and 
female adolescents in 
Israeli society. 
 

Focus groups of girls 
and their parents  
The focus group was 
conducted after the 
findings of the 
quantitative study. 
The results were 
presented to the 
participants in order 
to hear their opinions 
about them.  

Girls aged 6-12 and 
their parents   

Content 
analysis 

 

 

3.8 Ethical Considerations 
Ethical considerations in research emphasize honesty, informed consent, and respect for 

participants' privacy. The Nuremberg Code, Declaration of Helsinki, and US Federal 

Regulations outline key principles, including voluntary participation, risk-benefit analysis, and 

the right to withdraw. Despite criticism over bureaucracy and costs, adherence to these ethical 

standards is crucial across both qualitative and quantitative research. 
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4. FINDINGS 

4.1 Main Themes from Qualitative Interviews   

4.1.1  Findings from Subsidiary Research Question 1 
The content analysis of semi-structured interviews revealed two main themes affecting the 

frequency of physical activity among girls aged 6-12: motivational factors and marketing 

strategies. These themes are detailed in Table 2, which outlines 12 related categories. 

 

Table 2: Motivational factors and the marketing strategies factors -Subsidiary research 

question 1 
Themes Motivational factors Marketing strategies factors 

Related 

categori

es 

Exposu

re 

Athletes 

as a 

model 

for 

inspirati

on 

Parents 

as a role 

model,  

  

  

Highlighti

ng local 

heroes, 

Brandi

ng 

physic

al 

activity 

as a 

culture 

of 

routine 

Educati

on 

Promoti

ng 

physical 

activity 

as a 

local 

and 

social 

culture 

Media and 

Communicat

ion 

Allocati

ng 

Nationa

l 

Resourc

es 

Brandi

ng 

physic

al 

activity 

as a 

Health 

Promot

er 

Brandi

ng 

physic

al 

activity 

as a 

male 

culture 

physic

al 

activit

y as a 

gende

r issue 

 

 

Findings relating to subsidiary research question 1 

Subsidiary research question 1: What factors affect the frequency of physical activity among 

girls aged 6-12? 

The findings showed the motivational factors that affect the frequency of physical activity 

among girls aged 6-12. 

1. School exposure increases physical activity frequency. 

2. High-achieving sportswomen as role models inspire increased activity. 

3. Parents motivate higher activity frequency. 

4. Local sports heroes promote activity frequency. 

5. State intervention programs enhance activity frequency. 

6. Statistical links found between local heroes and increased activity. 

7. Married parents contribute to increased activity through exposure. 

8. First-born girls benefit more from national intervention programs. 
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Findings relating to subsidiary research question 2 

Subsidiary research question 2:What is the impact of marketing and advertising (through the 

Athena Project case study) on the lowering of barriers and promoting sports activities among 

girls and female adolescents in Israeli society?  

 

Table 3: Dependent variable – Hours of engaging in physical activity 

HR_PG_BAT 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 0 28 13.5 13.7 13.7 

1 32 15.4 15.6 29.3 

2 40 19.2 19.5 48.8 

3 40 19.2 19.5 68.3 

4 28 13.5 13.7 82.0 

5 8 3.8 3.9 85.9 

6 29 13.9 14.1 100.0 

Total 205 98.6 100.0  

Missing 999 3 1.4   

Total 208 100.0   

(Source: Based on Author's Statistical analysis output) 

 

Table 4: Research moderate variables data 

research moderate 

variables 

Mean Std. Deviation N 

nmkids_fm 2.52 0.798 208 

agekids_fm 3.90 2.319 203 

PLACE_BAT 1.91 .0.921 203 

AGE 44.18 4.835 208 

HR.PG.PAST_PR1 4.15 1.883 168 

HR.PG.TDAY_PR1 3.38 1.617 149 

HR.PG.PAST_PR2 3.53 1.700 123 

HR.PG.TDAY_PR1 3.52 1.890 119 

LIMUD_YR_PR2 15.83 2.732 173 

(Source: Based on Author's Statistical analysis output) 
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Statistical findings 

1.a) There will be a relationship 
between the motivational factors8 
(Exposure at school (SC  ) and the 
frequency of physical activity 
among girls aged 6-12  

the frequency of 
physical activity 
among girls 
aged 6-12 

(a. Exposure at 
school (SC))  

 Refuted 

1.b) There will be a relationship 
between the motivational factors 
Parents ; as a role model, Parents' 
push, Parents’ funding for sports 
activities (PR) and the 9frequency 
of physical activity among girls 
aged 6-12 

the frequency of 
physical activity 
among girls 
aged 6-12 

b. Parents ; as a 
role model, 
Parents' push, 
Parents’ funding 
for sports 
activities (PR))  

 Refuted 

1.c) There will be a 10relationship 
between the motivational factors 
Promoting physical activity as a 
local and social culture and 
highlighting local sport’s heroes 
(EX) and the frequency of 
physical activity among girls aged 
6-12 

the frequency of 
physical activity 
among girls 
aged 6-12 

c. Promoting 
physical activity 
as a local and 
social culture and 
highlighting local 
sport’s heroes 
(EX))  

 Corroborated 

3.2.3 The family status of the 
parent (status) i.e., married, 
divorced etc. will moderate the 
relationship between the 
motivational factors  c. Promoting 
physical activity as a local and 
social culture and highlighting 
local sport’s heroes (EX)) and the 
frequency of physical activity 
among girls aged 6-1211 

the frequency of 
physical activity 
among girls 
aged 6-12 

c. Promoting 
physical activity 
as a local and 
social culture and 
highlighting local 
sport’s heroes 
(EX))  

3.2 The 
family 
status of the 
parent 
(status) i.e., 
married, 
divorced 
etc. 

Corroborated 

3.1.4 The birth order in the family 
of the girl (place_bat) will 
moderate the relationship between 
the motivational factors d. The 
Built-in / affirmative action for 
women's sports. Religion, culture 
and tradition (AF)) and the 
frequency of physical activity 
among girls aged 6-12 

the frequency of 
physical activity 
among girls 
aged 6-12 

d. The Built-in / 
affirmative action 
for women's 
sports. Religion, 
culture and 
tradition (AF)) 

3.1 The 
birth order 
in the 
family of 
the girl 
(place_bat) 

Corroborated 

 

 

The findings showed marketing and advertising factors that might affect the frequency of 

physical activity among girls aged 6-12. 
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1. School exposure increases physical activity frequency. 

2. High-achieving sportswomen as role models inspire increased activity. 

3. Parents motivate higher activity frequency. 

4. Local sports heroes promote activity frequency. 

5. State intervention programs enhance activity frequency. 

6. Statistical links found between local heroes and increased activity. 

7. Married parents contribute to increased physical activity through exposure. 

8. There was a statistical relation between being a first-born girl and the effectiveness of 

national intervention programs 

 

5. CONCLUSIONS AND RECOMMENDATIONS  
5.1 Factual conclusions drawn from the discussion of findings 
related to subsidiary research question 1 
The factual conclusions drawn from discussion of these findings were that the motivational 

factors that promoted physical activity among girls were divided into two audiences – girls and 

parents. When girls aged 6-12 were examined, the discussion of the findings showed that there 

was a direct relation to the following factors: exposure to physical activity at school, exposure 

to high-achieving sportswomen serving as a role model for physical activity that encompassed 

values of perseverance and responsibility. Moreover, the parents’ involvement and their 

emotional and economic support, enhanced the girls’ motivation. Nevertheless, no motivation 

was noted when the parents adopted a parenting style that pushed and pressured the girls to 

participate in competitions. Exposure to local key figures in the field of sport caused also 

identification with the figure, as well as a wish to imitate it and, thus, created a commitment to 

physical activity. Underscoring the local heroes as local social culture leveraged the local 

culture.  

The conclusions of this study served as an instrument for understanding the contribution of 

various motivational factors to the frequency of physical activity among Israeli girls aged 6-

12. The findings indicated the importance of exposure to physical activity at school, as well as 

of the emotional and economic support by the parents. Moreover, exposure to local figures and 

heroes entailed identification and positive impact on the motivation for physical activity. There 

was also a causal relation between the importance of a socio-cultural environment, and the state 

intervention programs for women who created a sustainable framework for physical activity.  
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As far as the research conclusions are concerned, the motivational factors that promoted the 

physical activity frequency among girls aged 6-12 could be distinguished from factors that had 

no actual relation to the frequency of the physical activity. The type of activity at school and a 

pushing parental style did not necessarily promote the frequency of physical activity. On the 

other hand, the family, marital status, local culture, impact of local heroes, and identification 

with local sportswomen might assist in promoting the frequency of physical activity.  

 

5.2 Factual conclusions drawn from the discussion of findings 
related to subsidiary research question 2 
The factual conclusions drawn from the discussion of research question 2 were that the 

marketing factors that promoted physical activity among girls, similarly to the findings of 

research question 1, were divided into two audiences – girls and parents. The discussion of the 

findings obtained from the examination of the girls aged 6-12 showed that the marketing factors 

that promoted physical activity of the girls were the branding of physical activity as a culture 

of routine, similarly to the branding of Athena Project that presented sport as a way of life. 

Moreover, the education system played an essential role in the marketing aspect of branding 

physical activity as a valued and important activity. Appropriate campaigns should be 

addressed to the girls themselves. The branding of physical activity as health promoting that 

was found in the qualitative research was not statistically supported in the quantitative research. 

This was due to the fact that, apparently, girls at young age did not attribute to health the same 

importance attributed by the parents/grownups.  

There were no marketing factors that were related to the type of activity itself, namely there 

were no marketing factors that might promote physical activity according to its type, either 

group or individual sport branches. 

Branding physical activity as a local activity, be it by marketing messages assimilated through 

the education system, or by using local figures directly addressed to the girls, would promote 

physical activity among the girls. Nevertheless, at the same time, marketing and advertising 

messages within the framework of communicational campaigns, associated with resources of 

national intervention programs, could affect the parents that were a mediating factor of these 

marketing messages to their daughters. That is, the synergy was manifested in its clearest form. 

Moreover, the findings showed that branding the physical activity as health promoting did not 

affect the girls from a statistical point of view.   
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The factual conclusions drawn from the discussion of the findings, facilitated building a data-

based model of marketing strategies designed for the promotion of physical activity frequency 

among girls aged 6-12. 

 

Girls aged 6-12 

 

Parents of girls aged 6-12 

Marketing ecosystem that affects the promotion of physical 
activity among girls aged 6-12 as a routine activity 

Synergy 

 

Adapted marketing 
strategy 

Motivational 
factors 

Adapted marketing 
strategy 

Motivational 
factors 
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Figure 3: Marketing and synergetic ecosystem model for the promotion of physical 

activity among girls aged 6-12 

 

5.3 Conceptual Conclusions 

The research findings illustrated that the ecosystem model was the total of all the 

communicational messages, as well as all the messages prevalent in the sub-society in which 

the girls grew up. These could be negative messages associated with gender, such as: “You are 

a girl and therefore you should not invest in sport activity because it belongs to boys”. Or, “You 

had better invest your free time in studies”. Conversely, these were positive messages that 

encouraged social equality and gender-oriented: “You can and should engage in sport”. These 

could be enveloping messages that came from the state authorities, the community through the 

education system, or local authority, and/or messages from the nuclear and extended family. 

The messages were intertwined also in the local and national advertisements published in the 

ecological-environmental space in which the girls and their parents lived, as well as the very 

existence of inspiring and admired figures in the field of sport, or the total lack thereof in the 

marketing communication. This was, in fact, the marketing ecosystem in which girls and their 

parents spent their time and were affected by these messages either directly or indirectly.   

It seems that once some interrelation, e.g., state intervention program or communicational 

campaign took place on the national or local level, it affected the motivational factors and the 

adapted marketing strategy that addressed the girls and their parents. This showed the 

synergetic relation that acted, activated and brought about a whole that was bigger than the sum 

of its parts, namely promoted physical activity of girls aged 6-12.  

This is actually the innovation of this study and of the model itself, i.e., the understanding that 

there is a synergetic relation and several factors that have to act in compliance, creating the bi-

directional action that reaches the girls in order to achieve the result. The motivational factors 

that affected the parents were, for example, state intervention programs and exposure to 

advertisement of such programs. A marketing strategy adapted to the parents could be 

advertising in the various traditional media channels that emphasized the intervention programs 

designed to promote the physical activity of the girls.  

5.3.1 Synergy 
The research findings showed that the connection of the communicational messages created a 

synergy that enabled the promotion of physical activity among girls. That is, the synergy that 
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was manifested between the ecosystem and the parents/girls, had a direct impact on the 

motivational and marketing factors that promoted the physical activity frequency of the girls.  

When referring to the parents as a supportive and meaningful motivational factor, the 

synergetic cyclicity was manifested in the parents’ mediation of the campaigns to the young 

girls, such campaigns to which the parents themselves were exposed in the marketing strategy 

addressed to them. The synergetic cyclicity acted here first of all when the effects were directed 

at the parents and they mediated them to the girls. Then the girls themselves already absorbed 

the messages with the help of the parents as a supporting factor, this time in a more practical 

manner (taking them to practice, attending competitions, and so on).  

The synergy resided actually in the understanding that this was a whole that was bigger than 

the sum of its parts. The ecosystem messages passed from the community/state to the parents 

of young girls and, obviously, continued to the girls in marketing channels adapted to them. 

This created a movement that nurtured itself and herein resided the uniqueness of the model. 

Eventually, an integration action would lead to the promotion of the physical activity frequency 

among girls aged 6-12. The model that resulted from this study was integrative, since it 

included the areas of marketing, physical activity, psychology, and society. 

 

5.4 Practical Implications and Recommendations for Advertising Strategy 

An advertisement campaign should not focus only on girls as a major target audience and as 

end-consumers of physical activity. Rather, it should address also the parents as a mediating 

factor for the girls. The parents’ mediation was performed on several levels, both on the 

personal level, as they were practically those available to correctly absorb the communicational 

messages, as well as on the level of message absorption and pushing by support, bringing the 

girls to the intervention programs designed for them as end-consumers.  

Campaigns of the state intervention programs that addressed mainly the parents so that they 

mediated them to the girls, could be manifested also at school by the educational staff as an 

additional mediating factor for the girls. Not less important, they could be presented in the 

community itself as a mediator of physical activity as a lifestyle and culture of routine. 

Branding physical activity as a routine should be marketed exactly similarly to the attribution 

of importance of safety belt in a car or the practice of hygiene and hand washing. The same 

way that we had learned all these from campaigns, the message to the girls should be that it 

was recommended engaging in physical activity regardless of its type.   
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This study found that the girls identified with local figures in particular and that local pride was 

a meaningful and essential component for the girls. Hence, using local sport symbols and 

underscoring them was the suitable strategy for directly addressing the girls themselves. At the 

same time, the parents had to be the target audience of the general programs and, naturally, the 

local authority should support these two cases from an advertising viewpoint. The parents were 

a very meaningful mediating factors for the messages and the model illustrated a synergy 

between the two audiences vis-à-vis the community. Thus, addressing the girls was not enough 

for generating a change, and addressing only the parents was insufficient on the other hand. A 

combination of the two was required, as an allegory of ‘the egg and the hen’ expression.  

The different government ministries and, above all the Ministry of Education, as bodies 

entrusted with the implementation of intervention programs, seemed to collapse under the 

burden, first because of the COVID-19 pandemic, and now because of the security situation. 

Moreover, it is well known that teaching is a demanding profession that causes a feeling of 

burnout. Perhaps, then, we should consider not settling for the Ministry of Education only, but 

start implementing intervention programs through additional ministries that will be able to 

delegate authorities to the community as an operational arm of the intervention programs. This 

could be manifested also in schools but, not less important, in the community itself. The local 

authority should support the two cases based on its acquaintance with the needs of the 

community and the ability to adapt the needs especially to the girls and their parents.   

These marketing actions should brand the physical activity not as health promoting but as a 

routine cultural activity and local pride. Thus, they will promote the physical activity and will 

assist in the creation of a healthy routine that it known as an anchor and resilience that is greatly 

needed in a country like Israel.   

 

5.5 Research Limitations 

Interview bias – the qualitative research was based on interviews of participants with a varied 

background of variables in the field of sport, some of whom were my colleagues in the past. A 

tendency to social desirability was assumed, namely participants answered questions in a way 

that presented them in a positive light, although their capabilities and ideas might have been 

different. In order to reduce this bias, the questions included several angles that examined the 

issue in an extensive way. Moreover, at the beginning of each interview, the researcher pointed 

out that there were no correct answers and asked the participants to give examples that would 

help understanding the real picture.  
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Questionnaire bias – in this study, the main research instrument was a questionnaire 

administered in Google format through social networks and WhatsApp application. Managing 

such an informal questionnaire could entail a low commitment of the participants to respond 

to it, particularly among Arabic speakers. In order to cope with these limitations, the researcher 

contacted in person friends and acquaintances, as well as uploaded posts on social networks, 

explaining the importance and contribution of this study.  

5.5.1 Limitations associated with the researcher 
My angle as a researcher was that of a participant observer, resulting from my role in the 

building of the Athena brand that aimed to promote sport activities of girls and women in Israel 

(Bell et al., 2022). My main position as a former marketing manager turned me into an observer 

and, as such, I was able to affect the position of the study. This was due to the fact that the 

inclination of people involved in an issue was to adopt ideas that matched their beliefs and it 

was likely to assume that they reinforced a wrong information (Leavy, 2017). In order to 

respond to the researcher’s position, I applied both qualitative and quantitative research 

instruments, as well as a professional focus group that was conducted after consolidating the 

findings in order to acquire an additional validation.   

 

5.6 Contribution to Knowledge 

5.6.1 Contribution to theoretical knowledge 
A questionnaire that can explore in every country the aspects that can affect motivational and 

marketing factors, was built within the framework of this study. The model completed the 

knowledge in this area. It is original and innovative since it is based on the findings of this 

study. Furthermore, the model actually links between various areas, between motivational 

factors and adapted marketing strategy. It creates a unique knowledge system due to the very 

fact of being based on findings obtained in my unique research.  

5.6.2 Contribution to methodological knowledge 
This study contributed to methodological knowledge through its mixed methods paradigm. It 

integrated qualitative research that included interviews with a wide variety of figures from the 

world of sport, through the unique questionnaire particularly built and adapted to the parents 

so that they could provide extensive information and overcome the problem of researching 

such young ages. The parents shed light on their daughters that, a priori, constituted a 

population that was difficult to investigate. Hence, a unique questionnaire was built for that 
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purpose. It was validated by statistical measures, was built as a closed-ended quantitative 

questionnaire (Appendix B), and was based on a wide literature review and findings of the 

qualitative research.  

 

5.7 Importance of the Research 

This study is pioneering in focusing exclusively on girls' sports promotion, combining 

motivational and marketing aspects. It highlights the need for a suitable marketing strategy to 

promote physical activity as a cultural norm. By understanding the synergistic system between 

motivational factors and marketing strategies, this study provides a framework for promoting 

physical activity among young girls, contributing to societal health and gender equality. The 

developed research instrument – the questionnaire – was validated and it encompassed many 

areas of information that might be universally suitable. Thus, this instrument by itself could 

contribute to the theoretical knowledge and it is possible, and even recommended, using it for 

future studies. This study provided a marketing response to motivational factors and a different 

marketing address to the target audiences, based on the understanding that they were mutually 

involved in a synergetic way in the marketing ecosystem.  

 

5.8 Future Studies 

Future research should validate these strategies in diverse settings and expand studies to include 

boys-only, girls-only, and mixed groups, along with translating instruments for wider 

community reach. 

 

5.9 Universal Implications 

The universal implications of this study might enhance the understanding how to promote 

societies towards gender equality in other fields. Since this is a universal problem, this study 

could be conducted not only in Israel. It is a well-known fact that when girls or female-

adolescents are empowered and feel they are equal to boys in every respect, then in future they 

will be able to make a breakthrough and demonstrate impressive achievements also in other 

areas. Sport is a cultural, socio-economic, and social bridge of the highest degree, and 

narrowing the gender gaps already at early ages can assist countries and communities in 

attaining a social-gender equality and enrich the variety of the cultural capital. This transcends 

the healthy and mental implications that are a by-product of physical activity and a healthier 
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way of life.  Implementing the implications of this study is a win-win situation from almost 

every possible aspect, be it social, health-oriented, and equal, for the benefit of the public.   
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