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7. Project Management

Introduction

Most sporting organisations will be called on at some point to organise an event. This may be a media con-
ference or a social function, or it may be a state, national or world championship. Although events may vary
in their complexity, the same basic principles generally apply. This section looks at the basic principles and
phases that are applied to organising an event or project. The case studies in this section are examples from
various NGBs who have organised successful events in the past.

7.1 Decision Phase

The decision phase consists of establishing your current situation at present, looking at the future and ascer-
taining the best way to get there meeting your objectives.

Questions to ask before you start

e Should there be an event?

e What is the purpose of this event?

e What goals do you want to achieve?

e How will you achieve these goals?

e Are there sufficient funds to produce the event?

e Whois your target audience?

e Who will be involved in the process?

e What resources, financial and other will be required?
e  When must it be completed?

e What outcome would you like?

Strategic Outlook
Your event will require a strategic outlook; before you begin you will need to establish the following:

e Vision describes the long-term goals
e Mission is the task that the organisation has set for itself, reason for holding the event, its stakeholders
and key objectives.

Clearly Defined Objectives

You must consider the purpose and objective of your event. Your objectives and purpose will affect how you
organise your event. Before even starting to plan an event, it is important to ensure that there is a clearly
defined set of measurable objectives. For example, while ‘delivering a successful national championship’ may
seem an obvious goal, it is important to be clear on what determines ‘successful’. Some questions to consider
are:

e How many participants will attend?
e How many spectators will attend?
e How important is raising funds?
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e |s media exposure of primary or secondary important?
e Does the event provide an opportunity for athletes to qualify for another event such as a world champi-
onship or the Olympics and, if so, how many qualifiers do you want?

Having a concise set of objectives not only helps to maintain focus in the planning phase, but also provides
a set of criteria on which evaluation can later be based. For example, if the event is unexpectedly faced with
budget cuts, it is then easier to remove the ‘nice to haves’ from a pre-determined set of prioritised objectives.

Additionally, after-event evaluation against the objectives always provides useful lessons that may be help-
ful for future events and is even more important if some of the event organisation has been outsourced to a
management company.

Your objectives should meet the SMART principle:

Specific: carefully focused on the mission

Measurable: expressed in a concise and quantifiable form so they could be assessed
Achievable: objectives that can be realised given the human, financial & physical resources
Relevant: applicable to the current environment in which the company operates

Time Specific: to be achieved by a designated time frame (from conception to execution)

You will need to consider the internal and external environment (SWOT & PEST analyses)
PEST Factors: Example:

Political/legal: laws on alcoholic beverages
Economic: inflation, level of wages
Social/cultural: target group, lifestyle
Technological: changes in equipment

SWOT Analysis: Example

Strengths: Creativeness, strong brand

Weaknesses: Other competing events, weather, season
Opportunities: Sponsorships, promotion

Threats: Things that may jeopardise the event: strikes, labour disputes

Your event strategy should:

e Utilise strengths

e Minimise weaknesses

e Avoid threats

e Take advantage of opportunities

Event Feasibility

You should perform 3 feasibility tests while planning an event: marketing screen, operations screen and finan-
cial screen. This will give you an indication of your event being held in the designated time frame and will also
help you to identify the support and resources necessary to make your event a success.

e Marketing Screen: Marketing screen requires you to identify the target market for the event and deter-
mine whether they will support such an event. This includes environmental search for similar events in
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the past, whether they were successful or not. This research also allows you to identify any competing
events that may be taking place at the same time.

e Operations Screen: How do you intend to organise and produce your event? It could either be done by
volunteers (in-house staff) or by professionals (event management companies). You need to identify the
personnel resources that will assist you in executing your plan. In the early stages, you need to identify
the tasks involved and who will be able to accomplish those tasks. In doing so, you will eliminate activi-
ties that are too complicated or difficult. You will also identify problems and essential procedures such as
licensing, permissions, approvals, etc. so that enough time is allowed to satisfy such requirements.

¢ Financial Screen: This involves listing several types of events to be considered and preparing a prelimi-
nary budget for each to evaluate which would be best suitable to achieve your objectives. This prelimi-
nary budget should include all costs and revenues. This initial budget would help you with your planning
process at a later date.

Once all 3 screenings have been done and analysed, the decision has been made to ‘go-ahead’ with the
event, then it’s time to examine how to organise your event.

7.2 Detailed Planning Phase

Once the objectives of the event have been stated and clearly communicated to all, it’s time to consider

an outline plan. An outline plan contains details in the areas of operations, finance, and marketing. It also
includes a search phase. It is now that you explore options of possible dates, suitable times, potential venues,
potential demands for the event, target market, possible sponsors and identify any clashes of similar events.
Environmental searches will identify any potential problems and opportunities, assess demand and capacity,
ascertain potential sponsors and partners, pinpoint any social or cultural issues, research any precedents and
identify any timing issues.

Planning

Experience has shown that the management of a successful event requires a detailed planning and consulta-
tion process. Although a comprehensive event planning process cannot guarantee a problem-free event, it
enhances an event manager’s ability to effectively respond to any problems that may occur. The purpose of
planning is to successfully meet your objectives. Planning should take place before beginning a project and
should continue throughout the process.

Why is Planning an Event Important?

e |t helps you to be clear about what you are doing and why

e Planning can give more confidence, a greater sense of commitment and can help prevent losing sight of
the overall purpose of the event

e Planning is essential for any group in order to be effective

e Planning can save time and effort at a later stage, and can prevent problems occurring

e Working to a plan helps a group’s motivation and teamwork.

It is also important to recognise pit falls of planning:

e Viewing plans as a once off exercise- plans are active documents and should be regularly consulted and
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updated
e Seeing plans as conclusive rather then directional - plans change regularly
e over planning - becoming obsessed with tiny details and not looking at the overall objective

Venue

The objectives of the event may affect the choice of venue. You should compile a list of preferred locations
and contact each one for pricing and availability. You should also visit each location to make sure venue is
suitable for your event. The selection and design of the venue will have a significant impact on all compo-
nents of event planning and on the overall safety and success of the event.

Things to consider should include:

e Location - what transport to and from the venue is available?

e Hire costs

e  Proximity to participants

e Proximity to spectators - where will most spectators come from?

e Transport - how easy is it for participants and spectators to get to the venue?

e Level of competition - the standard of the venue may vary according to the nature of the event
e Wet weather options - does the venue have to be covered?

e Services and utilities available

e Movement of people within the area- Is the area a sufficient size for your event?
e Hazards in and around the area

e Potential impact on the local environment

e Traffic flows/parking

e Provision for disabled people

e Agreement of key stakeholders on selection of site/venue.

e Power, lighting and equipment

e Emergency plans/exits

Date
Selection of a suitable date can have a major impact on the success of an event. Factors to consider include:

e |ts proximity to other events that may affect participant and spectator levels?

e When the school holidays are?

e The likely weather conditions?

e What other events may affect the ability to get media coverage (some of these may be non-sporting
events)?

Time Requirement

You will need to plan your event in advance. In order to establish the time required to organise your event,
you will have to list all you need to accomplish to bring success to your event and work backwards. You need
to identify all the deadlines, schedules and delivery times and assign a time frame to each item. Remember
to build in a bit of ‘lead-time’ for delays and note any major holidays such as the summer and Christmas that
may interfere with suppliers etc.
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Human Resource Management

The staffing of an event often provides one of the biggest challenges, especially to smaller associations. It is
important to be clear that the personnel tasked with delivering the event have both the expertise and time to
do so.

Often the level of complexity and the amount of time taken is underestimated. One of the most common
post-event comments is; “’| never realised how much work goes on behind the scenes to deliver an event”.

Many sporting associations are under-resourced and struggle to simply keep up with day-to-day administra-
tion, running competitions, handling members’ inquiries and running development programmes.

It is important to develop a detailed staff plan for the event, highlighting the staffing requirements before and
during the event.

A Resource Plan can be used in order to:

e Clear up any confusion about “who does what.”

e Ensure that for each task, there is a responsible party

¢ Facilitate additional communication by helping people who need to work together to get to know each
other

e Prevent duplication of effort.

Event Manager

Event Management encompasses the assessment, definition, acquisition, allocation, direction, control, and
analysis of time, finances, people, products, services, and other resources to achieve specific objectives. An
event manager’s job is to oversee and arrange every aspect of an event, including researching, planning, orga-
nizing, implementing, controlling, and evaluating an event’s design, activities, and production.

Committee

Pull together a group of people with a range of skills to deliver the event. This has the advantage of adding
resources to the organising team but, unless they are well managed, these resources can be counterproduc-
tive. It is important that meetings are structured and committee members are accountable for tasks that they
agree to undertake.

Volunteers

Depending on the size of the event you may require volunteer assistance. Volunteers can play a major role in
determining the success of the event. You should appoint a dedicated volunteer coordinator because there is
usually a massive amount of work involved in recruiting, training, uniforming, accrediting and feeding vol-
unteers. Volunteers can fill some jobs that might otherwise be staffed by temporary employees. Volunteers
provide high levels of service at no extra cost.
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Outsourcing

Some associations are reluctant to outsource the management of an event, believing that it costs too much,
but there are considerable benefits, including:

¢ Allowing the association to continue to focus on its core business, that is, recruiting and servicing
members

e Ensuring the quality of the event. If you select a reputable event management company and set key
performance targets, there is a strong likelihood that the event will be a success whereas, if you use a
committee or volunteers with limited event experience and other commitments, that likelihood is re-
duced

e Areputable event company will usually have a strong network of reliable suppliers.

Stakeholder Analysis

Identify those who are ultimately affected by the project, positively or negatively and outline the level of
involvement that is required by them in the project. For some stakeholders, it may simply require them to at-
tend the kick-off meeting while others will need to be involved throughout the project process.

You need to be able to identify the range of stakeholders in an Event and manage their needs, examples
include:

e Media

e Transportation Agencies
e Event Organiser

e Public

e Government agencies

e Elected officials

e  Private Industry

Consultation: It is essential that events are developed and reviewed in consultation with identified key stake-
holders. All these key people need to be contacted about the event in advance. It is helpful to brainstorm
with the organising committee to generate a list of people, groups or statutory agencies which could be con-
sidered stakeholders. Involve those who may be affected by the event, they will appreciate the contact and
will often be more cooperative and supportive if they are involved during the initial planning stages.

Planning meeting: A series of planning meetings should be conducted with the key stakeholders well in ad-
vance of the event to allow sufficient time for any planning changes.

Briefing: Before Event: Once the planning has been done it is essential to call all the participants together to
conduct a pre-event briefing. Issues of communication, timetabling, responsible service of alcohol, security
and emergency procedures should be clarified at this time. The event manager must be in contact with key
stakeholders at all times before and during the event. The manager must have the authority to make critical
decisions in relation to the event and, in an emergency, order the cancellation of, or evacuation from, the
event. It is important to keep a contact record of various stakeholders on file. These details are useful in the
implementation phase of the event as well as being useful for any future events.
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Event Marketing

Event Marketing involves studying the intricacies of the brand, identifying the target audience, devising the
event concept, planning the logistics and coordinating the technical aspects before actually executing the
modalities of the proposed event.

Target Audience is the main group of people expected to attend the event, e.g. families, singles, under 18s,
senior citizens, 18-25-year-olds etc.

Marketing Tool: Event management is considered one of the strategic marketing and communication tools by
organisations of all sizes. From programme launches to press conferences, organisations create promotional
events to help them communicate with their target audience. Organisations may target their audience by
using the news media, hoping to generate media coverage to reach a wider public. They can also invite their
audience to their events and reach them at the actual event.

Event Promotion: There are a number of different ways to promote your event including the suggestions
below:

e Contacting all key people to mark their calendars as soon as a date is confirmed

e Analysing your target audience and identifying what will entice them to the event

e Producing and distributing leaflets, flyers and posters about the event.

e Circulating a news release about the event along with providing personnel to provide further information
and interview opportunities

e Updating information about your event onto your website and any other relevant websites

e Spreading word of mouth through friends, relatives and work colleagues

¢ Displaying outdoor banner at the venue where you are holding the event

If you plan to have an invitation list for your event then you need to send out invites at least six weeks before
the event.

Advertising examples include:

e Television

¢ Local and national newspaper
e Magazines, radio

e Web and outdoor.

Media Coverage for an Event

In the case of high profile events and you are planning on inviting the media to your event you should keep
them informed of all your activities. Having the Media present at your event will help to raise public aware-
ness for the event and your organisation. You should appoint a publicity coordinator for the event, compile

a list of local journalists who would like to cover the event and send them individual notices with the details
of the event. You should follow up with a phone call to confirm attendance and receipt of invitation. It is a
good idea to reserve seating for members of the media who have agreed to attend and have refreshments for
them. It is a good idea to organise a photo opportunity and talk to the media who attend on the day.
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Financial Analysis

With financial planning it is important to be realistic, not only with revenue expectations, but also with
expenditure, and an amount should be included for contingencies. A detailed budget is probably the most
critical aspect of any event. You need a Budget so that you are clear about how much each area is going to
cost - in order to work out the overall cost of the event.

There is often a tendency to have unrealistic revenue expectations, it is important to consider all possible
revenue streams, for example:

Event Budget

Income Estimated Actual Variance
Sponsorship
Entry fees
Gate receipts
Total:
Expenditure
Advertising
Catering
Hospitality
Merchandise
Transportation
Venue Rentals
Entertainment
Speakers
Staging
Lighting/sound
Insurance
Translation
Staffing
Miscellaneous
Contingency
Total:

You can use Microsoft Excel to set-up a spreadsheet for calculating your event budget.
Note:
On the expense side, always put together a worst-case scenario budget and be aware of the risk of not bud-

geting for items that were expected as donations -- often favors from “friends” fall through at the last minute,
leaving a hole in the budget. Contingency should be between 10-15 % of your overall budget.
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Cash Flow Budget

Apart from an overall budget for the event it is good practice to draw up a cash flow budget. A cash flow bud-
get estimates when money is to be received and when it is to be paid out. In managing your event a cash flow
budget is critical because expenditure often cannot be incurred until income has been received.

Fundraising

Before undertaking any fundraising plan it is important to evaluate the capability of the fundraising group.
One of the major considerations before embracing specific ideas for fundraising activities is to evaluate
whether there are sufficient resources, you need to determine whether there are a sufficient number of
volunteers and it is important to understand that there will be costs associated with fundraising. Those costs
may include the use of office supplies, transportation, purchase of consumables, insurance, etc.

There are many tried and proven ideas for fundraising activities. Some of these activities include walk-a-
thons, auctions, fundraising ball, sponsored cycles etc.

The following are some guidelines to make sure your fundraising event is a big success:
Planning:

e What will you do to raise money?

¢ Who will run the fundraiser: volunteers?

¢ How will people take part?

e When will it take place?

e Where will it take place?

e Permission - Always check with those in charge before starting to plan the event

You should prepare an action plan:

e Gather any materials you might need and collect resources and enlist the help of volunteers and staff.

e Don't forget to advertise about your event

e Promote your event on your website if you have one set up

e Set up a checklist for each action, assign a person to be responsible for each action and establish a dead-
line for completion

e Keep a record and chart the progress of your fundraiser

e Record your collection efforts.

Evaluate the success of your event for future reference and don’t forget to thank all those who were involved.

Fundraising Budget
The following example budget is based on a fundraising event, catering for 200 people. Start up budget is
€5,000 and total profit is the amount raised at the end of the event. Figures may vary as numbers could

change please keep in mind this budget is only an estimate budget.

Estimated Budget:
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Income

Tickets @ 55 x 200 =
Grant:

Total Income:

Venue

Staff

Meal 200 people @ €11
AV

Bar Extension

Décor

Champagne Reception
Auction Guest Speaker
DJ

Prizes

Ticket Master Sales
Advertising

Transport

Event Management@21%

Total Cost:
Total Profit:

Sponsorship
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Amount

11,000

5,000

16,000

740

Included with Venue
2,200

Included in venue
350

200

300

100

150

Free

400

360

200

1,050

6,050

€9,950

Sponsorship is the financial (cash) or material (in kind) support of an event by private individuals or firms,
given with the expectation of benefit in return. The sponsor can communicate with its target audiences
through sponsorship. It is the fastest growing segment in new marketing techniques. Preparing a sponsorship
proposal - what can you offer the Sponsor in return for financial support?

Profile of your audience:

e Attendance - audience size

e Measurement of audience - ticketed, estimated

e Demographic profile of audience
e Use recognised research data

Present your mission and event plans:

e Qutline event activities

e Emphasis on entertainment value and appeal to audience

Retaining the Sponsor:

e Manage the relationship and deliver on all benefits

e Provide a post-event evaluation report

¢ Renew for next year

Please see our sponsorship chapter for more details on sponsorship.
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Visualisation

Visualisation is a step-by-step process that walks you through your event to identify any potential problems.
If you identify the problems early, they could be addressed promptly in the planning stage. Visualising your
event from start to finish will help you to iron out any problems prior to finalising and executing your plans.

You can use a diagram called a mind map to represent ideas, tasks, or other items linked to your event. Mind
maps are used to generate, visualize, structure, and classify ideas. A mind map is a brainstorming approach to
planning and organising your event.

7.3 Implementation Phase

Gantt Charting:

Gantt Charting can be used as a visual schedule for tasks, durations, and milestones of an event. It is highly
recommended to use Gantt Charting for medium and large sized events.

Example of a Gantt chart:

Project Development Schedule

Praject 5 S b
Explore M ket Heed et
Davelep Comcepk for Product Bt

Bagin Doandbopreant Cyde &, i

D evelp GUT #
Uzaer Inkarface Test E vabasticn q:_"ﬂ’:'

Alpha VWaersion Relere ‘

by Arrursnice Tertng Phase 1 ﬂ

Flse Oubabanding Proklamms fram Akbe #
Bata Version Release

Qualty Aprursnce Terting Phace 2 h

Fix Sutatanding Problems from Bets #

: l——
D esigpn Bow and S0 Labels

Bagn Advsnce Adusrtising Campaign

FCE Prager @bion

Finad Cualiy o ssurance Testing ="
FCf Relears ﬁ
Pradusticn snd Dackegrg

. . ’ * Hifs slons s

Qb Tasing Bo= Bt

Notes:

e Useful for showing project schedules visually

e Shows tasks in the first column, and durations in the other columns

e The length of the black bar represents the duration of the task. The duration can be days, weeks or
months

e Highlights dependencies between tasks - e.g. Task 4 cannot go ahead until task 3 is finished

¢ A milestone is shown by the B diamond symbol. A milestone is a significant event in the life of the proj-
ect - e.g. a decision point such as ‘report delivered’. They do not have a time or cost value. This is because
they do not use any resources.
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Risk Assessment

A Health & Safety Statement is designed to safeguard you and your team and your visitors from incident and
accident. It will also help prove to an external party that you took responsible steps to minimize the risk of
accidents.

The preparation of a risk management document is part of the work necessary in preparing the Health &
Safety Statement. A Safety Officer should be appointed to complete the Risk Assessment and the Health and
Safety Statement.

This can only be done by carrying out an honest and thorough assessment of the possible health and safety
risks, this must be a written document.

It is suggested that you examine each potential risk under the following headings:
e The hazard?
e The risks associated with that hazard?

e Controls - how will you control those identified risks?
e Rating - how do you rate the potential risk - (1-5) 1 being low, 5 being very high.

Hazard Risk Controls Rating
Fire Exit Blocked Death Clear Exit 5 5

Hazards can be grouped under the following headings, but you may wish to add to this list to meet the needs
of your own event.

e Spectators

e Fire

e Electrical
e Weather
e Noise

e Litter

e Waste

Health & Safety Statement

The risk assessment exercise carried out above will form the basis for the Health & Safety Statement. In the
event of a claim or a suggestion of a claim, the Insurers will probably ask to see a copy of the Health & Safety
Statement.

Emergency Procedures

The document should detail exactly what the emergency procedures to be followed are, under a given set of
circumstances. Your emergency Procedures document should cover the following scenarios:

e Evacuation Procedure
e Fire
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e Bomb Threat

e Crowd Surge or Overcrowding

e Disorder within the grounds

e Communications or Public Address Systems Failure.

The emergency procedures must be known to all Team/Committee members, volunteers, and staff, Gardai
etc. In the event of an incident occurring and emergency procedures being activated, it is most important
that a report is written up within a few hours of the incident giving all relevant details, including the contact
details for any witnesses. You should have a form called an Incident Report Form.

Public Liability

There is increasing government and community awareness of the legal responsibilities of event managers,
specifically in relation to duty of care, negligence and workplace health and safety issues. This ‘duty of care’
extends to the event staff, volunteers, the performers, contractors, the audience or spectators and the public
in the surrounding areas.

No one wants to be personally liable for any incidents that occur at an event. It is therefore recommended
that event managers obtain comprehensive insurance coverage and legal advice in relation to possible public
liability, indemnity, volunteers, copyright and contractual claims.

It is essential that you examine and update your insurance requirements on an annual basis. Do remember
that if for example, the numbers attending your event rise or if you increase the duration of the event, your
insurance company must be advised in advance.

Contingency Plans

When looking at potential risk areas the ‘what if’ scenario is critically important. Each scenario should have a
thought out response that can be implemented straight away during the event.

Not every event runs as planned. Incidents occur that are beyond the control of the event planning team. You
should develop contingency plans for every high risk, high impact incident. You should consult with all parties
who may respond to an emergency situation when developing a contingency situation.

Monitoring and Reporting

Monitoring and Reporting is an essential part of any successful event. Once your event is up and running,
you will need to keep track of progress. This is important because you will want to identify and deal with any
problems as soon as possible

You need to record:

e The Milestone/Task

e The Schedule Status

e The Budget Status

e Any corrective Action you may need to take
e Responsibility.
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Logical Framework or Scope

The Logical Framework method gives you a way to summarise the events objectives, targets and assumptions
(e.g. assumptions about risks). Having this information means that during the implementation of the project
you will be able to check that the event is on track. Once the event is completed it also enables you to evalu-
ate if the objectives of the project have been achieved.

The main results of the Logical Framework process are summarised in a six box matrix that shows the most
important aspects of an event in a logical format. The Logical Framework has a focus on the big picture of the
event, the objectives of the project.

Logic Indicators Assumptions
GOAL: The Goal is the overall e How do you propose to e What risks are there to the
objective that the project is trying measure the success of the long term sustainability of the
to achieve. project? The indicators for the project benefits?

Goal go here. Indicators for: e Record here

e Goals should be SMART, spe-
cific, measurable, attainable,
realistic and timebased

OUTPUTS: The Outputs are the e How do you propose to e What risks/ external factors

main sub-divisions of the project. measure the success of the could reduce the effective-

All Outputs must be delivered if Outputs of the project? The ness of the Outputs and put

the Goal is to be achieved relevant indicators should be the achievement of the Goal
recorded here. at risk?

e Parameters can be numbers, e Record here
quality, time etc.

Actual Event

On the event day all that needs to be done should be done. Often this is the time when if things go wrong
they are out of your control. However, it is important not to panic and to think on your toes. In the event of
something going wrong, give yourself ample time to come up with an alternative solution.

Getting to the hotel as early as possible is beneficial, meeting with the duty manager and staff will ensure the
smooth running of the evening. Have a list of tasks that need to be completed and what time they need to be
completed by.

Here is a brief example of what the task list may look like:

e Meet with staff

e Check location

e Check that all equipment is in good working order

¢ Have a list of external equipment suppliers names and mobile numbers
e Ensure all equipment has been delivered setup and fully checked through by early afternoon
e Confirm time with suppliers for the return of the equipment.

¢ Have the list on keynote speakers with mobile numbers ready to hand
¢ Have questionnaires available for everyone to fill in also supply pens

e Ensure that all Internet and power points are working and useable

e Ensure podium, microphone and projector is working

e Run through a list of requirements with staff
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e Have a list of local press contacts with mobile numbers, contact them late afternoon to ensure their
arrival

e Adequate seating is available, make sure there are extra seats to hand, in the event extra guests should
arrive

The following is an example of the running order/ schedule of a typical day of an event; it is taken from Baton

Twirling Sport Association of Ireland World Championships:

Freestyle Semi Finals Schedule Jnr/Snr Women and Jnr/Snr Men - Saturday 9th August 2008

1:55pm After Teams and lunch begin with warm ups for jnr/snr women Main Floor
semis. Please clear the floor. At 2:00pm we will commence 5min Announcer
warm up for Jnr and Snr women semi finalists. All athletes please

be ready.
2:00pm - 2:05pm Announce: Jnr. Women SETS 1 - 7, you may take the floor for your  Announcer
/ Warm ups - Jnr. 5 minute warm up. (wait for athletes to enter floor) Your warm up

Women / Sets # 1-7 begins now (Give a 1 minute warning) when 5 mins are up ask to
please clear the floor

2:05am - 2:10pm Announce: Snr. Women SETS 1-7, you may take the floor for your = Announcer
/ Warm Ups - Sr. 5 minute warm up. (wait for athletes to enter floor) Your warm up
Women / Sets # 1-7 begins now (Give a 1 minute warning) when 5 mins are up ask to

please clear the floor.

2:10am - 3:20pm / Women Ladies and Gentlemen: we are now ready to begin the Announcer
Preliminary Freestyle  Semi Final Round of Freestyle for Jnr. & Snr. Women Announcer
Round / Jnr. & Snr.

Announcer

e Announcing scores: The first 2 performers will go back to back. Then...after each performance announce
the pervious athlete by their name & country

e Scores are out of 10

e Judges your marks for J Bloggs, Ireland for Technical Merit. Read scores - example, 9.0

e Judges your marks for artistic expression - call out as the are shown

e After reading the scores say “Thank you”.

It is essential to provide a briefing session for staff and volunteers a few days in advance of the event at a suit-
able time. Volunteers and staff should be given a job description so that they understand what is expected of
them, and also helps them to be clear about who does what.

The briefing should include

e Basic information about the event.

e Introduction to key staff members and volunteers

e Qutline responsibilities for health and safety, reporting of urgent problems and the sequence of the call
up of managers in an emergency

e Fire Evacuation plan and action to take in the event of a fire

e Atour of the layout of the site, highlighting emergency exits, assembly points, toilets, catering and other
facilities, access for disabled visitors and for emergency vehicles or staff

e Crowd management issues and ensuring that emergency exits are open and check throughout the event
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e How to interact with the public, audience or participants
e They should be made aware that they will be given an opportunity to provide feedback post event.

The event manager must be in contact with police and other key stakeholders at all times before and during
the event. The manager must have the authority to make critical decisions in relation to the event and, in an
emergency, order the cancellation of, or evacuation from, the event.

A Final Briefing

e Run through the schedule
e Last minute changes
e Clarity re. event and responsibilities

The “Get Out”

e Dismantling and removing equipment

e Cleaning up site plus branding and promotional materials
e Suppliers & sponsors bound to do the same

e C(Clear crowd

e Collect questionnaires

7.4 Evaluation

Many projects are completed without ever examining how successful they were (or not). This is unfortunate
as a great deal can be learned from evaluating the impact of a project on an organisation.

Evaluation involves re-visiting the objectives of the event and evaluating the extent that the objective was
achieved. It should include a review of how well the event team worked together during the event, and it also
looks at other learning points that will be important to apply to future events so that the same mistakes are
not repeated, and that best practice is carried forward.

A formal debriefing should be conducted with the key stakeholders, staff and customers after the event when
information about the event, including attendance and incident data as well as staff and patron feedback, is
available. This should be completed as soon as possible to ensure that all information is documented while
fresh in the minds of the stakeholders.

An event evaluation is useful to determine what worked, what didn’t work, why and how the event could
have been done better?

Questions to be Addressed

¢ Did the event meet your organisations initial goals and desired outcomes?

¢ Did you reach the target audience?

¢ Did the event happen within the allocated budget? Was there an over spend? Could more money been
spent in other areas?

¢ Did the location meet your requirements?

¢ How many attended, was it more than you expected?
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¢ Did you receive enough local press coverage?

e Has it increased awareness of your organisation?

e Has it increased the amount of enquiries received?
e Would it be worthwhile having the event again?

After the Event you Should

e Insure that all equipment has been returned

e Request a preliminary invoice to check list that all services were supplied before actual invoice arrives.

e Analyse feedback questionnaires and enter information into a database

e Compile a database of attendees to include name, phone number email etc enter onto a database, this
information is imperative for future mailings

e Compile a report on verbal feedback received from attendees

e |[f applicable ring local press and thank them for turning up to your event, this may get you a prime spot in
the newspaper

e Send out all thank you letters to all attendees especially to the keynote speakers etc

e Finalise budget and actual costs of the event, it is only in the coming months that analysis on the success
of the evening can be noted

7.5 Downloads & Links

Case Studies:

e Baton Twirling Final Competition Schedule Program
e Baton Twirling Finals Schedule

e Baton Twirling Freestyle Preliminary Schedule

e Baton Twirling Semi-Finals

e Baton Twirling Teams Preliminary

e Baton Twirling New Music Test

e Baton Twirling WC Set System

e Irish Gymnastics Event Plan

e Special Olympics Event Plan
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8. Communication

Introduction

Communication is the art of successfully sharing meaningful information with people by means of an inter-
change of experience. It involves not only verbal communication but many other means such as eye contact,
body language and the use of writing. Communication is essential in our lives because it facilitates interac-
tion, co-operation and collaboration with those we want to have dealings with. This chapter examines com-
munication as it applies to your sport including communicating with your members, press releases, dealing
with the media and tips when being interviewed.

8.1 Communicating with Members

Communication is the art of successfully sharing meaningful information with people by means of an inter-
change of experience. It involves not only verbal communication but many other means such as body lan-
guage, eye contact or the use of writing.

Communication is essential in our lives because it facilitates interaction, co-operation and collaboration with
those that we want to have dealings with.

Good and effective communication should contain the following six elements:

e C(Clear
e Concise
e Correct

e Complete
e Courteous
e Constructive

Communicating with Your Members

Attracting and recruiting members is one half of a National Governing Body’s job. The other is retaining their
interest and developing their sport. Of course, the primary route by which you retain members is ensuring
that they have access to good facilities and plenty of opportunities to enjoy the sport at their own level. How-
ever, many members do not have as much opportunity to participate as they might wish, so it’s vital that you
keep in regular contact with them. This way, they stay informed about the organisation, and you keep tempt-
ing them with more sport.

Newsletters

Most National Governing Bodies publish a regular newsletter with a round-up of activities, results, plans, an-
nouncements and other business. These can range from simple one-page flyers with text to elaborate multi-
coloured magazines with photos and advertising. It all depends on your resources and expertise.

At the basic level, it’s very easy to create a simple newsletter using word-processing software. Many such pro-
grammes include one or more newsletter templates when they are installed on your computer. Check your
Templates folder for examples. You can also ask around your membership to see whether anyone has more
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sophisticated desk-top publishing software that they would be willing to use. For small numbers, you can
print off copies using a domestic printer, but for larger numbers you will probably prefer to use a local printer.

In order to maximise the distribution of your newsletter, you should arrange for the newsletter to be distrib-
uted to each member’s home address. In terms of managing costs while maximising distribution, many or-
ganisations create e-zines which may be downloaded or emailed. Plus, the e-zine concept is environmentally
friendly.

Web

Most NGBs have established themselves on the Internet. Many people use the search engines to find infor-
mation on the Internet and this can bring your organisation to the attention of a whole new audience. It’s
also a great way to regularly update information for your members. This is very easy to do today at minimum
cost.

You can also dedicate a place on your website where member clubs can publish their own pages.

Use the free space offered by most Internet Service Providers to create and host your own pages or approach
a local computer company to host your website for a modest fee, and recruit a computer-literate member to
create and build the pages.

The secret of a good website is that you keep it regularly updated. You might want to consider publishing dif-
ferent pages with the following information:

¢ Introduction to the governing body - who you are, what you do

e Key documents such as constitution, child protection guidelines, rules etc.
e The range of activities offered by your Association, and location of facilities
e Calendar of events such as coaching sessions, matches, tournaments

e Results and reports from recent matches, competitions and events

e Membership information - how to apply, eligibility, criteria

e Contact information for key officers

If you have the time and know-how, you can provide a much wider range of online facilities including member
discussion forums, team lists, coaching information, committee papers, and so on.

More and more organisations are now publishing an electronic newsletter by email. If you collect the email

addresses of your members you can either send them all a simply formatted email using your email software
or use any of the various commercial solutions to run an automated email bulk distribution system.

Online Results
Another excellent use of the web is to publish your league and competition results online for all your mem-
bers to see. These services enable you to create an area for your competitions and to upload the results after

each event; many of them automatically recalculate the rankings.

Both Newsletters and the Web can be good mediums for your NGB to promote itself in a fun way to its mem-
bers by use of such things as the following:
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Forthcoming Events
e Date of event
e Time of event

e Location
e Brief information about the event

The Soapbox
The public will be encouraged to write into the notice board with comments, ideas and suggestions about

the NGB. A local sponsor could be brought on board to reward the best letter each month with a prize (100
words)

The Month in Review

A short narrative summing up the NGB activity for the month (200 words)

Sports Person of the Month

This could be anyone from a player on the Under 10 panel to an experienced senior or even a new recreation-
al player. This section would include:

e An action shot of the sports person

e A profile of the sports person - their sporting achievement, age, occupation, how they got interested
in sport, what they hope to achieve in the future, etc. Follow with a question and answer format based
interview (100 words)

Feature - Club of the Month

Each month, there would be a section focusing in a different club - e.g. Moylagh, Ballinrobe, Fermoy, Wicklow
etc. Look at any new developments available in the latter club and plans for the future (200 words)

Contact Details

e Email

e Website address

¢ Telephone number
e Address

Customer Relationship Management
Internal communications are vital to every organisation. Good communications within organisations improve

their performance. Well-informed employees, and in the case of NGBs, volunteers, are happier and work
more productively, but getting it right needs careful attention.
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The people at the very top must provide visible leadership and vision, and articulate their organisation’s pur-
pose, and CEOs/ Line Managers must be involved to interpret the mission for their teams/ committees. There
need to be systems in place to allow this to happen regularly.

There should also be processes for distributing accurate information and meaningful feedback systems. This
means that communication is as important from the ground up as from the top down. All these varied ele-
ments, and others, should be integrated to achieve effective, enlivening communications serving the organi-
sation’s aims.

8.2 Publicity

The Importance of Publicity

Publicity is essential for the NGB. People need to know you exist and how to get in touch with you. Publicity is
more than media coverage.

The first time someone picks up the NGB newsletter, phones the NGB or hears of an experience someone has
had with you, it should have a significant and positive impact. How you communicate with the public will say
a lot about the organisation you represent.

Every time someone from the NGB speaks to a member of the public or media, they need to be aware that
they are the face of the organisation and act accordingly.

The media has an enormous and increasing influence on all our lives. Using the media effectively gives you
the opportunity to make a significant impact on a large audience quickly. If the NGB is mentioned on the
radio or in the local newspapers, your message may have an immediate impact.

Planning an NGB Publicity Campaign

For some people, organising a publicity campaign can seem like a daunting task. In reality it can be as simple
as sending out a letter to publicise a meeting or issuing a press release. The extent of the NGB campaign will
depend on what you want to achieve and the resources available

Identify Your Objectives Before You Start

Before starting your campaign, it is important to identify what you want to achieve. All campaigns should set
out to achieve clear objectives. A single publicity campaign can be used to achieve any of the following results
for the NGB:

e Create awareness - e.g. to let people know there is a club or sporting organisation in their community

e Provide information - e.g. on changes in the latest budget

e Help educate - e.g. about a new NGB/ISC initiative

e Start debate - e.g. create a discussion about the sport facilities, programmes, etc that are needed locally
e Produce action - e.g. to get volunteers to help the NGB
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Getting Started
Whatever your campaign objectives, a few basic guidelines will help your chance of success:

e Publicity does not happen by accident - one or more individuals must accept responsibility for it

e Without clear objectives, your campaign will not have a focus - identify what you want to achieve

e Objectives must be attainable - match what you want to do with available resources

e Using several kinds of publicity has a greater effect than just one - e.g. put up posters as well as sending
out a press release about an upcoming NGB event

e Think of your target audience - what do they need to hear? How best can you get your message across?

Once responsibility for publicity has been agreed, a number of crucial steps should be taken to lay the foun-
dations for your publicity campaign:

e Assess your current activities - how can they be improved? What needs to be done differently?

e Plan a calendar

¢ Develop a comprehensive circulation list - this should include all relevant local contacts including media,
public representatives, local sport groups and voluntary groups. This list should be updated regularly

Evaluation of a Publicity Campaign

Through regular evaluation, the effectiveness of the NGB’s publicity campaign can be assessed and modifica-
tions made. This will also ensure the best use of available resources.

The implementation of any publicity campaign should be evaluated on a regular basis, at least every six
months.

This evaluation should be formal, and involve everyone who has a substantial role in any aspect of your pub-
licity campaign

To facilitate this evaluation, the coordinator should circulate to the evaluation group, in advance of the meet-
ing, the following documents: -

e List all publicity activities since the last evaluation

¢ Note all media enquiries

e Listing of all publicity related documentation issued by the NGB, and the reason for issuing

e Listing of all media coverage indicating date, location, journalist, topic/issue, NGB input and whether it is
balanced/neutral, positive or negative from the point of view of the NGB

The objectives of the NGB would be to:

e (Critically examine the profile of the NGB through all public events and media coverage since the last
evaluation, including any “missed opportunities”

¢ |dentify and address any specific organisational difficulties, which may have arisen in the implementation
of the publicity campaign

¢ Highlight any unintended effect of media coverage of the NGB or its activities

e Assess the interest shown by the media in the NGB and consider how it may be enhanced

e Review the publicity calendar in light of the evaluation

e Decisions should be documented and monitored until fully implemented
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8.3 Public Events

Organising a Public Event

Public events or activities will help to increase the visibility of the NGB. They will help to establish the NGB as
an integral part of the community, and will present potential media opportunities

There are several different types of events you can organise either independently or in partnership with other
NGBs / LSPs or, one or more local organisations. The following list is indicative:

e Host an open evening - e.g. to provide information on the NGB, its objectives and vision for the future,
guest speakers ...

e QOrganise a public meeting - e.g. host an information evening on what the local community want from the
NGB, and what the NGB has to offer

e Launch areport - e.g. on the activities of the NGB

e Plan a community exhibition - e.g. involve a significant number of other local sporting organisations
showing the services they provide for the community.

Timing
In order to maximise attendance and media coverage for your events:

e Avoid clashes with major local, national and international events - e.g. these vary from the local football
final to broadcasting of an international soccer match

e Don’t run events at times of the year when a large number of people are particularly busy or away - e.g.
Christmas and mid terms from school holidays

e Consider local media deadlines - e.g. host an event on a Monday evening if the local newspapers’ dead-
line is on Wednesday.

Choosing a Speaker
When you are inviting a guest speaker, you will need to time your event around their availability:

e Contact the guest speaker well in advance

e Clarify the subject on which they will talk

e Check what facilities they will need on the day - e.g. projector or video facilities

e Confirm whether they are willing to speak to the media in advance or at the meeting
e Request a copy of their speech in advance in order to prepare a press release

e Ask for photographs of the speaker so they can be used for publicity purposes.

Choosing a Venue
Issues to keep in mind when choosing a venue:

e Capacity - how many people do you expect to attend?
e Facilities - are they available/can they be sourced?

e Location - is the location easy to find?

e Disability access - is there appropriate access for all?
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e Parking - is there adequate, safe and accessible parking?
e Cost - is there a venue you can use free of charge?
e Transport - do you need to hire a mini bus or organise car pools?

Let People Know In Advance

You can plan a perfect event but unless you tell people about it, nobody will turn up. In the two weeks prior
to the event, you should:

e Distribute posters and leaflets

e Inform the local radio station so they can include your meeting in the events diary

e Send a notice to the local correspondent for inclusion in the community notices of your local newspaper
e Phone all relevant radio shows to promote the event

e [ssue a press statement

e Inform key groups directly.

Publicity material should contain the following information:

e Date of event, time, location and direction to venue
¢ Title of the event, names and titles of speakers

e Indicate if there is an opportunity to ask questions
e Contact number/email for further information.

8.4 Media Coverage For an NGB Event

Getting Media Coverage for an NGB Event

The media should be invited to all public NGB events. Keeping the media informed of your activities will help
raise public awareness of the event and of the NGB in general. In advance:

e Appoint a publicity coordinator for the event

e Compile a list of local journalists you would like to cover the event

e Send them individual notices with the details of the event

¢ Notify news desks and photo desks of local newspapers

e Follow up with a phone call to confirm attendance and receipt of invitation
e Ring relevant radio shows to inform them of the upcoming event

e Book photographer for photo call

On the day:

e Issue a press release to the local radio station and newspapers in an effort to get media coverage to pro-
mote the event

e Telephone the news editors to ensure they have received the release and offer extra information or an
interview with a guest speaker

e Reserve seating for members of the media who have agreed to attend

e QOrganise a photo opportunity

e Double check to make sure everything is working - projectors, videos, etc

e Have a guest book at the front door
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e Ensure all journalists who attend receive a press pack
e Arrange NGB poster and leaflets for the venue
¢ Talk to the media who attend and get to know them

Press Pack

A press pack is an aid for a journalist and should give all the relevant information needed to write a report on
the event. A press pack should include:

e Apress release

e Copies of any speeches given

e Background information on the NGB

e Any relevant photographs with captions

e Present the pack in a simple folder so that all the information is contained in one place

Photo Opportunities

Newspapers like photographs and may use one even if they don’t carry a news report. The more unusual a
photograph the better the chance of it being carried. Formal posed shots tend to be boring, relaxed shots
showing genuine interaction of people or action shots are better:

¢ If you can afford one, book a professional photographer or perhaps use a photographer who is willing to
provide this service at cost price

e Invite the photographers from the local newspaper; if they attend they will submit the photographs to
their publications automatically. You can submit their shots to other papers and magazines, which don’t
attend the event

¢ |dentify a specific time for photos - at the beginning or end of the event - and request that guests pose
for photographs

e [f you organise the photographs yourself, send them to the local papers with a press release and caption
attached to each photo as soon as possible in order to meet deadlines

e Each photograph caption should state who is in the picture, what NGB event they were attending, and
the date and venue of the event

e Ensure that there is a clear reference to the NGB in each caption

e Write or type the caption on a piece of paper and tape it lightly to the reverse of the picture

After the event:

e Send press packs to the media who could not attend

e Make follow up calls to see if any of the journalists require further information

e |ssue photographs, which were taken at the event, accompanied by captions

e Send letters of thanks to all those who facilitated the event, especially guest speakers

e Keep a file of the positive and negative coverage, which was achieved, and lessons learned from the event
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8.5 Press Releases

Press Releases

No doubt when your club is successful you’ll also want to tell everyone else about it. The best way of doing
this is to create Press Release and distribute it to your media. It’s worth drawing up a list of the contact details
for local newspapers, radio and TV stations; usually you should send your press releases to their News Desks.
A press release template can be downloaded from the Resources panel.

Writing and Issuing a Press Release

Journalists are sent a huge number of press releases, and many of them end up going straight in the bin. This
may be because the press release is irrelevant or badly put together

Two golden rules to press releases are:

e Make sure you have genuine news - a new service, a new office opening, results, etc. Looking through the
papers and listening to the radio will give you an idea of the kind of stories, journalists are interested in

e Keep press releases short, ideally one side of a typed A4 page. It is fine to include additional materials,
such as leaflets, but keep it relevant. Remember, if the journalist is interested, they will contact you for
more information

Content

e Date - the date you issue the release

e Embargo - if you do not want the story covered until a certain date/time, you can put an embargo on it, in
which case you must make this clear on the releases - e.g. Embargo: 5pm DD/MM/YY. Be aware however
that embargoes can be broken by accident not just by intention

¢ Heading - a short headline summarising the story

e  First paragraph - the most important facts should be included in the first paragraph. Newspapers often
cut the information to make it fit the space available, and this is likely to be from the bottom up, so vital
information could be left out if it’s not at the beginning of the release. Answer as many of the “W” ques-
tions - what, when, where, who, why and how - as you can in the first paragraph

e Second paragraph - provide more detail or further information in the second paragraph, including any of
the “W” questions you couldn’t fit into the first paragraph

e Quote - a quote can explain the importance of the story in clear language, or it can add a new dimension
such as the personal side of the story. Quotes may also be very useful in other ways - e.g. identifying the
spokesperson of the NGB, or as a means of endorsement by a supportive individual or organisation, thus
adding to the NGB'’s credibility. However, don’t use quotes just for the sake of it, they must bring extra
value to the release

e Additional paragraphs - if you have more information, add further paragraphs but don’t write more just
to make the release look more important

e Contact details - the contact name, title, day, time and out of hours telephone number should be in-
cluded in clear, bold print at the end of the release. Email and website addresses should also be included
where possible
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Checklist For Issuing a Press Release

The following checklist should be placed beside the NGB fax machine and used as a final checklist before you
send out every press release:

e Isthe release printed on NGB paper

e |sthe release dated?

e |sthere a headline?

¢ Isan embargo necessary?

e Are the most important facts in the first two paragraphs?

e Have the “W” questions been answered - what, when, where, why, who and how?
e Are the facts, spelling and grammar correct?

e Have you got someone to proof read it?

e |sthere a contact name and telephone number for further information?
¢ Is the layout simple and clear?

¢ Have you checked the newspaper and radio deadlines?

¢ Have you checked an updated listing for recipient contacts?

8.6 Interviews

Sending out a press release with the full details of any news may result in coverage in the newspaper or on
the radio. If a journalist requires further information or is particularly interested in the story, you could be
asked to give an interview on behalf of the NGB.

Preparing For Interviews
First, find out as much as you can about what you are being asked to say:

e Ask the interviewer what areas they want to discuss - they may not tell you exactly what questions they
will ask but they should give you an idea of what they want to cover. You may even be able to suggest
some areas to cover yourself

e Ask how long the interview will last

e Check what type of article or programme it will be used for - e.g. news, profile article, talk show, etc

¢ Find out whether anyone else is being interviewed at the same time or on the same topic

e Ifthe interview is for radio, check whether the interview will be live or pre recorded, and ask how long
they expect the interview to last

e Familiarise yourself with the programme - e.g. the format, the presenter’s name, the producer

Be proactive and think about what you want to say, and what information you want to get across. Being pre-
pared will give you more confidence, but don’t over prepare; allow yourself room to be flexible:

¢ Think about who your audience is, and who you want to reach

e Write down a few key words to remind you of the points you want to make but don’t write a full script

e Try toillustrate your points with examples, anecdotes or comparisons, it helps people to understand

¢ Jot down the NGB’s telephone number and/or email address so that you can give it out on air, or give it to
the journalist to include in the article
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On The Day
If you are being interviewed face to face, at home or in the office:

e Make sure you won'’t be interrupted - take the phone off the hook, get somebody to stand guard at the
door - especially if it is a radio interview

If you are being interviewed on the phone:

e Use alandline not a mobile
e Use a phone without “call waiting” services as this may disturb the interview

If you are going into a radio station:

e Give yourself plenty of time to get there, and try to arrive twenty minutes before you are due to be inter-
viewed
e Be prepared to be kept waiting as programmes do not necessary stick to original schedules

Additional Tips For Radio Interviews

e Sit about thirty centimetres/twelve inches away from the microphone

e Don't fidget, tap you fingers or rustle papers

e Ensure you have a glass of water available in the studio

e Keep your sentences short and simple, don’t waffle and use everyday conversational language

e Avoid “ums” and “ers” if you can

e Try not to leave long pauses

e Stay calm, don’t be rushed, breathe normally and give yourself time

e Try to slow down your normal speech and speak clearly. Don’t put on a special voice

e Be positive and upbeat in your tone, vary the pitch of your voice and use emphasis to highlight key
phrases

e |Ifitis a pre-recorded interview, find out in advance if it is going to be edited

¢ |f you make a mistake, don’t worry, carry it and just carry on

After The Interview
¢ Find out when the interview is going to be printed or broadcast

e Exchange contact names and numbers with the producer/reporter in case either of you need to check
anything at a later date
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8.7 Media Do’s and Don’ts

General Do’s

e Plan a twelve-month publicity campaign and update it at least every three months

e Appoint someone to coordinate the publicity campaign

e Keep an up to date contact list, which includes details of community organisations, public representa-
tives, media, etc.

e Make sure you have read the publication/listened to the radio programme before you contact it

e Find out when deadlines are

e Check the names of the news editor/producer and key journalists you are contacting

e Try to establish an ongoing relationship with journalists/editors, etc

e Think about who the audience is and who you are trying to reach

General Don’ts

e Assume people will be interested in your story, or have any knowledge of the NGB
e Call ajournalist close to their deadline date

Press Releases Do’s

e Make sure the people named as contacts are easily available by phone, also at weekends

e Follow up a press release with one phone call to check it has been received and say you are happy to sup-
ply further information - an interview, photograph, etc

e Keep your phone calls to a newsroom short otherwise you could end up being regarded as a pest

e Always ask the journalist have they time to talk to you. If they don’t, ask what time would be convenient

Press Releases Don’ts

e Send out a press release unless you have genuine news
e Ask repeatedly if the story will be used
e Keep calling again and again

Interview Do’s

e Ask for clarification if you don’t understand the question

e Get to the most interesting point first

e Treat all microphones as “live”

e Give examples to illustrate your point

e Get permission from people if you plan to tell stories involving them

Interview Don’ts
e Panic if you make a mistake

e Speak too quickly
e Tryto cram in too much information
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8.8 Other Miscellaneous Ideas

The following is an idea that can be used to effectively communicate ideas about your NGB to your members.
Monthly NGB Notice Board

Publicity is essential for the NGB. The public needs to know you exist and how to get in touch with you. The
creation of a monthly notice board will mark the beginning of the NGB’s campaign to promote their activities
and establish themselves as a resource to the community

Raising the profile of the NGB locally means an increase in public awareness and an increase in support for
the partnerships as their activities become more transparent

The NGB notice board will have to be focused with clear objectives. Think of your target audience - what do
they need to hear? How can you best get your message across to them?

8.9 Data

Data Protection

Your organisation is very likely to maintain a database of members and their contact information. As such, you
must comply with the Data Protection Act and maintain the privacy of all the data that you hold on behalf of
your members.

Being a data controller carries with it serious legal responsibilities, so you should be quite clear if these
responsibilities apply to you or your organisation. If you are in any doubt, or are unsure about the identity of
the data controller in any particular case, you should consult your legal adviser or seek the advice of the Data
Protection Commissioner.

For more information on holding data and your responsibilities in this area, log onto www.dataprotection.ie
All about databases, importance, types and how to set up

In order to keep a register of your members it is critical that you have a database to manage these contacts.
This could be using a basic Excel spreadsheet or similar tool, or a dedicated database such as Access. The criti-
cal thing here is to ensure that a process exists to ensure the membership data is up to date and accurate.

In order to be relevant to members, a NGB should be able to communicate directly with them. This could be
updates, via a newsletter or e-zine, reminders when subscriptions become due, notifications about AGMs/
EGMs and in some cases members may register to be a member online.

Some NGBs work on a provincial system where the members pay their subscriptions directly to the province.
However, this does not mean that these records should only be available in the province.

It is crucial that members are engaged with regularly to ensure that they feel a part of your association as
well as being aware of exactly what the NGB is delivering for them as members. This ensures that the NGB
remains relevant to members. The Importance of Putting Key documents of the org on the website for mem-
bers to download and become familiar with.
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8.10 Downloads & Links

Links:

e The Wheel
http://www.wheel.ie
e Boardmatch
http:// www.boardmatchireland.ie
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9. Membership Development

Introduction

This section offers advice and information concerning the development of your club and your membership
numbers. It deals with how to manage your membership records, recruiting paid and non-paid employees,
the management of your organisation to the very important topics of young people in sport, including child
safety and Garda Vetting.

9.1 General Membership Information

Growing Your Membership

Most sports organisations need to have some focus on recruiting new members. A steady influx of new mem-
bers helps to keep your organisation vibrant and forward-looking. As well as enlarging the pool of people to
play with, and create national teams and leagues, the recruitment of newer and younger members ensures
that you’re building a participation base for the next generation of top players.

Membership Records

You will require a database to keep track of all your member details. There are several software programmes
that can do this, and some organisations are exploring online membership databases where members can
update their own details. For very small organisations, you can establish a simple membership record using

a Microsoft Excel spreadsheet programme, with one row per member and each column capturing a different
data field (address, age, telephone number, playing handicap, etc.). You may soon outgrow this simple system
and require a more robust database such as Microsoft Access, or one of several purpose built sports organisa-
tion databases.

Maintaining membership records in a database has several advantages:

e |t’s easy to find and update each member’s record

¢ The entire database can be transferred on disk from one officer to another when postholders change

e You can use mail-merge functions to automate the process of creating address labels for your member
mailing.

e You can quickly analyse the membership information to find out, for example: the number of senior and
junior members; which members live in a particular area; and select the sub-set of women members.
Please note your responsibilities under the Data Protection Act in relation to dealing with personal infor-
mation. Click on www.dataprotection.ie for further information.

New Member Induction

It’s a good idea to create a “Welcome Pack’ for all new members. This helps them to find their way around,
and feel at-home more quickly. It makes them feel valued and will help them to stay committed to your sport.
A Welcome Pack might include:

¢ A welcome letter from the chairperson
e Contact details for the NGB
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e The organisational handbook, or list of rules

e Details of the organisation programme, with contact details, locations and times

e A calendar of training events and matches

¢ Information about the league and competition structures

e Copies of significant policies, such as the child protection policy, or the health and safety policy

9.2 Membership Recruitment

Membership Recruitment Planning

Whilst some member recruitment happens of its own accord, it’s often worthwhile to create a more pro-ac-
tive plan to attract new members. A useful starting point is to discover how your existing members found out
about the organisation:

e By word-of-mouth from family or friend

e By introduction from another member

e By advert or notice in a newspaper

e By contacting the NGB for the sport

e By contacting a Local Sports Partnership

e By searching on the internet

e By contacting a sports development officer or local authority department
e At asports centre

e Ataschool

Knowing this information will help you decide where best to focus your future recruitment efforts, either
because that route works well, or because you’ve identified a gap in your publicity.

Many local sports organisations find that a large proportion of their new members are recruited by existing
members. You might want to consider running a campaign to “Bring a Friend”, or to arrange publicity for a
series of Open Nights for visitors and potential members. You might also arrange taster sessions at key times
of the year to promote your organisation and give potential members access to your sport.

It’s very likely that your organisation will want leaflets, posters or flyers to advertise its activities. The key to
success with printed materials is getting them displayed in the right places. Try to define where your potential
members spend time, and look for ways to distribute your materials in those places.

Maintaining a website can also be an effective way of attracting newer (and often younger) members. Many
NGB websites are hosted on the free space provided by Internet Service Providers to their members. Your
website will be more prominent if it is linked to other relevant places; make sure that it has links to other
relevant bodies such as your clubs, Irish Sports Council, Local Sports Partnership and International Federation
websites.

To develop even more ambitious plans, your management committee might want to establish a Membership
Working Group to oversee a membership recruitment action plan.
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Membership Recruitment - Action Plan

Target Action Responsibility Timescale Costs
Recruit at least e Improve and increase club promotion Head Coach dd/mm/yy  Printing
10 new junior and marketing (jnr Squad) €30.00
members e Hold open event/ trials/ come & try
coaching sessions/ festival/ friendly
league.
e Posters on club notice board.
e Match report in local press.
e Partnerships: Sports development/
local schools/ feeder clubs/ leisure
centres
Recruit at least e Improve club promotion/ marketing/ Club captain dd/mm/yy  Printing
5-10 male / media attention €20.00
female senior e Directly ask members to recruit
members e Posters on club notice board

e Partnerships: Sports development/
local schools/ feeder clubs/ leisure
centres

9.3 Recruiting Volunteers

Any good club or sporting organisation is always going to have a spine of good volunteers working for them.
The vast majority of sports rely on Volunteers to survive and function as not all sports are blessed with the
funds to employ fulltime staff. Whether it be serving as Chairperson or Treasurer in your spare time to being a
time-keeper, referee, scorer or coach on the weekends,

Volunteers truly are the backbone behind sporting clubs and organisations all over the world. Unfortunately,
due to work, family and other commitments, most Volunteers have a limited life-span in an organisation. So
recruiting Volunteers is a necessary process that must be on-going.

Is Your Organisation Prepared for New Volunteers?

Some organisations have found themselves in difficulties because of a lack of written policies and procedures.
Although writing policies and procedures may seem like a time-consuming exercise, it provides many benefits
such as Volunteers know exactly what is expected of them and they know what to expect of the organisation.

Attracting Volunteers

Granted some people will always be volunteers. They will have their children or friends playing in the sport
and so will gladly offer to help with jobs that need doing. Some people may also be retired, injured or just
taking a break from the sport and will want to stay involved and so will help out. But long hours and week-
ends away from family or other socialising will eventually take its toll (completely understandable of course)
and so your organisation will always need to attract new people to help with the duties. Ways that you can
ensure that potential Volunteers are enticed to help your organisation are:
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e Be approachable

e Be undemanding

e Be as non-bureaucratic as possible

¢ Do not expect too much too soon

e Be representative of your community

e Be flexible in your approach - new people may bring new ideas and approaches

What Puts Volunteer Off?

e When they feel used

e When they are not appreciated

e When they are not consulted

e When they are not accommodated.

Rewarding Volunteers
Since Volunteers do not get paid, there are a few ways that they can be rewarded:

e Give them discounted (or free) access to events and services

e Give them discounted prices on equipment that is needed for competition (if your NGB sells it)
e Not leaving them out of pocket (for things like petrol costs if they have to travel large distances)
e Giving them any other fringe benefits that your organisation may offer

How long a Volunteer remains with an organisation very much depends on the ethos and culture of the
organisation and its supports. The volunteer needs to feel part of the organisation’s culture, feel they have a
role to play and to feel that they can work effectively.

Please see Chapter 4 for more information on Volunteers

9.4 Club Development

Sustainable club development is critical for a NGB to grow and develop.

Sports Development

Sports Development is ensuring that structures are in place to enable people to participate in their chosen
sport and develop their skills to reach the level of competency and skill that they so desire. Whether that be
at a local club level or at an elite international level, the NGBs need to ensure that there are suitable path-
ways for this to occur.

Sports Development is about building partnerships in order to provide appropriate and accessible sporting
opportunities for all. The partners involved in sports development range from local authorities, schools (pri-
mary and secondary), colleges/ universities, clubs, governing bodies of sport, community clubs and services,
leisure centres, specialist sports facilities as well as national organisations such as the Irish Sports Council and
Coaching Ireland.
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Sports Development Continuum

The Sports Development Continuum is often used to identify the pathways for participants to move through
as they progress in sport.

Performance and excellence levels are primarily developed by governing bodies. Local authorities and school
sports associations also provide links through to performance levels. These organisations provide opportuni-
ties for representative sport (district, county, regional) leading ultimately to national representation.

Grass Roots: local authorities and schools are primarily involved in introducing young people to sports at
foundation and participation level by providing links with clubs and opportunities for continued participation
after and outside of school.

Sports Development Officers (SDOs)

Sports Development Officers (SDOs) are often employed by NGBs and local authorities to implement their
sports strategies.

Each SDO is usually responsible for developing a number of focus sports and developing active links with local
agencies including clubs, schools, colleges and leisure centres as well as with national organisations. SDOs are
the catalyst for ensuring that quality opportunities are accessible throughout the continuum, from grass roots
through to performance and excellence programmes. One of the ways that SDO’s implement this at a local
level is by co-ordinating local Development Groups.

These groups consist of volunteer representatives from local clubs and representatives from the NGB,
education (primary and secondary schools, colleges, universities) and specialist sports facilities. The aim of
the local Development Group is to create a positive working partnership between all agencies involved in that
sport as well as write and implement a Development Plan for the area. The Group ensures that there are ap-
propriate and accessible opportunities for all participants from grass roots sport through to performance and
excellence.

Club Action Planning:

Sport is rapidly moving into a more ‘professional’ culture, partly as a result of changes in legislation, but
largely from the desire to improve. The most effective way for clubs to develop and improve is to be involved
in a planning process that sets your club on the path to a better future. There are many reasons why a club
will benefit from planning:

e Use your club resources more effectively

e |dentify and prioritise the club’s aims and aspirations for the future

e Recognise where the club has come from and where it is now

e Improve team spirit by involving members in decision making

e Forward planning is essential for accessing funding support, such as local grant aid
e Ensure a professional approach

e Demonstrate what the club can offer potential new players/ members

e Can demonstrate the club’s commitment to local schools or the Local Authority
e The planning process can develop team work off the sports field

¢ Cope with change

e Check on the club’s progress.
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This section contains advice and guidance on the following common areas of club policy and procedure as
listed in the Articles side panel:

e Membership Policy - membership criteria and membership forms, including addional provisions for junior
members

e Equal Opportunities Policy - establishing an equity statement and its implementation through an equal
opportunities policy

e Code of Conduct for Fair Play - ensuring that your members are familiar with minimum expected stan-
dards of participation and play

e Child protection - procedures to ensure that children, young people and vulnerable adults participate in
your club’s activities without risk of abuse

e Health & Safety - covering a range of issues including duty of care, risk assessment, insurance, first aid,
emergency procedures, etc.

e Club Development Policies are covered in the section on club development planning

e Ethics in sport - ‘ethics’ is the now generic terms for all aspects of fair and equitable conduct in both the
management and running of sport.

Policies and Procedures

As your sports club grows and develops its range of activities, you will probably find it necessary to establish
some club policies that set out in more detail how the club and its members should operate. Typically, these
policies might cover such things as:

e The requirements for a person to become a member of your club (e.g. their standard of play, or the na-
ture of their contribution)

e The standards of conduct expected of members or officials

e Arrangements for protecting children, young people or vulnerable adults from any form of abuse

e Arrangements for protecting members and the general public from any potential danger arising through
the use of your premises, facilities or equipment

e The range of policies and procedures that you might require will very much depend on the nature of your
sport and the type of activities that you choose to undertake.

Planning to Develop Your Club

There is no right or wrong way to produce a development plan for your sports club but the following guide-
lines should give you some positive ideas on how to get started. There are two types of plans:

e Adevelopment plan: a long term plan (usually 3 to 5 years), this plan focuses on the club’s “vision” for the
future

e An action plan: a short term plan (usually 1 year), this plan prioritises the short term actions required to
get the club on the right path to achieving its long term “vision”

Who Should be Involved in Planning?

The most difficult part of action planning is that it takes TIME, a limited resource for all clubs! Before you
start the planning process you will need to consider the best way of managing the process within your club.
It is important that members take an active role in shaping the club’s future, therefore involve and consult
the members wherever possible. Ensure that the participants involved in this planning process represent all
interests in the club.
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However, it is highly recommended that a small working group is identified to carry out the necessary paper-
work and action points.

Remember: It is the club that has to DO the work, not the action planner & the process is almost as impor-
tant as the final document itself..

Four Stages of Planning
1. Where are we now? - the AUDIT

All clubs provide varying sporting opportunities for many different levels and abilities, therefore before you
can begin to plan for the future it is important that you consider the clubs current circumstances. By carrying
out an audit the club can identify its strengths and weaknesses, as well as look at any possible opportunities
or threats for development. This process will provide a clear base for setting some realistic aims and objec-
tives for the clubs future.

2. Where do we want to be? - the AIMS

Having undertaken the audit you will have established your current status (where are we now) and started
the process of identifying the clubs main objectives for the future (where do we want to be). To ensure that
the aims and objectives are achievable it is important to keep them realistic. You should now be ready to
formulate an ‘Action Plan’ to identify how you will achieve these objectives.

3. How will we get there? - the PLAN

Once the club has completed the audit and identified the aims, the third stage - action planning - should fall
easily into place. The Plan identifies how you will begin to work towards the club’s ‘vision” and achieve it’s
aims. Therefore you will need to break down each aim into specific targets for your club to achieve in the first
year and some proposed targets for future years.

In order to produce an Action Plan you will need to go through the following five questions:

e The Target - WHAT do you want to achieve?

e The Action - HOW can it be achieved?

e Timescale - WHEN will it be done?

e Ledby-WHO is going to do it?

e Cost - What will it COST in terms of money, time, people and facilities.

4. How well did we do? - the REVIEW

Once the action plan has been agreed and is a working document, it is vital that the plan is reviewed and up-
dated periodically, at least annually. Monitoring and reviewing your club’s progress is invaluable for ensuring
that the club continues to move forward. Provided that the targets set in the action plan are measurable, the
process should be simple and not too time consuming. This process will look at future developments, it will
also help to reflect on where the club has come from and where it is now. Importantly the club should then
formally recognise the volunteers (committee members, administrators, coaches and officials) who have put
in the hard work to make it happen!
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The Audit

Before your club can begin to plan for the future it is important to consider the clubs particular circumstances
and what opportunities it currently provides. The easiest way to do this is to work through a club audit. The
club audit should be used as a guide for a SWOT analysis:

e Strengths - e.g. lots of volunteer helpers

e Weaknesses - e.g. few qualified volunteer helpers or coaches

e Opportunities -e.g. potential links with the local secondary school
e Threats -e.g. reduction in junior members this season

For any audit to be useful and a true basis for planning, time should be taken to complete it honestly and ac-
curately. In addition to your own club audit, you can also explore the local sports provision and identify what
support is available from other sports providers or partners in the area. For example, there may be coaches or
officials working for the local authority who may be able to offer your club some additional support, or there
may be a junior after school club who may like to develop its skills in a larger club.

The Aims

Having completed the club audit and the SWOT analysis you should be able to identify some aims to build
upon your club’s strengths and tackle its weaknesses. The aims should be:

e Specific to your club

e Measurable - consider how the club’s progress will be assessed

e Agreed - it is vital that the club involves all committee staff and coaches in the process
e Realistic - the aims should be challenging, yet achievable

e Timescales - the club must consider the time needed to achieve the aims.

The Plan

The action plan formally identifies and prioritises the club’s aims. The Plan should be used to establish the
timescales, personnel and costs for each aim. This plan may be used as a business plan when applying for
some funding grants. There are many different forms of action plans. Remember to review the plan. Once the
club has completed and agreed the action plan it is important to set up a regular review meeting to monitor
progress. The plan should be a working document that can be modified and adapted to reflect the progress
and any change in circumstances. Provided that the targets are measurable, this process should be simple
and not too time consuming.

Club Development Policy

A development policy clearly demonstrates the club’s commitment to developing quality opportunities for its
members. The policy should be a working document that can be changed as the club develops and should be
supported by an action plan, which ensures that the policy is put into practice and that the aims are met. To
raise the profile of the club’s commitment to development, include the policy in the club handbook or maybe
post it on the club notice board.
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9.5 Club Management

There are five principles of good club management.

1. Leadership
Leadership means:

¢ Good management

e Your values, purpose and goals

e Taking an active role in your community

e Making sure that everyone in your club understands how you operate and knows what is going on.

Leadership is important because it:

e Ensures that your club manages its resources efficiently and effectively

e Provides inspiration and maps out direction

e Develops motivated and committed volunteers and staff

e Recognises and fulfils the needs and expectations of members

e Ensures that the club operates positively and constructively within the broader community.

N

. Planning
Planning sets out:

e What you want to achieve
e Tthe actions and resources required
e A method for working out how successful you were.

Planning is important because it:

e Determines where an organisation is going over the next year or more, how it is going to get there and
how it will know if it got there or not. For example, one goal could be to double the number of volunteers
in your club within ten years

e Allows all members to be aware of what the club wants to achieve

e Helps to define your club’s goals and the ways in which it will monitor and evaluate its performance

e Helps to improve financial performance and the efficient and effective use of resources.

3. People

Put your people first -- volunteers and paid staff who are involved in the design, delivery and evaluation of
your club’s activities and services.

People are important because:
e They make things happen, particularly in relation to meeting your members’ needs and expectations.
Looking after the people in your club will help inspire motivated, committed and satisfied volunteers and

staff. These people are more likely to make a positive contribution towards meeting the needs and expec-
tations of the members they serve.
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To develop committed and motivated volunteers and staff, it is important to:
e |dentify the skills and qualifications required to meet your club’s goals

e Allocate roles and responsibilities

e Provide education and training opportunities as required

e Regularly acknowledge efforts and achievements
e Seek and respect opinions.

4. Members

Members are important because:

e They -- participants, spectators, coaches, officials, patrons and sponsors -- are involved in the club and
benefit from its activities and services. Members are the club’s reason for being in existance. A member
focus builds services and activities to satisfy the needs of members.

To develop a member focus, it is important to:

e |dentify your current and potential members

e |dentify their needs and expectations

e Provide and evaluate activities and services

e Establish a process for member communication.

A member focus is important because:

e Satisfied members are more likely to stay with a club, tell their friends about it and help attract new
members to boost participation.

5. Overall Performance

Overall performance is:

e Monitoring, reviewing and evaluating your club’s overall performance against its goals.

Measuring overall performance is important because:

e As part of its planning process, your club should develop measurable targets (performance indicators),
which will tell you whether you have achieved your goals. These targets allow everybody to see that the

club is ‘on track’ and, if not, where there are gaps in performance. This information should be used to
ensure that the club continually improves its activities and services.
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9.6 Young People in Sport

Junior Club Development

Sports organisations have a vital role to play in providing sporting opportunities for young people, and vice
versa; young people have a vital role in providing the future success and development of sports organisations.

In most sports it is crucial to the success of the organisation that they attract and encourage young play-

ers. However, all NGBs are unique and not every organisation may feel that a junior section is appropriate
for them. Before introducing young players to your organisation you need to consider the responsibility of
providing and taking charge of young people and how young people will affect other members in the organi-
sation.

Also consider the numerous benefits of introducing junior players to your organisation:

e Regular supply of new players ensuring the organisation’s future

¢ Increase membership, including parents

e Additional volunteers

e Provide future officials and administrators

¢ Increased income and more opportunities to raise funds

e Enhance the organisation status and reputation

e Improve social calendar

e Give existing members the opportunity to accept new challenges, roles and responsibilities
e Provide a focus or stimulus for organisational development

e Recruiting participants for your ‘sport’

e Developing competitors/ performers from an early age will improve your ‘sport’
¢ Raise the organisation’s profile.

Engaging Young People in Sport

It is important to ensure that children are given fun and positive sporting experiences. If they are encouraged
to enjoy the experience and they participate successfully in your sport then they are more likely to remain
involved in that sport for life. In order to attract young people to your organisation you will need to establish
a quality junior section that they wish to join. A quality junior section should provide and encourage:

e The opportunity to socialise

e The opportunity to work as part of a team

e Co-operation and an ability to handle success and failure

e Development of health and fitness

e Positive & fun sporting experiences

¢ Self confidence and positive self image

e Positive attitudes towards exercise and healthy living

e An opportunity for young people and parents to work together
e Keeping young people ‘off the streets’.

Young people take part in sport for many reasons:

¢ For enjoyment and fun

e To be with friends

e To be part of a team

¢ To play the game and improve their skills
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e  For the excitement of competition
But several factors also deter them:

e The school environment - national curriculum pressures, no after school clubs
e The home environment - working parents, single parents, unemployment, transport
e Passive leisure pursuits - technology, computers, internet, socialising/ hanging out

As identified elsewhere in this section, an action plan gives the organisation a focus for development, where-
by clear aims, targets and timescales for achievement are agreed. By producing a separate junior action plan
the organisation will be able cover specific junior aims in more detail and provide a positive work plan for
the junior coaches and the junior development officer (if your organisation has one). This plan can then be
reviewed and adapted as the targets are achieved, without having to re-work the NGB’s overall action plan.

The following key areas should be considered when writing the action plan:

e The organisations overall ‘vision” and its strengths and weaknesses

e All young people should be given the opportunity for learning regardless of their ability

e Prioritise child protection

e Focus on the needs of the young person rather than the needs of the organisation or the coach
e Skill progressive training programme

e Encourage the parents and the young people to get involved in the running of the organisation
e Ensure that all activity is FUN and carried out within a friendly environment

9.7 School/Club Links

Developing School /Club Links

“School/Club links” is a term often used in strategic documents, grant applications and general discussions
within Sports Development, PE, School Sport and NGBs. Many young people take part in school sport, but
there are fewer who take part in activities outside of school. After they leave compulsory education, many
young people do not take part in any form of regular sport or physical activity at all.

Establishing School/Club links gives young people the opportunity to continue participating in worthwhile
sporting and physical activity throughout their lives. It allows youngsters to make the most of their experi-
ences in both settings, to try out new sports, feel comfortable in the club setting and as a result make them
more likely to continue participate once they leave school.

A Practical Guide to Developing Club / School Links

One of the club’s first points of contact should be the local schools. A club should be able to make a strong
case for developing links with the local school as there are many benefits to be gained by both the school
and the club. School sport has in recent years suffered due to the pressures placed on schools from the ever
changing national curriculum, financial constraints and limited time. Therefore both the number of hours
available for PE and for after school sports has in some schools diminished, leaving an opportunity for local
sports clubs help to provide quality sporting opportunities for young people.
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In order to assist in the provision of these additional sporting opportunities clubs are encouraged to make
contact with their local schools.

By making contact, the club can identify the gaps in school provision and identify how the club and school can
work together to complement the school sports programme and fill the gaps.

Benefits for the School:

e Specialist coaching to complement and support the teaching programme
e Clear pathways/exit routes for children to continue participating in sport outside of school
e Wider range of sports available for pupils

e Improved performance and sporting success

e Access to better facilities

¢ Increased potential for accessing other funding opportunities

e Increase in the number of school children keeping active, fit and healthy
e Contribute to a young person’s social and personal development

e Raise the school profile

e Positive sporting and community image

e Teacher support and mentoring.

Benefits for the Club:

e Raise the club profile

e Boost junior membership

e Potential new income

e New opportunities for children to develop through ‘your’ sport

e Potential to share resources; equipment, facilities, coaching expertise
e Access to additional facilities

e Coach and Volunteer Development.

Examples of Club to School Links

e School raises the profile of the club and promotes opportunities provided by the club i.e. circulate / dis-
play posters; invite representatives to school assemblies or arranged visits during PE lessons

e Coaching a class during curriculum time

e Club coaches attend after school clubs to identify talented pupils and invite them to attend a specific club
session or development squad

e Club runs an after school / extra curricular club or coaching sessions at school site

e Taster / come and try sessions on school site followed by club site

e Arrange for the pupils to visit the club

e Club can get involved in organising competitions or tournaments

Remember that activities may vary from term to term and be open to attending activities for less traditional
target groups.
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Developing Schools Links - Key Steps to Developing School Links:

e  Who do we want to link up with and why?

e Before approaching the school identify some possible ideas for the partnership
¢ |dentify the information needed from the school?

e How will we make contact?

¢ What can we offer the partnership?

¢ How will we need to manage and promote the links?

Recognise the demands and time constraints on the school curriculum. A qualified coach, who understands
the role that their sport plays within the physical education programme and who is aware of the learning
needs of pupils, can be of significant help to the class teacher particularly if they do not have the same level
of sporting knowledge or expertise as the coach. The school’s Principal and organiser of the activity must be
totally satisfied that the external coaches are qualified and competent to supervise the activities and that
they have been fully briefed about their role and responsibilities and the school’s roles and responsibilities.

The coach and school should agree a form of contract which outlines:

e Ajob description/ role of the coach

¢ The role of the class teacher

e The shared responsibility and development of the programme

e A commitment from the school to promote the sport and the club

e Agreement to encourage teachers/ parents to take part in appropriates coaching courses
e Specific manageable targets.

During Curriculum Time

For sessions being undertaken during curriculum time a teacher must be present at all times, remember that
the teacher has the ultimate responsibility for the pupils. The coach should work with, not instead of, the
teacher. These sessions can be used to provide teachers with some new ideas for skill development specific to
your sport, so it is important to encourage the teacher to get involved. Remember that there needs to be an
education bias, therefore, the coach must learn how to educate children as well as coach them.

After School Time

Extra curricular or after school sessions require the attendance of a teacher on the school site at all times.

It is also recommended that schools ask the parents to have complete and return parent consent forms. All
schools differ. A scheme that works in one school may not be suitable for another. School policy regarding ex-
ternal coaching and after school clubs also varies from school to school. Therefore, each school’s policy must
be referred to before any activity commences.

Consideration before commencing any school activity
e School Site - facility risk assessment, teacher responsibility, caretaker’s role and responsibilities
e First aid and access to telephone

e School’s Board of Management and the Club’s Executive Committee have agreed the use of facilities
e Equipment (club to school loan scheme may be required).
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9.8 Child Safety and Protection

Keeping Children and Young People Safe in Sport

If children are to enjoy fun and positive sporting experiences at your club, it needs to be a safe environment
for them. Volunteers need to be confident in working with children and know what to do if they have any
concerns about a child. To find more information about protecting your junior members, click on our web-
site www.irishsportscouncil.ie for further information on the Code of Ethics and Good Practice for Children’s
Sport.

Garda Vetting

Since 2007 the ISC has commenced rolling out Garda vetting on a phased basis to NGB’s. This arrangement
has been approved by the Implementation Group on Garda Vetting. The Irish Sports Council is liaising with
NGBs in respect of the introduction of Garda Vetting to the sector on a phased basis.

Each NGB is responsible for how they roll-out the vetting process within their organisation. The Irish Sports

Council has a dedicated officer who works with the NGBs to develop and implement Code of Ethics and Garda
Vetting.

Children and Vulnerable Adult Protection Procedures
Keeping children and vulnerable adults safe in sport is not just about ensuring that those who work in sport
are suitable to do so. A trusted coach or leader may be the person a child trusts to tell about something that

is happening in their life outside of sport. Those involved in delivering sport to children need support to be
confident about safe practices and the action they should take if they have any concerns about a child.

Club Child Protection Officer

It is recommended that all clubs appoint a Child Protection Officer. This volunteer can help the club to devel-
op and implement the child protection procedures, as well as be the first point of contact for concerns about
a child.

9.9 Downloads & Links

Casestudies:

¢ Golfing Union of Ireland Club Survey
e West Lothian Community Sports Club Development Pack
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10. Sponsorship

Introduction

This section offers advice and information about something that is vital to the success of an NGB - sponsor-
ship. Sponsorship not only allows you access to much needed funds, but to a whole new set of potential new
members as well as the development of long-standing, trustworthy relationships. Being viewed as a two-way
street, both your organisation and your sponsor should be able to gain from the association that you both
have. This chapter shows links and case studies from various NGBs who have been able to secure and reward
their sponsors.

10.1 Fundamentals

Sponsorship

Sponsorship is something that can be vital to the success or even to the existence of an NGB. It not only al-
lows your organisation to gain much needed funds, but it also allows for the development of long-standing,
trustworthy relationships.

Sponsorship needs to be viewed as a two-way relationship. Both your organisation and the sponsor should be
able to gain from the association that you both have. They are investing their money into your organisation
and you will help them to increase the audience that their products are exposed to.

One of the key priorities for any NGB is to persuade the potential sponsor to identify with your sport. They
must present themselves, demonstrate connections to their target audiences and consequently share value
with prospective sponsors in order to generate sponsorship revenue.

Your NGB as a Brand

Each NGB should consider itself a brand. This is not as intimidating as it may sound. The essence of a brand

is to be able to show differentiation from competitors. It is fair to say that many NGBs including sports clubs,
tournaments, coaches associations and professional teams consider themselves distinctive and different from
each other, even similar NGBs. Each NGB probably also has a sense of pride about how it does things.
Therefore NGBs are brands, albeit sometimes small brands.

In order to describe itself, each NGB - each brand - should explicitly address the following topics;

e Mission - What is the purpose of the NGB?

e Vision - What is the longer term goal (aspiration) of the NGB?

e Values - What principles, both ethical (e.g. integrity) and operational (e.g. safe environment) are most
important to the NGB

e Target audience - Whose needs are you going to serve?

e |dentity- What are the factual elements that clearly identify the NGB (e.g. legal entity, board of directors,
name, official affiliation, logo, colours, geographical location, etc.)

e Differentiation - What makes the NGB stand out (from competitors / other sports)?

e Positions - What attributes (e.g. family oriented, winning, development, etc) are used by the NGB to pres-
ent itself to its target audiences?

e Image - How is the NGB perceived by its target audiences?
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Hopefully the positioning of the NGB and the way the NGB is actually perceived (image) by its target audi-
ences are well aligned. If not, work should be done to create alignment before sponsorships are solicited.

It is important that theses topics be addressed in writing. Why such “formality”? Because the membership,
even leadership in NGBs changes and there needs to be continuity of intent and action. Written and vis-

ible descriptions also give members of an NGB rallying points and reminders upon which to build the NGB’s
unique character. In addition, written descriptions encourage the same descriptions being used by all mem-
bers when “selling” the NGB. These written descriptions are ready made for Power Point and other presenta-
tion formats.

How to Win a Sponsor

A potential sponsor will become a sponsor if an NGB can demonstrate that it is both reaching and positively
impacting its target audience. In this situation it is creating value for itself and for potential sponsors.

The initial sponsorship proposition is simple. Potential sponsors are seeking effective and efficient ways to
connect and influence their own target audience. If an NGB has the same target audience, a potential sponsor
might actually become a sponsor if the NGB can demonstrate strong relationships with the target audience.
This means that the NGB can deliver value to the sponsors’ brand and sales efforts.

10.2 Positioning Your Organisation
The following are elements for developing a responsive development programme:

e Target audience(s) - Who is the NGB serving?

¢ Needs and/or interests to satisfy - What needs and/or interests of its target audience(s) are the NGB go-
ing to address?

e Resources and capabilities - What resources and capabilities does the NGB have available to satisfy its
target audience(s)?

e Programmes offered - What are the programmes offered by the NGB to satisfy its target audience?

e Goals for programmes - What is the NGB trying to achieve with each programme offered?

e Marketing and execution - How do the programmes get developed and implemented?

e Evaluation - Which programmes successfully meet their goals (and which programmes are unsuccessful)?

¢ Planning process - How does the NGB manage the development process?

Each of these elements is important to potential sponsors because they allow the potential sponsors to assess
an NGB’s focus, ability to deliver positive result vis-a-vis their target audience(s), and ability both to effectively
use the sponsor’s resources and respond to the sponsor’s management requirements.

From a very practical perspective, it is important for NGBs to make a concerted and organised effort at devel-
opment level. Many NGBs always will rely primarily on their own community for support, so this home base
must be kept strong. For those NGBs that want to attract sponsors, it is essential that they realise that the
“product” they are selling (their sport and its community) must be in good shape - provide value - or there
will not be any buyers (sponsors).
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10.3 Potential Sponsors

Define Your Target Audience

Your sponsorship plan should focus on obtaining sponsors who wish to communicate with your target market.
This might mean that you may need to approach a specialised part of the company rather than going directly
to the corporate sponsorship department, who are probably flooded with requests for sponsorship. If you can
offer “niche” marketing to a particular company, they may be more inclined to sponsor you.

Research Potential Sponsors
Before you approach a sponsor, it may be beneficial to do some research (internet, magazines etc) on the
company and find out exactly what products or services they offer. On the company’s website they may have

details about their sponsorship policy or their sponsorship history (what things they have sponsored in the
past). It may give you a good indication of whether they are a viable option to approach.

Time Frame
If it is an actual event that you are looking for sponsorship for, try to approach potential sponsors at least 12
months before the event. This will give them sufficient time to participate fully in the benefits you offer them.

If a general sponsor is being sought for your organisation, it is also beneficial to approach them as early as
possible to allow maximum time to prepare budgets.

10.4 Key Steps for Sponsorship

Sponsorship development has to do with actually making presentations to sponsors and hopefully establish-
ing mutually beneficial partnerships with selected sponsors. This process may be subject to a number of
distinct phases:

1. Identify Your Needs

Identify what your organisation does, what it needs to do, how the sponsorship would transform your organi-
sation and where the money will go, what will the sponsors get.

2. Identification and Research of Potential Sponsors

Establish what sort of organisation you would like to have supporting you and as such which ones you will
contact. Research their sponsorship policies and history and see where an alignment can be made.
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3. Develop the Presentation

It is a good idea to make contact with the company to identify any particular traits that are individual to them
before you prepare your presentation. This way you can modify it to suit the potential sponsor’s needs. Once
this is established, you can prepare your presentation to the company covering such things as: what your
organisation wants to achieve, how it plans to achieve it, how does the sponsor fit into these plans, what sup-
port you are asking for, how the sponsor will benefit from association with you.

4. Making the Sales Presentation

Probably the most important part of gaining sponsorship is actually making the presentation to the potential
sponsor. This is where you sell your NGB to the sponsor and convince them that they should invest in you.

How this pans out will obviously depend on your initial conversation with the potential sponsor (e.g. will you
go to their work place, will you meet them in a neutral venue, do you need to bring a laptop and/or a projec-
tor screen? Remember to always have a back-up plan. When making the presentation, always be friendly and
professional, show passion for your work and have ready-made answers to questions you think they may ask.

5. Follow-up

After the meeting, follow-up with a call or email asking the status of their decision. Once an agreement has
been made, it will usually be followed up by a contract or letter setting out the terms. Read this carefully to
check all legal implications.

6. Deliver

It is important that you now deliver on your part of the agreement. It is good practice to keep your sponsor
fully informed of all developments. If there is a problem, always let them know how you are going to fix it.

In summary, NGBs seeking to obtain sponsorship support must clearly describe what they are about and then
show how they effectively reach their target audiences and thus can provide value to sponsors interested in
connecting to the same target audiences.

Tips for the Sport Worried about its Sources of Revenue

e Never put all your eggs in one basket. Diversify your revenue streams as much as possible and do not be
afraid to try new ideas

e Sponsors are becoming choosier and demanding. Review the services you give to your sponsors and think
of ways they can be improved

e Try to retain some stake in the various competitions run by your sport. Licensing and sanctioning fees can
be a valuable source of revenue

e Guard the reputation of your brand jealously. Sponsors do not want to be associated with scandals

e Look at activities not directly associated with the sport -- assisting charities, hospital visits and so on.
Sponsors increasingly want to be associated with organisations that do ‘good work’. This also provides
sponsors with a wider audience and so your NGB will appear more attractive to them.
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10.5 Downloads & Links

Links

¢ Irish Hockey Association
http://www.hockey.ie/sponsorship/why_sponsor.cfm

¢ Irish Hockey Association
http://www.hockey.ie/sponsorship/irish_hockey.cfm

¢ Irish Hockey Association
http://www.hockey.ie/sponsorship/key_tournament.cfm

¢ Irish Hockey Association
http://www.hockey.ie/sponsorship/sponsorship_packages.cfm

¢ Irish Hockey Association
http://www.hockey.ie/sponsorship/your_investment.cfm
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11. Other Supports

Introduction

This section lists a number of external bodies that the Irish Sports Council has worked with and developed a
relationship with that could be a good asset for your NGB. These bodies are community-based organisations
that can provide professional assistance in many areas of your business.

11.1 Department of Arts Sport & Tourism
The Department was formed in June 2002 and its mission is:

“to contribute to the economic, social and cultural progress of Irish society and the enrichment of its quality
of life through promoting sustainable tourism; encouraging excellence in sporting and artistic achievement;
facilitating greater access to sport and the arts; and preservation of our cultural inheritance”.

The Department is primarily a policy-making Department in the three sectors of Arts, Sport and Tourism.
Arts

¢ Formulation, development and evaluation of policy and structures to promote and foster the practice and
appreciation of the creative and interpretative arts and to encourage the development of the Irish film
industry;

¢ Enabling the national cultural institutions, as integral elements of the national culture, to preserve, pro-
tect and present for the benefit of present and future generations our moveable heritage and cultural
assets.

Sports

e Formulation, development and evaluation of sport policy (the implementation of which in the mainis a
matter for the Irish Sports Council);

e Overseeing major sports projects, including the National Aquatic Centre at Abbotstown; developing
proposals for the provision of a national stadium; the administration of the Sports Capital and the Local
Authority Swimming Pool Programmes.

Tourism
¢ Facilitating the continued development by the tourism industry of an economic and environmentally
sustainable and spatially balanced tourism sector, through formulating monitoring and reviewing a range

of supporting policies and programmes, particularly within the framework of the National Development
Plan and North/South Co-operation.
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11.2 Local Sports Partnerships

Rationale of the Local Sport Partnerships

The Irish Sports Council (ISC) has recognised that the partnerships are an excellent mechanism for delivering
recreational sport to local people. Key tasks that the partnerships are involved in include: -

e Increasing facility usage

e The consolidation of work carried out to date

e The creation and implementation of plans for long term local sports development

e The establishment of a sustainable structure to assist all those involved in local sports development to
face the associated challenges - e.g. recruiting and managing volunteers, quality training, etc

Functions of the Local Sport Partnerships
The three main functions of the LSPs are:

e Information - establish a consultative forum, initiate research, compile a sports directory and database,
and identify needs and resources to form the basis of local planning

e Education - provide quality opportunities for education and training at local level, provide training courses
targeting volunteers, and provide access to sport specific courses through the NGBs of sport

* Implementation - develop a strategic plan for local sport, appoint a professional administrator, secure
related support services, select participation programmes for LSPs modified to suit local needs, increase
the impact of national programmes delivered locally, market and promote sport

Role of the Local Sport Partnerships

The key aims of the LSP are to increase participation in sport, and to ensure that local resources are used to
best effect. Some of the outcomes we seek are:

e Club development

e Volunteer training

e Enhanced planning of sport at local level

e Local directories of sports bodies & facilities

e School, club, community and NGB links

¢ Increased levels of local participation, especially amongst specific target groups such as older people, girls
& women, people with disabilities, unemployed people, and those who live in identified disadvantaged
communities

Membership of the Local Sport Partnerships

All those statutory bodies, organisations and groups operating in local areas with a responsibility for or inter-
est in sports development should be invited to participate in the LSP. The involvement of the Vocational Edu-
cation Committees (VEC), city and county councils, Health Service Executive (HSE), FAS, universities, colleges,
Institutes of Technology, commercial companies, sports’ clubs, NGBs and community groups in the partner-
ship will be important
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Proposed Structure

The LSP will lead the consultative forum which will represent the views of all local groups. The LSP will be
established as a substructure of a local authority with its priorities decided in consultation with its constituent
members. This structure will also ensure that all funding made available to the LSP can be dedicated solely

to work in the sports sector. The Board of Directors of the LSP should be made up of representatives of those
agencies regarded as key influencers in local sports development. The LSP will employ the Local Sports Coor-
dinator and will set the priorities for the work of this officer

Local Sports Coordinator

The Local Sports Coordinator is employed by and reports to the Board of the LSP. The functions ascribed to
the LSP will form the basis of the work of this professional, and therefore their work will revolve around the
functions described as information, education and implementation. Each LSP will decide on the priorities to
be assigned to the Coordinator’s work, but in general their role will be the coordination of the planning pro-
cess for the LSP, and the overseeing of the agreed plan. The Coordinator will also act as secretary to the LSP,
facilitate meetings of the LSP Board, and liase closely with the ISC to act as a conduit for information between
national and local developments. The Coordinator will be responsible for the implementation of the local
sports strategy, encompassing elements such as education programmes and local participation initiatives.
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LSP Contacts

Carlow

Contact: Ms Martha Jane Duggan

Address: Carlow Sports Partnership, McGrath Hall,
Station Road, Bagenalstown, Carlow

Tel: 059 9172451

Email: info@carlowsports.ie

Web: www.carlowsports.ie

Cavan

Contact: Ms. Nadine Crotty

Address: Cavan Local Sports Partnership, Cavan
County Council, Department of Community and En-
terprise, Farnham Centre, Farnham Street, Cavan
Tel: 049 4378582

Email: ncrotty@cavancoco.ie

Web: www.cavansportspartnership.ie

Clare

Contact: Mr. John Sweeney

Address: Clare Sports Partnership, 10 Carmody Street
Business Park, Carmody Street, Ennis, Co. Clare

Tel: 065 6865434

Fax: 065 6824928

Email: info@claresportspartnership.ie

Web: www.claresportspartnership.ie

Cork City

Contact: Ms Eithne Lydon

Address: Cork City Sports Partnership, Recreation,
Culture and Amenity Department, 2nd Floor, City
Hall, Cork City.

Tel: 021 4924245

Email: Eithne_Lydon@corkcity.ie

Web: www.corkcity.ie

County Cork

Contact: Mr.Michael Crowley

Address: County Cork Sports Partnership, Yeats
House, Barrack Square, Ballincollig, Cork

Tel: 021 4665081

Fax: 021 4800950

Email: info@cclsp.com

Web: www.cclsp.com

Donegal

Contact: Mr. Myles Sweeney

Address: Donegal Sports Partnership, Office No. 7,
First Floor Unit, River Front House, Pearse Road, Let-
terkenny, Donegal

Tel: 074 9116078/ 9116079

Fax: 074 9116707

Email: info@activedonegal.com
Web: www.activedonegal.com

Dublin City

Contact: Ms. Aideen O’Connor

Address: Dublin City Sports Network, 159 Capel
Street, Dublin 1.

Tel: 087 9176989

Email: aideen.oconnor@dublincity.ie

Web: www.dublincity.ie

Dun Laoghaire-Rathdown

Contact: Mr. Shane McArdle

Address: Dun Laoghaire-Rathdown Local Sports Part-
nership, Dun Laoghaire-Rathdown County Council,
County Hall, Marine Road, Dun Laoghaire.

Tel: 01-2719507

E-mail: smcardle@dlrcoco.ie

Web: www.dlIrsportspartnership.ie

Fingal

Contact: Ms Marion Brown

Address: Fingal Sports Partnership, c/o Fingal County
Council, Community Culture & Sport Divison, Sports
Unit, County Hall, Swords, Dublin

Tel: 01 8906256

Fax: 01 8906259

Email: info@fingalsportspartnership.ie

Web: www.fingalsportspartnership.ie

Galway City

Contact: Mr. Jason Craughwell

Address: Galway City Sports Partnership, Galway City
Council, City Hall, College Road, Galway

Tel: 091 536854

Fax: 091 567493

Email: jason.craughwell@galwaycity.ie

Web: www.galwaycity.ie

Galway County

Contact: Mr. Michael Curley

Address: Galway County Sports Partnership, Gal-
way County Council, Aras an Chontae, Prospect Hill,
Galway

Tel: 091 746860

Fax: 091 779082

Email: mcurley@galwaycoco.ie

Web: www.galwaycoco.ie

Kerry

Contact: Ms Cora Carrigg

Address: Kerry LSP, Unit 12b, Tom Crean Centre,
Institute of Technology Tralee, North Campus, Tralee,
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Co. Kerry

Tel: 066-7184776

Fax: 066 7186388
Email: info@kerrylsp.ie
Web: www.kerrylsp.ie

Kildare

Contact: Mr. Richard Farrell

Address: Kildare Sports Partnership, 14f Cutlery Rd,
Newbridge, Kildare

Tel: 045 0450609

Email: ksp@o02.ie

Web: www.kildaresp.ie

Kilkenny

Contact: Ms Nicola Keeshan

Address: Kilkenny Recreation and Sports Partnership,
Desart Hall, New Street, Kilkenny

Tel: 056 7720870

Fax: 056 7752385

Email: krsp@eircom.net

Laois

Contact: Ms Caroline Feehan

Address: Laois Sports Partnership, Portlaoise Leisure
Centre, Moneyballytyrrell, Portlaoise, Co. Laois

Tel: 057 8671248

Fax: 0502 71253

Email: info@laoissports.ie

Web: www.laoissports.ie

Leitrim

Contact: Ms. Nollaig Whyte

Address: Leitrim Local Sports Partnership, Leitrim
County Council, Aras an Chontae, Carrick on Shan-
non, Leitrim

Tel: 071 9620005

Email: nwhyte@leitrimcoco.ie

Web: wwww.leitrimcoco.ie

Limerick City

Contact: Ms. Elaine Barry

Address: Limerick City Sports Partnership, 2 Church
St., St John’s Square, Sexton St, Limerick City

Tel: 061 468542

Fax: 061 468969

Email: info@limerickcitysports.ie

Web: www.limerickcitysports.ie

Limerick County

Contact: Mr Phelim Macken

Address: County Limerick Sports Partnership, County
Hall, Dooradoyle, Limerick.
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Tel: 061 496463 or 061 496428
Fax: 061 496011

Email: infosports@limerickcoco.ie
Web: www.cllsp.ie

Longford

Contact: Ms Siobhan McGuinness

Address: Longford Local Sports Partnership, Aras an
Chontae, Great Water Street, Longford

Tel: 04333 43307

Fax: 04333 41233

Email: smcguinness@longfordcoco.ie

Louth

Contact: Ms. Mary Browne

Address: Louth Sports Partnership, Louth County
Council, County Hall, Millennium Centre, Dundalk,
Louth

Tel: 042 9324356

Email: mary.browne@Ilouthcoco.ie

Web: www.louthlsp.ie

Mayo

Contact: Mr. Charlie Lambert

Address: Mayo Sports Partnership, Community & En-
terprise Office, Mayo County Council, Cedar Building
(2nd Floor), Moneen, Castlebar, Mayo

Tel: 094 9047256

Email: clambert@mayococo.ie

Web: www.mayosports.ie

Meath

Contact: Ms. Mary Murphy

Address: Meath Sports Partnership, Enterprise Cen-
tre, Trim Road, Navan, Meath

Tel: 046 9067337

Fax: 046 9021463

Email: misp@meathcoco.ie

Web: www.meathlocalsportspartnership.ie

Monaghan

Contact: Ms Michelle Murphy

Address: Monaghan Local Sports Partnership, Bal-
lybay Town Council Office, Main Street, Ballybay, Co.
Monaghan

Tel: 042 9755126

Email: mmurphy@monaghancoco.ie

Web: www.monaghansports.ie

North Tipperary

Contact: Ms. Elaine Cullinan

Address: North Tipperary Sports Partnership, North
Tipperary Lifelong Learning Service, Martyrs Road,
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Nenagh, Tipperary
Tel: 067 43604

Fax: 067 46025
Email: info@ntsp.ie
Web: www.ntsp.ie

Offaly

Contact: Mr Eamonn Henry

Address: Offaly Local Sports Partnership, c¢/o Commu-
nity and Enterprise Secetion, Offaly County Council,
Aras an Chontae, Charleville Road, Tullamore, Offaly
Tel: 057 93 46829

Email: ehenry@offalycoco.ie

Web: www.offalysports.ie

Roscommon

Contact: Mr. Noel Feeley

Address: Roscommon Sports Partnership, c/o VEC
Offices, Lanesboro Street, Roscommon

Tel: 090 66 30853

Fax: 090 66 30857

Email: info@rosactive.org

Web: www.rosactive.org

Sligo

Contact: Ms. Deirdre Lavin

Address: Sligo Sport & Recreation, c/o VEC Offices,
Riverside, Sligo

Tel: 071 9161511

Fax: 071 9143093

Email: info@sligosportandrecreation.ie

Web: www.sligosportandrecreation.ie

South County Dublin

Contact: Mr. Thomas McDermott

Address: South County Dublin Sports Partnership,
South Dublin County Council, County Hall, Tallaght,
Dublin 24

Tel: 01 4149000

Fax: 01 4149106

Email: thomasmcdermott@SDUBLINCOCO.ie

Web: www.sdcsp.ie

South Tipperary

Contact: Mr. Ciaran O hlarnain

Address: South Tipperary Sports Partnership, Civic
Offices, Cashel, Tipperary

Tel: 062 64737

Email: cohiarnain@stsp.ie

Web: www.stsp.ie

Waterford

Contact: Ms Rosarie Kealy

Address: Waterford Sports Partnership, Civic Offices,
Dungarvan, Waterford

Tel: 058 21192

Fax: 058 23110

Email: info@waterfordsportspartnership.ie

Web: www.waterfordsportspartnership.ie

Westmeath

Contact: Mr. David Scally

Address: Westmeath Sports Partnership, c/o VEC Of-
fices, Marlinstown Office Park, Mullingar, Westmeath
Tel: 044 93 90208 / 93 95980

Email: westmeathsportspartnership@westmeathvec.
ie

Web: www.westmeathsports.ie

Wexford

Contact: Ms. Fran Ronan

Address: Community and Enterprise, County Hall,
Wexford

Tel: 053-9176688

Fax: 053-9122316

E-mail: fran.ronan@wexfordcoco.ie

Web: www.wexford.ie

Wicklow

Contact: Ms. Tracy Bunyan

Address: Wicklow Local Sports Partnership, Shoreline
Leisure Centre, Mill Rd, Greystones, Wicklow

Tel: 01 2878184

Fax: 01 2878252

Email: TBunyan@wicklowcoco.ie
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11.3 Volunteering Ireland
Valuing Volunteering... Be inVOLved - Join Today!

Volunteering Ireland has promoted, supported and facilitated voluntary action in Ireland since 1997. They
were Ireland’s first Volunteer Centre.

Mission

Volunteering Ireland promotes high quality voluntary activity, by encouraging organisations which involve vol-
unteers to adopt good policy and practice, and by acting as a link between such organisations and individuals
who wish to undertake meaningful voluntary work.

Aims

¢ To promote volunteering to the general public, the media and policy-makers

e To support organisations wishing to implement good practice in their involvement of volunteers

e To match individuals who wish to volunteer with organisations which offer suitable volunteering
opportunities

Ethos

Volunteering Ireland is a professional and efficient not-for-profit organisation; independent, non-party po-
litical and non-sectarian. The organisation are people-centred and inclusive, responsive both to the needs
of those who volunteer and those who work with volunteers. They are outward-looking, seeking to work
collaboratively with people and organisations from all sectors of the community. Their activities are socially
and environmentally responsible. They are flexible and they evaluate their operations on an ongoing basis to
respond to the changing environment in which they operate.

Benefits of Membership

¢ Discounts on training courses, conferences, workshops, publications, advertising

e Priority access to their placement, training and information services

¢ Volunteering Matters monthly e-newsletter, free placement of information on your organisation in the
e-newsletter

e Voting Rights at general meetings

e Right to stand for election of the Board of Directors

¢ Right to advertise your membership of Volunteering Ireland

¢ Knowledge that Volunteering Ireland is working on your behalf to improve the status and conditions of
volunteering in Ireland

For further information on Volunteering Ireland please contact:

Volunteering Ireland

Coleraine House

Coleraine Street

Dublin 7

Telephone: (+353 1) 872 2622
Facsimile: (+353 1) 872 2623
Email: info@volunteeringireland.ie
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Opening Hours

Monday to Friday 09:00 to 13:00 and 14:00 to 17:00
Closed weekends and Bank / Public Holidays

11.4 Boardmatch

What Is It?

Boardmatch Ireland is the unique new and free service that matches nonprofit boards with skilled and experi-
enced volunteers.

Overview

Boardmatch Ireland was established in 2005 and aims to support the development of the voluntary and com-
munity sector (the nonprofit sector) by strengthening boards and management committees. Boardmatch do
this principally through this free web-based matching service, which matches people willing to volunteer their
skills at a board level, with organisations needing additional skills on their boards.

Boardmatch have developed a new volunteering model, to which there are three key pillars:

Candidates: people willing to volunteer their skills, experiences and time to work on a nonprofit Board
Organisations: nonprofit (community and voluntary) organisations who are seeking additional skills at
board level and who will use Boardmatch as one of their board recruitment methods

Businesses: the business and professional sector who see in this new model of volunteering a key leader-
ship development opportunity for their staff, and who will promote nonprofit board membership across
their organisations, particularly at emerging leaders in their businesses, and encourage staff to volunteer
through Boardmatch.

How Boardmatch Works

These three pillars combine in the principal service offered by Boardmatch - a free web-based matching sys-
tem. The matching process is straightforward:

Individuals (candidates) register and create a profile listing their relevant skills and experiences; the par-
ticular areas in which they are interested (e.g. Theatre, Youth, Environment etc.) and the time they have
available per month for voluntary Board work

Nonprofit Organisations register and create a profile describing their organisation and the skills and expe-
riences required for the board positions for which they are recruiting. Matching is initiated by either the
candidate or the organisation, and produces a corresponding shortlist of the organisations or candidates
most closely matching on preferences, skills and time

The matched profiles are viewed online. Where the candidate or organisation sparks interest, initial con-
tact between the organisation and candidate is made via the website, where one invites the other to view
their profile

If the interest is mutual, contact details are exchanged and further contact is arranged by the organisation
and candidate

Candidates and organisations interview each other, and do their required ‘due diligence’. Where there is
mutual agreement, the candidate joins the board of the organisation - much like a job interview process.
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Over 50 matches have been made since the service started in July 2005, with over 400 candidates registered
since then. Some comments from users to date:

“Boardmatch is a fantastic opportunity for those who have always wanted to make a positive contribution in
the voluntary sector but do not know where to start. It really does open up a whole new world”.
- Matched Candidate

“As a small community and voluntary sector organisation, it can be sometimes difficult to find Board mem-
bers with specialist expertise who can add value to your organisation and its activities. That’s where Board-
match came to the rescue. From the time | logged onto the site and registered my organisation details, the
service seemed to operate in a seamless fashion. Within minutes | had details of five suitable candidates to fill
the position of Financial Advisor to our Board. | subsequently met with two of the candidates and invited one
to come on board. The insight and advice that this person brings is invaluable and is already influencing the
strategic direction of the organisation. | cannot recommend the service offered by Boardmatch highly enough
and | will continue to use them for future Board vacancies.”

- BOND, Dublin

If you are interested, register with Boardmatch, either as an Organisation seeking additional skills at Board
level, or as a Candidate willing to volunteer your skills to a Board. If you are a business or professional as-
sociation, Boardmatch would be very interested in talking with you about integrating Boardmatch into your
leadership development processes. Contact Boardmatch if you would like any further information at
info@boardmatchireland.ie

Contact Details

Boardmatch Ireland

35 Exchequer St

Dublin 2

Ireland

t: +353-1-6715005

e: info@boardmatchireland.ie

11.5 Age & Opportunity

The Go for Life Programme aims to increase participation among older people in recreational sport activities.

The Programme is administered by Age and Opportunity, and overseen by a Steering Group comprising repre-
sentatives of the Irish Sports Council, Age and Opportunity, the Federation of Active Retirement Associations,

the Irish Senior Citizens Parliament and the National Council on Ageing and Older People.

In 2008, the Irish Sports Council provided €700,000 under the Programme. Over 700 groups nationwide
shared an allocation of €350,000 under phase seven of the Go for Life National Grant Scheme for Sport and
Physical Activity for Older People. The national grant scheme is just one element of the Go for Life pro-
gramme and complements the other main strands in the programme - the Active Living programme and the
Sports Participation programme.

For further details please visit the Go for Life website or contact them directly at Telephone: 01-805-7733,
Email: gfl@mie.ie or Website: http://ageandopportunity.ie/go-life
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11.6 Acknowledgements

The Irish Sports Council would sincerely like to thank all of the contributors who have donated their resources
and information to help in the creation of this Support Kit. Your input has been extremely helpful in contribut-
ing to this document. Special mention must go the all National Governing Bodies of Sport and Local Sports
Partnerships in Ireland who have generously shared examples of their work for others to see and learn from.

We hope that sportspeople all over Ireland will benefit from the information contained within this Support
Kit. With your help, you have contributed to the improvement of sport in Ireland. Thank you all very much.

11.7 Disclaimer

This draft has been provided as guidance material only and is not to be viewed as a required framework but
rather a guidance document to assist applicants in the development of their own Policy and Operating Proce-
dures Manual. As this draft is a generic template, it cannot be considered specific to your organisation. It is
therefore the responsibility of your organisation to adapt this document accordingly.

The Irish Sports Council (ISC), its officers, members and employees accept no liability whatsoever for the
contents of and/or information contained in this draft and/or any action taken as a result of the contents of
this draft. Please note that the ISC is not supplying this guidance providing professional advice or guidance on
any specific matter and no legal relationship is hereby created. Applicants should take specific advice when
dealing with specific issues and consult their own advisors in this regard as and when they deem it to be nec-
essary.
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