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W E L C O M E  T O  T H E 
F E M A L E  V E T E R A N S 
T O O L K I T  S U M M A R Y
The toolkit has been developed over two years (2023-2025), 

and builds on research, lived experience and engagement with 

female veterans and the input of sector stakeholders who have 

all collaborated on its development. 

https://covenantfund.org.uk/female-veterans-toolkit/ 

The full toolkit and access to 
all resources is available here: 

The toolkit is split into specific sections; 

below is an overview of what resources 

are available to help raise awareness and 

provide better support.



Specific information for each of the Devolved 

Administrations. 

Communication resources all organisations can use.

The toolkit also provides resources that help to better 

recognise the positive contribution women have made 

to the UK Armed Forces, and how all services need to ask 

everyone, regardless of gender ‘Have you ever served in 

the UK Armed Forces’. 

‘Most women who have served do not identify as ‘female 

veterans’ and therefore might not be accessing services and 

support that they are entitled to. If the toolkit can encourage 

an organisation to ask the question, ‘Have you ever served 

in the UK Armed Forces?’ and have an appropriate response 

if the answer is ‘yes’ then, not only could it make the world 

of difference to an individual’s life, what’s more, it can 

contribute to making the organisation a better employer 

with a more motivated and committed workforce.’ 

D R  H A N N A H  W E S T , 
S E N I O R  R E S E A R C H  F E L L O W ,  C E N T R E 
F O R  M I L I TA R Y  W O M E N S  R E S E A R C H 
A N G L I A  R U S K I N  U N I V E R S I T Y

W H O  I S  T H E 
T O O L K I T  F O R ?
The toolkit is for all organisations, charities, 
statutory organisations and employers.

W H AT  I S  T H E 
T O O L K I T ?
The toolkit provides information and resources to help 

organisations understand and know how to better support 

female veterans. This includes the following;

Quick reference guides/infographics. 

A quality improvement self-assessment tool.

Case studies and examples of good practice.

Signposting and links to helpful sources of 

information, including additional training and 

education.
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Ask everyone, 

regardless of gender, 

ʻHave you ever served in 

the UK Armed Forces?’



K E Y  B E N E F I T S  O F  U S I N G 
T H E  T O O L K I T  I N C L U D E : 

Recognition of the skills and talents female veterans 

have, that can benefit a range of employers. 

Better outcomes for the female veterans you directly 

support – understanding their needs, how to engage 

with them and working smarter to get things right the 

first time. 

Providing better support for your workforce by 

understanding who your workforce is and the skills 

they bring.

Better reputation of your organisation – increasing your 

profile as able to employ, support and engage with 

female veterans in a way that matters to them.

Improved partnership and collaboration – Working 

better together to collaboratively support female 

veterans more effectively.



Don’t make 

assumptions

Ensure accessibility 

and flexibility 

Allow  

autonomy

Identify and  

use the experts

C A L L  T O  A C T I O N !

R E C O M M E N D AT I O N S

A S K  E V E R Y O N E ,  R E G A R D L E S S  O F 
G E N D E R  ‘ H AV E  Y O U  E V E R  S E R V E D  I N 
T H E  U K  A R M E D  F O R C E S ’

Less than 31% of women identify with the term ‘veteran’, 

which often means they may not be accessing the best 

possible support. Regardless of gender, age, ethnicity, 

everyone should be asked the question to identify if they 

are a veteran, have that information recorded and then 

decide what, if any, specific support can be offered.  

For example, as part of the recruitment process, staff 

surveys, registering with services, such as a GP, as well as 

when supporting women through your organisation, i.e. 

assessment forms/application forms.

U N D E R S TA N D  T H E  S P E C I F I C  N E E D S 
O F  F E M A L E  V E T E R A N S 

The Statement of Need is an easily accessible infographic 

to help you understand this at a glance.

Most female veterans transition into civilian life well, but for 

some, additional support is needed. No one veteran is the 

same and for many women they face intersectionality of a 

multitude of issues, including very different experiences of 

the military. However, there are some key issues that many 

women face, and all organisations should recognise what 

these are, for example specific physical and/or mental 

health issues, resulting from service, including those relating 

to bullying, discrimination and sexual assault and abuse. 

B E  A N  A L L Y  T O  F E M A L E  V E T E R A N S 

The Allyship infographic gives you an easy guide on what this 

means and what you can do.

Everyone can be an ally – male, female, organisations and 

the general public. Allyship means you advocate, celebrate 

and ensure that female veterans are seen, heard and given 

the recognition and support they deserve. 

E N S U R E  Y O U  C O M M U N I C AT E  A N D 
E N G A G E  W E L L  W I T H  F E M A L E 
V E T E R A N S 

The Communication Checklist provides a quick overview of 

the things to think about.

You don’t always need dedicated communication materials 

just for female veterans, but in the relevant materials you 

produce, women should ‘see themselves’ and understand 

what is available for them to access. This also relates to the 

language that you use and the places you promote your 

services. 

H AV E  A  P E R S O N - C E N T R E D  A P P R O A C H  

The Person Centred infographic gives you ideas and tips of 

how to achieve this.

Intersectionality means that all female veterans will have 

different experiences and different support needs. By having 
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a person centred approach and a ‘What matters to you?’ 

conversation, you can identify the right support that will be 

delivered in a way that ensures the most positive outcomes 

are achieved. 

C O D E S I G N  A N D  C O L L A B O R AT E  W I T H 
F E M A L E  V E T E R A N S 

Ensure female veterans are involved in the design and 

delivery and review of initiatives where possible, i.e. creating 

a staff network, a new service or group or their own support 

plans. Do not be tokenistic and make sure engagement is 

done in a meaningful and actionable way. As one female 

veteran said, “Nothing about us, without us!” 

C R E AT E  S A F E  S PA C E S  F O R  F E M A L E 
V E T E R A N S 

Safe spaces are dependent on the needs of the individual; 

sometimes that is the provision of female only spaces or 

female support workers and sometimes it is about ensuring 

generic spaces are welcoming to everyone, including female 

veterans. It may also be about the times service is available/

opening hours and the type environments you provide, i.e. the 

ability to bring children or offer childcare. The toolkit gives 

you information on how you might achieve this.

C O L L A B O R AT E  A N D  W O R K  I N 
PA R T N E R S H I P ,  B O T H  AT  A  L O C A L 
A N D  N AT I O N A L  L E V E L  T O  P R O V I D E 
T H E  B E S T  P O S S I B L E  S U P P O R T  F O R 
F E M A L E  V E T E R A N S 

Organisations need to work better together to provide the 

right support; this includes statutory organisations, charities 

(military and civilian), and employers. Creating multi-disciplinary 

environments and ways of working, means you can truly offer 

a person-centred service, understanding that no-one can be 

the expert in everything or be the right organisation for every 

female veteran. To achieve this think about;

• Where are your local and national armed forces experts 

and how can you build relationships – i.e. Armed Forces 

Champions. The toolkit may help you with links and 

information to get you started.

• How can you signpost or refer quickly if appropriate?

• Identifying community and peer support options – 

including setting up staff networks where possible and 

appropriate. A sense of community and belonging is 

very important for many veterans – including female 

veterans. Peer support groups often provide safe spaces 

for women, particularly if they are designed and led by 

women with lived experience. 

C A R R Y  O U T  T H E  S E L F - A S S E S S M E N T

The toolkit provides organisations with the opportunity to 

conduct a quality improvement exercise by completing the 

relevant elements of the self-assessment tool. This exercise 

will help organisations identify where they are now and 

what they need to put into action to create positive change 

for the female veterans they support, engage with and 

employ.
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R E S O U R C E S 

AVA I L A B L E 

F O R  A L L 

I D E N T I T Y  A N D  A C C E S S 

The research tells us that many women do not identify 

as veterans and in turn do not access relevant services – 

often stating that they are male dominated with a lack 

of communication to and awareness of female veterans.   

The consultation and codesign phase of this programme, 

highlighted that Awareness, Diversity and Recognition are 

the key improvements services need to make to ensure 

female veterans see themselves in the service offer and 

in turn are able to access what they need, when they 

need it.  

To improve issues of identity and access we have 

therefore created a range of quick reference resources 

for EVERYONE to look at how we can all improve our 

services, and/or better understand the needs of female 

veterans. 

https://covenantfund.org.uk/female-veterans-toolkit/ 

Statement of Need - Our Statement of Need provides 

a succinct and visual representation of female veterans’ 

needs, such as support for employment and finance, 

access to services, bullying and discrimination.

What Good Looks Like – Taken from the views of female 

veterans, we have created a checklist. The infographic 

shows what services need to do to provide the best 

support for female veterans. 

Communications - Our consultation and co-design phase 

showed that one of the most significant issues for female 

veterans was the lack of communication from service 

providers. This checklist covers the pertinent points to 

make your communication more inclusive and inviting for 

female veterans. 

Allyship – Everyone can be an ally (someone who 

actively supports a marginalised group – in this case 

female veterans – to advocate and promote their voices 

and challenge the barriers they face). Our infographic 

gives hints and tips on ways you can do this in your 

organisation.

WHAT DO FEMALE VETERANS NEED?
●	 Recognition of the specific needs of female veterans

●	 Empowerment for women to define their military 
service in their own terms

●	 Services should inquire about military service inclusively, 
rather than using singular terms like "veteran"

●	 Special attention to the impact of Services Bans 
(marriage, pregnancy, and gay bans)

●	 Provision of support for those negatively affected, 
especially LGBTQ+ individuals

IDENTITY
Women often do not 
identify with the term 
‘veteran’ and face 

specific, complex 
and multi-layered 
issues as a result 
of their service. 

Less than 

of women who 
have served 
identify as a 

veteran1

31%
ACCESS TO SERVICES 
Women often don’t access veteran 
facing services as they are seen to be 
male dominated and not able 
to meet their needs.

WHAT DO FEMALE VETERANS NEED?
●	 Women need to feel welcome, equal and 

able to access veteran support services

●	 Services should be personalised based on the individual’s 
needs and what matters most to that person

● Professionals need to have greater awareness, 
understanding of the specific needs of women and 
respond in a way that makes a difference to them

Statement of Need 
What the evidence tells us are
the needs of female veterans

To find out more visit www.fvtp.org.uk

DISTRUST AND 
MORAL INJURY  

Women often feel 
betrayed and let down
by the Military as they did 
not respond to their needs, 
complaints and requests 
for help and support.

BULLYING, DISCRIMINATION, HARASSMENT 
AND SEXUALLY INAPPROPRIATE BEHAVIOURS 
INCLUDING ASSAULT AND RAPE   
A significant percentage of women have faced or witnessed one 
or more of these issues during service.

WHAT DO FEMALE VETERANS NEED? 
●	The widespread and insidious impact of this issue needs to be 

acknowledged and accepted across the sector so women feel 
seen and heard and therefore supported in a way that reduces 
shame and stigma

●	Where appropriate and needed, services should be female only, 
delivered by women

of women 
reported 
witnessing or 
experiencing
sexual 
discrimination2

felt that 
they were 

73%
85%

PHYSICAL AND 
MENTAL HEALTH    

WHAT DO FEMALE VETERANS NEED? 
●	Women’s specific health needs as 

veterans need recognising and 
professionals to have a better 
understanding of the potential causes

●	Women need to feel confident to declare 
their military service and be supported 
into specific Armed Forces pathways 
where appropriate and wanted

TRANSITION, EMPLOYMENT AND FINANCE   

WHAT DO FEMALE VETERANS NEED? 
Women need better and more targeted 
support during transition to find 
appropriate and sustainable employment 
taking into account caring responsibilities. 

of women feel 
they had received 
little support 
or preparation
for life as a 
civilian4

of women report[ing]ed 
being unemployed 
for long periods 
of time5

44%

AREAS OF LITTLE EVIDENCE    
There are many areas that still are largely under 
researched and therefore no practical action is 
being taken to improve the situation.

WHAT DO FEMALE VETERANS NEED? 
More research and data capture is needed to better 
understand specific issues for female veterans such as 
the criminal justice system, race and faith, care services, 
loneliness, digital poverty and accessibility and Reservists.

1 Lauren Godier-McBard, Nicola Gillin and Matt Fossey, We 
Also Served: The Health and Wellbeing of Female Veterans 
in the UK (Chelmsford: Anglia Ruskin University, 2021), 104.

2 Godier-McBard, Gillin and Fossey, We Also Served, 30 
3 Paula Edwards and Tony Wright, No Man’s Land, (Dudley: 

Salute Her UK, 2019), 5.

4 Edwards and Wright, No Man’s Land, 16
5 Edwards and Wright, No Man’s Land, 18
6 Christina Dodds and Matthew Kiernan, “Hidden Veterans: 

A Review of the Literature on Women Veterans in 
Contemporary Society,” Illness Crisis and Loss 27, no. 4 
(2019): 2. 

treated 
differently 
to their male 
counterparts

Women are often left with long term 
impact on their physical and mental 
health as a result of service.

‘Women in the British Army 
have been found to be seven 
times more likely than men to 
suffer from musculoskeletal 
injuries……they are ten times 
more likely than men to suffer 
from hip and pelvic stress 
fractures3

60%

Resulting in:

●	Fewer financial struggles

●	Less impact on mental 
health due to loss of identity

●	Less likely to get involved in 
criminal activity

of veteran 
research 
focuses on 
females6

Only 
2%

WHAT DO FEMALE 
VETERANS NEED? 
Recognition that this 

may affect interaction 
or lack thereof with 

services.

There is also a need for EVERYONE
to understand that women also 
served and to reduce stereotypes.

Many people are still not aware 
that women have served in the 
military in all roles and therefore 
assumptions and stereotypes still 
exist which stop women asking for 
or being offered support.

RECOGNITION
We are aware and recognise 
that women serve/have served 
in the British Armed Forces

We ask the question 
‘Have you ever served?’

We ensure we promote our services to female
 veterans in a way that makes them feel welcome

We ensure branding, imagery and language
 is appropriate to female veterans

We provide access to additional 
training for staff where needed to 
better support female veterans

This will help 
identify female 

veterans and open 
a conversation 

that is specific to 
their needs. 

AWARENESS & COMMUNICATION
Many women 
don’t know what’s 
available or don’t feel 
that they are allowed/
want to access it.

We provide our services 
to female veterans in 
safe and appropriate 
environments

Some women want to access 
existing services alongside men but 
want to feel that this is an option 
(they don’t always feel they can) 

However, there is wider recognition 
that for some issues and some women, 
female only services are essential. 
(i.e. for those that have experienced 
sexually inappropriate behaviours,
 including rape and sexual assault.)

ENVIRONMENT

Where appropriate these 
should include, childcare/
child friendly environments.

Better access to services 
across the whole of the UK

&online face to face

EDUCATION

We are aware that female 
veterans may have 
different needs to men

We recognise that female 
veterans are a diverse 
group and includes:

Needs of female veterans can include physical 
and mental health, issues relating to bullying, 
discrimination, harassment and sexually inappropriate 
behaviour including rape and sexual assault, housing, 
employment and finance, caring responsibilities etc. 
Often there will be more than one need present at any 
one time and we need to ensure support holistically

DIVERSITY
●  All ages

● All ranks

● All lengths of service

● Ethnic minorities

● LGBTQ+ veterans

of respondents

said that 
they had 
a disability

25%

To find out more visit www.fvtp.org.uk

This also includes understanding 
why you should ask: ‘Have you ever 
served?’ and knowing what to do 
with that information.

Some services admit they
are still lacking knowledge

What Good Looks Like 
for Female Veterans

SUPPORT 
We offer support in a person-centred way, 
based on what matters to the person

We work collaboratively with other services/
organisations to provide the right support for the 
person (We don’t have to know/do everything on our own!!) 

Understanding the needs of ALL women veterans and ensuring they ‘see themselves’ in the service provision. 

We have heard from over 800 female veterans and they have told us that good looks like the following...
A checklist for services and organisations

Being an Ally

What is an Ally?
An ally is someone who champions 
inclusion and underrepresented groups 
whilst not being a member of the 
group that they are defending. Whilst 
this is predominantly aimed at male 
veterans supporting female veterans, 
it can be applied to any marginalised 
community. Could this be you?

Empathise  ·  Advocate  ·  Stand Up

Anyone. Men, women, veterans, 
civilians. Even within the same 
group, like women supporting 
other women, allyship matters. 

There’s no fixed formula, 
but here are 10 real ways to show up:

Who can 
be an 
Ally?

Remember
Women can (and should) 
be allies to other women 

from marginalised 
communities!

To find out more visit www.fvtp.org.uk

Listen 
and Believe

Take women’s experiences 
seriously. Don’t dismiss or 
try to fix – just be present 

and empathetic.

1

Challenge 
Sexism

Call out disrespectful 
jokes or behaviour. 

Don’t shame — educate, 
especially in private spaces 

like WhatsApp groups.

2

Understand 
the Differences

Female veterans face distinct 
issues; health, trauma, 

invisibility. Learn about them 
without expecting women 

to teach you.

5

Foster 
Safe Spaces
Help make all veteran 

spaces welcoming 
- socials, support 

groups, and events.

8
Check 

Yourself
Ask: Am I making 

space or taking it? 
Allyship is ongoing 

and reflective.

9

Support All 
Women

Recognise added challenges 
for veteran women who 

are ethnically diverse, part 
of the LGBTQ+ community, 

disabled, or even a mix 
of all three.

10

Amplify 
Voices

Make space for 
women to speak. 
Back their ideas. 

Share their 
campaigns.

3

Support 
Leadership
Encourage women’s 

involvement in leadership, 
events, and boards. Don’t 

just invite; genuinely value 
their voice.

4

Mentor 
and Sponsor

Offer support with 
opportunities, not a 

rescue. Help them see 
they belong.

6

Modernise 
Traditions

Challenge outdated norms. 
Use inclusive language 
and respect women’s 
service and medals.

7

Plan your communication campaign to include 
what you want to communicate, to which 
groups and how you are going to do this. 
Remember many female veterans have a lack 
of awareness of what support is on offer as it’s 
not promoted to them.

Identify SMART objectives (specific, measurable, 
attainable, relevant and time-bound)

Understand your audience by acknowledging 
the specific needs of female veterans.

Veterans are often perceived as male, which 
can make women feel excluded from services 
or not welcome. Communication should reflect 
a commitment to inclusivity and ensure female 
veterans feel represented and included.

Involve female veterans in the design and 
development of any communication to 
ensure it is fit for purpose.

Decide what you want to 
communicate to female veterans

Communications 
checklist 

1

Use images of women in both military and 
non military settings. 

Consider using a montage of images to 
show the diversity of the female veteran 
experience or alternatively use animation or 
graphics if you need to protect identity.

Have images of real women that represent 
diversity of the female veterans (by age, 
race, service, rank, sexuality, religion, 
disabilities, service job roles i.e. combat 
experience or not and civilian jobs roles, 
mothers, carers etc).

The use of female imagery helps 
challenge stereotypes and assumptions 
and therefore increases awareness that 
women also served.

Use inclusive and 
welcoming imagery

5

When asking women how services could be improved, 
communication was one of the most significant issues. This 
checklist provides some ideas of things you can think about or 
action to better communicate and engage with female veterans.

Establish a consistent tone

Communicate regularly

Be clear and concise

Be polite and respectful

Be responsive to enquiries. Female veterans 
tell us they are really bad at asking for help 
and it often takes a crisis to reach out, so a 
quick response is essential.

Remember these top tips:2

It is especially important if the 
provision is a female-only space that 
the definition of female-only is made 
clear in communications material.

Be clear about who is eligible for 
this service provision.

3

Use simple and inclusive language4

Many women do not identify with the term 
‘veteran’ and therefore use of other terms 
and language should be used - ex-service, 
ex-military.

Ask the question ‘Have you ever served in 
the British Armed Forces?’ to better engage 
with female veterans.

Whilst you may be restricted by your own 
branding, we recommend using tri-service 
colours alongside colours not associated 
with the military.

Avoid excessive use of pink, and also khaki 
(which alienates Navy and RAF communities 
given its strong association with the Army).

Think about your colour scheme6

Recognise that many female veterans 
use word of mouth to identify suitable 
and safe services.

Consider digital illiteracy especially amongst 
the older female veteran community.

Consider stakeholders outside of the veterans’ 
sector to reach ‘hidden’ female veteran 
communities i.e. via sports, arts, faith groups.

Decide what communications 
channels to use to reach out

7

Ask female veterans to take a look at 
your draft communications material 
and provide feedback.

Review your effectiveness - what 
works and what doesn’t?

8

For more information and links to training and resources to support your 
planning and upskill your team follow the link to our website www.fvtp.org.uk

The best communications strategy and materials cannot 
substitute for a welcoming and inclusive environment, 
especially in that first interaction with a female veteran.

When looking at safe spaces, 

we need to account for all of the 

above aspects and ensure that 

not only are we providing support 

in the right way, but also that we 

are not retraumatizing people 

by offering support in any way 

that feels unsafe to the individual 

i.e. do not create situations in 

which women have experiences 

similar to their original trauma 

– environments, staff (i.e. not 

having the choice of female staff), 

imagery etc   Often working in a 

trauma-informed approach can be 

beneficial, but always be aware of 

your scope of practice and what 

is and is not appropriate for you to 

provide.  

WHAT FEMALE 
VETERANS SAY
What we heard in the consultation and codesign was that ‘safe spaces’ were a high priority when providing support 

to female veterans. Some may have faced issues such as sexually inappropriate behaviour, including rape and 

sexual assault and , safe spaces were vital given the way in which their experiences make them feel now in male 

dominated environments and services.  Two notable themes emerged:

Better supported access to statutory and non-statutory services are needed across the whole of the UK, both 

face to face and online. Where appropriate these should include, childcare / child friendly environments. 

Currently many women are both unaware and do not feel like they are able/feel welcomed to access services.

All statutory and non-statutory services and to be delivered in a person-centered way, noting that this can 

mean many different things.  For example, 

• some women don’t want separate gendered services, they just want to be welcome in services that exist already 

but 

• for some issues and some women, female only services are essential such as for those that have experienced 

sexually inappropriate behaviours.

• including rape and sexual assault.

SOME THINGS 
TO THINK 
ABOUT AND 
PUT IN PLACE
• Do you have a distress protocol in 

place when potential for harm is 

disclosed? 

• Do you have safeguarding checklists 

included in your risk assessments? 

• What training and supervision are 

you providing to support and refresh 

your approach to safeguarding? Do 

you have processes in place to learn 

from incidents where safeguarding 

has been an issue? 
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A P P R O A C H

This section is for those services that come into direct 

contact with veterans and want to improve and enhance 

the way they support female veterans by thinking about 

some of the practical improvements they can make to 

encourage more women to ask for help, support or get 

involved.

This section should be read in conjunction with the previous 

one and contains more quick reference infographics. 

Person Centred Approaches - Female veterans have 

unique needs (which are described in detail in the full 

toolkit) and should be treated as individuals when 

determining the right support. A person-centred approach 

considers their specific needs, strengths and preferences, 

allowing for tailored support focusing on what matters 

most to them. 

Safe spaces – Creating more awareness and tools on how 

to create safe spaces for female veterans.

Community and Peer Support – This section highlights 

the activities, groups, and organisations (both military and 

civilian) that can help female veterans build connections, 

reduce isolation, and foster a sense of purpose and 

belonging. It also includes information on staff networks 

for any employer.

To find out more visit www.fvtp.org.uk

A Person Centred Approach 
Quick Guide

Have a ‘What matters to you?’ 
conversation to help build 
relationships and identify what 
would make a difference for the 
women. Asking questions like:

Key things to remember when delivering 
a person centred approach:

Celebrate and recognise the successes 
and achievement of female veterans

1

What is important to you/ 
what do you enjoy doing?

What does a good day look like/
what would you like it to look like?

Who is important to you  
and how can they help you?

A person-centred approach focuses on the individual
Female veterans all have specific needs and should be treated as individuals when looking at what support is 
right for them. Delivering a person centred approach considers female veterans unique needs, strengths, and 
preferences and allows time and space to create bespoke support together that reflects what matters most to 
the women, promoting positive outcomes.

Understanding the specific needs 
of female veterans is essential to 
facilitating these conversations and 
helping to find the right support

Give women the choice of a 
female worker if they want 
one. Remember, some of the 
issues female veterans face may 
require female only support i.e. 
sexually inappropriate behaviour 

4

2

6 7

5

8 9

Always work at the women’s own 
pace – some will know quickly what 
will help and some need more time 
to work it out

Recognise the diversity of experience 
of female veterans and their support 
needs may be very different

Many female veterans tell us they 
are ‘bad at asking for help and only 
do so in a crisis’ so quick responses 
are essential

3
Every conversation is a 
partnership between the 
organisation and the women  
to identify what may help

Think about all things on offer, 
from everyday things to groups 
and community activities and 
specialist support – remember 
that for many women it will 
be a combination of all of these

Ensure women 
can easily access 
activities, with 
support if needed 
(assistance with 
transport or 
attending with a 
peer or key worker)

Provide/offer training on a person 
centred approach where needed 
to build skills and confidence

Offer training on the specific needs 
of female veterans if needed

Balance clinical and social 
models of support, incorporating 
family, friends, and community. 
Collaborate with other services 
for comprehensive support, 
recognising that you don’t need to 
do everything alone

Manage risk – plan for 
unexpected events and identify 
support for the women or staff 
member if things don’t go to plan

Many female veterans do not ask 
for help and do not know what 
might help them, its OK if the 
plan needs to change.

Plan regular reviews 
– what’s working and 
what’s not. Adjust the 
plan as needed.

for any employer.



S P E C I F I C  S E C T I O N S

The third section of the toolkit provides further information 

for organisations to consider. It contains case studies and 

good practice examples alongside links to organisations, 

services or further resources that can support both you 

and the female veterans you may encounter.

The sections are

Physical Health 

Physical health issues experienced by veterans can 

be directly related to military service. It is important to 

remember that for female veterans, their physiology can be 

affected differently to their male counterparts. Females are 

significantly more likely to leave the armed forces due to ill-

health than males; particularly with musculoskeletal injuries, 

and hip and pelvic stress fractures.

Mental Health 

Whilst most female veterans experience good mental 

health, some face unique issues as a result of their service in 

the Armed Forces. 

Bullying, harassment, discrimination and sexually 

inappropriate behaviors including sexual assault and rape 

Female veterans are more likely to have experienced 

bullying, harassment, discrimination, and sexually 

inappropriate behaviour, including sexual assault and rape, 

whilst they were serving than their male counterparts.

Addiction 

Addiction can be an issue for some female veterans 

including alcohol abuse, substance abuse and gambling 

harms.

Employment and finance

Childcare and caring responsibilities often mean that 

female veterans require different employment and finance 

options; as a result women may need more flexible or 

part time options across a broader range of employment 

opportunities.

Housing and homelessness

Female veterans’ housing and homelessness needs are 

under researched and current dedicated support is 

minimal e.g. provision of housing that is women-only, or 

accommodates women and children. 

LGBT+

Homosexuality was decriminalised in UK Law in 1967 

but remained a military offence until January 2000. 

Victims of this policy endured bullying, blackmail, 

invasive investigations, and even conversion therapy, 

resulting in long-term emotional and financial hardships. 

Acknowledging this painful history is crucial for supporting 

LGBT+ veterans, as their struggles continue to affect them 

today.

Ethnic diversity

There is a significant lack of research into the specific needs 

and lived experiences of female veterans from Black, Asian 

and minority ethnic backgrounds. Although individuals 

from these backgrounds comprise just over 10% of the UK’s 

serving Armed Forces personnel, sex-disaggregated data is 

not currently available. 

Family Life 

Many female veterans will have families and caring 

responsibilities. They may have serving partners, children 

or caring for other family members, all of which should be 

considered when offering support, also a high proportion of 

women veterans will have been in dual serving relationships. 

This section covers issues of bereavement and what 

support exists or is needed for female veterans who may 

be facing the loss of a partner, especially if they were 

serving at the time of their death.

Justice and the law

The veteran status of women in the justice system often 

goes unrecognised and their specific needs missed. The 

research has repeated the importance of striving for 

visibility for female veterans in the justice system to mobilise 

the resources and support, tailored to address their needs.





R E S O U R C E S  F O R 

E V E R Y O N E  T O  U S E

We recognise that everyone is busy, so we have created a 

suite of quick reference tools within the toolkit, to help you 

understand and navigate the information.

I N F O G R A P H I C S

One-page infographics 

where you can access the 

information you need 

quickly and easily and 

download for reference 

or awareness raising 

across your organisation.

S H O R T  F I L M S

We have a small library of short films that raise 

awareness of the specific needs of female 

veterans and how services can look to better 

support them.

S E L F  A S S E S S M E N T 
T O O L

To support quality improvement, 

we have created a downloadable 

tool to help you assess and plan 

actions to improve your provision, 

support and recognition of female 

veterans.  

We also want to make sure women get their due and 

deserved recognition of service and are celebrated 

alongside all veterans for the contributions they have made.

These resources are now available for organisations to 

download and use within the toolkit.

Being an Ally

What is an Ally?
An ally is someone who champions 
inclusion and underrepresented groups 
whilst not being a member of the 
group that they are defending. Whilst 
this is predominantly aimed at male 
veterans supporting female veterans, 
it can be applied to any marginalised 
community. Could this be you?

Empathise  ·  Advocate  ·  Stand Up

Anyone. Men, women, veterans, 
civilians. Even within the same 
group, like women supporting 
other women, allyship matters. 

There’s no fixed formula, 
but here are 10 real ways to show up:

Who can 
be an 
Ally?

Remember
Women can (and should) 
be allies to other women 

from marginalised 
communities!

To find out more visit www.fvtp.org.uk

Listen 
and Believe

Take women’s experiences 
seriously. Don’t dismiss or 
try to fix – just be present 

and empathetic.

1

Challenge 
Sexism

Call out disrespectful 
jokes or behaviour. 

Don’t shame — educate, 
especially in private spaces 

like WhatsApp groups.

2

Understand 
the Differences

Female veterans face distinct 
issues; health, trauma, 

invisibility. Learn about them 
without expecting women 

to teach you.

5

Foster 
Safe Spaces
Help make all veteran 

spaces welcoming 
- socials, support 

groups, and events.

8
Check 

Yourself
Ask: Am I making 

space or taking it? 
Allyship is ongoing 

and reflective.

9

Support All 
Women

Recognise added challenges 
for veteran women who 

are ethnically diverse, part 
of the LGBTQ+ community, 

disabled, or even a mix 
of all three.

10

Amplify 
Voices

Make space for 
women to speak. 
Back their ideas. 

Share their 
campaigns.

3

Support 
Leadership
Encourage women’s 

involvement in leadership, 
events, and boards. Don’t 

just invite; genuinely value 
their voice.

4

Mentor 
and Sponsor

Offer support with 
opportunities, not a 

rescue. Help them see 
they belong.

6

Modernise 
Traditions

Challenge outdated norms. 
Use inclusive language 
and respect women’s 
service and medals.

7



I M A G E S 

We have created a range of posters highlighting that women 

also served to raise awareness of their service and diversity. 

These can be downloaded for organisations to use in their 

communications. 

E D U C AT I V E  F I L M

An impactful short film, telling the story of female 

veterans through multiple perspectives and 

exploring intersectionality. This film will support 

organisations to identify how they can improve and 

forms part of a short ‘training session’ that anyone 

can access.



The programme was delivered by a small team, hosted by the WRAC 
Association and supported by a wide range of partners and critical 
friends. It has utilised many experts to provide a robust response and 
relevant tools to improve the awareness of female veterans, their 
needs and how to provide better support if appropriate.

We could not have achieved everything without the collaboration and engagement of 

key partners across the UK, including:

O U R  F U N D E R S : 

The Armed Forces Covenant Fund Trust, the Office of Veterans’ Affairs and The 

Veterans Foundation.

S U P P O R T E R S

NHS England Armed Forces Health Team.

W I D E  S TA K E H O L D E R S

We have worked with many stakeholders in this programme across the charity, 

statutory and commercial sector and want to extend a massive thank you to everyone 

who has taken time to get involved and help shape this much needed work.

L A S T L Y ,  O U R  B I G G E S T  T H A N K S  G O 
T O  A L L  T H E  F E M A L E  V E T E R A N S 
W H O  G O T  I N V O LV E D ,  G AV E  U S 
T H E I R  V I E W S  A N D  O P I N I O N S  A N D 
H E L P E D  S H A P E  S O M E T H I N G  T R U L Y 
T R A N S F O R M AT I O N A L  F O R  T H E  F U T U R E .

Thanks also go to the WRAC Association 

for hosting the programme.
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