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This book has been designed for the
volunteers of local sports clubs. It has been
written assuming the reader has little or no
knowledge and each topic will begin by
reviewing fundamental concepts and then
progressively will introduce more complex
strategies.

This ebook is all about using different
communication methods to create great
relationships in order to help your club reach
its goals and objectives. We hope you enjoy
the journey as much as we enjoyed bringing
it to you.

Introducing
Sports Community

Sports Community is an organisation
dedicated to helping grassroots sports
clubs succeed. We have developed a
range of tools which help volunteers to
successfully undertake their role within
their club in a way that is fun and
enjoyable.

Website

'The Sports Community website (www.
sportscommunity.com.au) is a free website
with extensive information required by
clubs and their volunteers. 'The site contains
extensive information; over 80 fundraising
procedures, all open grants and hundreds
of free procedures, articles and templates
containing information for club volunteers
on everything from running an AGM to
developing strategic plans. Each procedure
has been written assuming the volunteer has
been delegated the task and they have no
knowledge about their assigned task.

Radio Show and Podcast

Each week Sports Community produces
a radio show/podcast aimed directly at the
volunteers of local clubs. Each week we
interview a guest on a topic relevant to local
clubs and their volunteers. The podcasts are
extremely popular and past episodes can be
downloaded from the Sports Community
website at www.sportscommunity.com.au/

podcasts/

Training

Complementing the Sports Community
website is a comprehensive range of training
sessions for club volunteers covering topics
such as strategic planning, compliance and
risk management, financial management,
building a quality club culture, participation
strategies, marketing and social media and
of course maximising clubs fundraising
opportunities. You can read more about our
training sessions and when they are being
held by clicking http://sportscommunity.

com.au/services/upcoming/

Email Newsletters

Each fortnight we publish an email newsletter
designed to keep club volunteers up to date
with the latest grants, fundraising, social
media and all other information volunteers
need to know. If you would like to receive
your copy of the newsletter you can subscribe
at  http://sportscommunity.com.au/email-
newsletter/

Social Media

Sports Community is also very active on
social media, especially Facebook and Twitter.
So join the conversation by liking us on
Facebook or following us on Twitter.

Follow us 0N
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Introduction
Objectives of this eBook

At the completion of this
book, you will have an
understanding of:

» The building blocks that underpin
a {)owerful communication strategy,
including the importance of databases

» 'The different types of communication
» 'The different types of social media

» How each method can be used
differently to help you achieve your
Club’s objectives

» Illustrations and examples of different
communication strategies being used by
clubs and sports

SPORTS
COMMUNITY

“At the completion of
this ebook, you will
be able to develop

a Communications
Plan using the most
effective options in
order to achieve your
Club’s objectives.”

www.sportscommunity.com.au

Click here to subscribe to our weekly podcasts
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CHAPTER 1

Why Should Clubs
Communicate?

It seems a simple question, but why should
clubs spend a second of their most scarce
resource, volunteers’ time, on this task we call
communication?

Often the answer is to inform players and
members about what is going on at the club
or changes to schedules. Communication can
be a much more powerful tool and is rarely

utilised by clubs to its full potential.

Rather than simply using communication
to inform people around your club about
what is going on, we should start to think of
communication as a way to form, develop and
maintain strong relationships with those who

can help achieve club goals.

For example, in terms
of fundraising:

Imagine for a moment you are walking down
the street and a person comes up to you and

asks for $100.00. What do you say?

Well you may ask why but what you are most
likely thinking is ‘not a chance’ while looking

fOI' away to €scape the conversation.

Now imagine if your best friend walked up to
you and asked for $100.00. Would you give
it to them?

You are probably
a lot more likely to
give it to your best
friend rather than the
complete stranger
walking up to you in
the street.

Why? Because you
have a relationship
with your best friend
and know a lot about
that person already.

Conversely, you know absolutely nothing
about the stranger in the street, so have very
little trust in that person, regardless of their
actual credibility.

'The same concept applies to those that local
sports clubs approach, whether to be involved
as a player, competitor or participant, a
volunteer, a sponsor, to come to an event, buy
a raffle ticket or even come to watch a game.
From our perspective, in terms of sports clubs
anyone who participates or supports the club
is considered a ‘stakeholder’. 'This includes
among many others; the council, players,
sponsors, your community, suppliers, past
players, supporters, the media and your venue.
We will be referring to these stakeholders
throughout the ebook.

'These people and groups are much more likely
to accept your Club’s invitation if they already
have a relationship with the club or those
within it.

So, if we agree that strong relationships are the
key to clubs achieving their objectives, then to
create and grow these relationships we need
good quality, consistent communication. It
is the positive communication, formal and
informal, structured and unstructured, planned
and unplanned between the club and its
community that forms strong bonds between
stakeholders and your club. When people feel
they belong and are a part of something, in
this case your club, they are much more likely
to assist and support it if they can.

Put simply,

good quality
communication
helps us to form
and maintain the
relationships we
need, in order to
assist our club to
achieve its goals.
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The Power of P | Abraham Maslow was an American
Psychologist who ranked human needs

Sense Of Belongl n g into a five level hierarchy. This started with

physiological needs such as breathing, food
AIthough_thiS_ is an ebook about and water as its base, safety and security
Communication Strategies, let us needs as the next level and then the third
delve for just a minute into a little most basic of human needs was the need ‘to

psychology. be loved and belong’. (M, 1943). Maslow
first released his research in 1943 and his
philosophies have stood the test of time.

(M, 1943).

Local sports clubs have the opportunity to create a real sense of belonging between itself and its
community. Creating and maintaining relationships where people feel as though they belong to

the club is very powerful.

Relationships grow and evolve over time. Initially your club will start relationships with people
when they first come in contact with your club. Over time, with good consistent communication,
the club can develop these relationships to a point where each individual starts to develop a real
sense of belonging to your club. It is people who have a real sense of belonging to your club that
are more likely to assist it to achieve its goals than general supporters or community members.

From a club perspective, when the club asks for assistance the person is much more likely to
provide it and from an individual’s perspective, the club is fulfilling a core need for that person.

SPORTS
COMMUNITY www.sportscommunity.com.au

Abraham Maslow’s Five Level Hierarchy of
Human Needs. (IM, 1943)

Click here to enrol in our online training course
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CHAPTER 2

Linking your
Communication Strategy
to Club Goals
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The Power of Club Goals

Before we think about communication,
we need to think about what we are try-
ing to achieve. The message your club
will be communicating will be different
depending on the objective. For exam-
ple, whether your club’s goal is to recruit
new players or to raise funds for new
equipment.

www.sportscommunity.com.au

Not all clubs have the same objectives.
Common club objectives may be:

» Increase overall membership numbers

» Have more than 50% of teams in the finals

» Have at least 10 players make representative
teams

» Have all coaches accredited

» Increase the amount of girl and women
members

» Increase spectator numbers
» Increase sponsorship revenue

This is a short list of possible objectives,
although your club may be working towards

many others.

I

Click here to join us on

Not all clubs are the
same. Some clubs

may be focused on

elite competition and
developing talent while
others are community
based clubs, focused on
participation. Some clubs
operate in an environment
where they have
predominantly male or
female participants, while
others have a mixture of
both. Some clubs may
only have senior teams
while others have a strong
emphasis on juniors. As
you can see, clubs are
diverse and therefore not
all club objectives will be
the same.

f SPORTS
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Itisideal that you understand your club’s
objectives for the year before committing
to developing a Communications Plan.
'Those involved in developing this plan
should also be fully aware of these
objectives, as this will dictate what you

will be saying and to whom.

SPORTS
COMMUNITY

If your club does not
have clearly defined
goals and objectives,
take a couple of
minutes to complete
the Sports Community
Strategic Planning
Questionnaire which
can be downloaded
from our website:

www.sportscommunity.com.au

The Strategic Planning
Questionnaire will
help you to quickly
create club objectives

which will make

it much easier to
create an effective
Communications Plan.
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Notclearlydefiningand communicating
your Club’s objectives can lead to the
wasting of a lot of time and effort. You
may develop ineffective marketing
which can result in communicating
to the wrong audience and therefore
making it harder to achieve the
desired results. Alternatively, a strong
understanding ensures that you will
focus your communications efforts,
maximising the benefits to your club.

Jasics
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'This type of planning is essential for clubs to
understand the communication tasks required
to achieve their objectives. So often we see
clubs under estimate the time and resources it
takes to effectively communicate.

'The Communications Plan can take many
formats and can be prepared according
to many different templates, but typically

outlines the following:

SPORTS
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Understanding Your

Communication Plan

A Communications Plan for your club
is a plan that outlines how the club will
communicate with its different audiences
in order to achieve its objectives.

This plan is typically developed by the
committee or members of the committee at
the beginning of each season, after the club
has decided on its targets and objectives
for the year. It is a document that provides
focus because it should clearly articulate club
objectives and how they will be reached, as
well as who will be responsible for each task.

» Fach club objective

» The tasks - this also usually includes
wording on how the objective will be
reached, including tools, tactics and
strategies

» Individuals who will be responsible for

completing each task

» Start and completion date

www.sportscommunity.com.au

XYZ Football Club’s Communications Plan

-4 SPORTS
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DELIVERING CLUB OBJECTIVES

Who are the key stakeholders who can assist
your club to successfully undertake this
objective?

1. Local Secondary Schools

2. PE Teachers

3. Current members (to refer new members)
4.

What are the risks associated with this
objective?

1. Schools don't support us

2. Can't attract coaches

3. Can't attract enough players

4. Can't locate a venue at which to play or
train

How would you define success of this objective
after:

6 months - have enough girls actively training
to form a team

12 months - successfully complete a season
18 months - 80% of girls stay at the club the
following year and recruit enough girls for a
second season

24 months - Formalised recruitment pathways

Define your club objective

Attract at least |5 junior girls to form a team to

complete in the Under 16’5 girls competition by 15 September.

What are the key tasks to achieve this objective?
Task
Recruitment of players

Identify co-ordinator responsible for recruiting players

Contact the 3 local secondary schools to talk to the PE teacher
about linking in with students (ideally run a coaching clinic)
Organise 3 people to run clinics at each secondary college

Plan the format of the clinic and train the "coaches" to maximise

value and fun to participants
Create a flyer and an expression of interest form to be handed

out at the clinics

Run clinics at the schools for girls

Create article to appear in each school newsletter

Ensure articles appears in each school newsletter

Send emall to girls who have expressed an interest in playing

confirming training times and encouraging them to attend
Speak to the club's existing players and ask them to invite at

least one new Under |6 girl to training
Telephone girls who expressed interest but did not attend first

two training sessions
Promote the team heavily on club's social media and emall

newsletters

Creating the team
Recruit coaches and team manager of the new team
Train coaches about the club and the committee’s expectations

for the new team
Schedule training venue, days and times

Ensure the coach has all the equipment required

Commence training

Formally register the team to compete in the competition
Register players and ensure they all become club members
Organise team uniforms and hats

Create a Welcome pack for players and parents inducting them
into the club and its expectations.

created between secondary colleges and the Circulate fixture to players, coaches and parents

club
30 months -

www.sportscommunity.com.au

Person Responsible

Club President
Co-ordinator
Co-ordinator

Club coach

Paula

Paula
Co-ordinator

Co-ordinator
Club President

Co-ordinator

Paula

Co-ordinator
Club President

Co-ordinator
Co-ordinator
Team Coach
Co-ordinator

Sammi
Paula

Co-ordinator

W @sportsclubinfo

Click here to join us on YOlI TUhe

Due Date

30/6
15/7
30/07
30/07

10/08

15/08
30/07
15/08

20/08
20/08
20/0&

Commence
30/07

30/07
15/07

30/07
15/08
01/09
01/09
25/09
10/09
30/08

20/09

SPORTS
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CHAPTER 3

Understanding Your
Club’s Audience

Now that we have clearly defined the
objectives of both your club, and its
Communications Plan, we need to
think about exactly who we want to
communicate with. Who is going to
help us achieve our club’s objectives?

Typically clubs communicate very well
with their current players, competitors,
members, supporters and sponsors. Few
clubs understand exactly who their key

stakeholders are, how they like to be

communicated with and how often.

SPORTS
COMMUNITY

Most clubs focus their communication efforts
on its current players supporters and members.

As you can see from our diagram Your Club’s
Audience’ on the opposite page, although not
to scale, there are many more people outside
the white circle who can help your club
achieve its goals.

www.sportscommunity.com.au

MEMBERS + = GOVERNMENT,
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GOVERNMENT
SPONSORS PAST PLAYERS

SUPPLIERS LOCAL COMMUNITY
WIDER COMMUNITY
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Who to
Communicate With

As we have identified, a Club’s audience is
much bigger than just current players and
members. A club’s audience also includes the
wider community as key stakeholders. This is
information to keep in mind when developing
your Communications Plan, especially if
like many clubs, your club has a variety of
objectives such as attracting participants or

raising funds.

Our diagram on the following page shows
the huge number of stakeholders your club
may have. It may not cover all your clubs
particular stakeholders but certainly includes
enough to get us thinking. You will need to
communicate differently with each group and
depending on your club objectives, build and
maintain these relationships differently.

Each of the groups may also be broken down
further. For instance, if we look at the first
group, Government, you may wish to form
relationships with:

> Your local federal minister
> Your local state minister

> Your local councillors

SPORTS
COMMUNITY

Club Stakeholders

Peak Body

Compliance

While at a local council level you may also
wish to build relationships with the Major
and CEO as well as the Council’s Sport and

Recreation team.

Federations
Associations

Organisations

State Sports
Organisations

Local

Organisations
(RSL etc.)

Agencies SChooS

National

Sports Neighbours

Residents

Local
Business

Traditional
Digital
Social

Members Past
& Present
Players
Past Players
Staff

Volunteers

Spectators

Opposition
Co-tennants

Food
Alcohol
I.T.
Facilities
Medical
Equipment

m Development

Academies
Rep Sides
Elite Clubs

Insurance
Licensing
Working
With
Children

Family
& Friends

Typically clubs form relationships with the
various levels of government so they can get
or continue to get access to suitable facilities
as well as raise funds through grants.

@ SPORTS
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Communicating With
Future Stakeholders

As we have already acknowledged, clubs

generally communicate well with their
existing stakeholders.

What the Research Tells Us:

In 2012 the Australian Sports
Commission engaged GfK Blue Moon
to undertake a major research study
which “sought to uncover, explore,
identify and articulate the different
motivations, attitudes, needs and
barriers that influence people’s decisions
and behaviours in relation to sport and,
in particular, participation in club-

based sport” (GfK Blue Moon,

2013)

SPORTS
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Why Consider Future Stakeholders?
Over the years, The Australian Sports
Commission has allocated considerable
resources into looking at people’s
involvement in sport. Reviewing and
understanding these reports has given us
extremely helpful information that we can
now use when putting together plans to
achieve objectives. In this section we will
be looking at some of these findings and
how they apply to grassroots sport.

In 2013 the Australian Sports

Commission released two reports titled:

» Market ~ Segmentation  for  sport
participation: Adults (14 — 65)

» Market Segmentation  for sport
participation: Children (aged 5 -13)

For more detailed information about
the Market Segmentation research,
please visit; http://www.ausport.gov.au/
information/nsr/market_segmentation.

www.sportscommunity.com.au

©

After spending many hours reading and
analysing the 411 pages of the two reports we
realised that this research may very well be the
most important and influential information
ever gathered in Australia from a grassroots
sports perspective.

'The Sports Commission research identified
that there are over 3,800,000 people over the
age of 14 and 1,100,000 children under the
age of 14 who were currently not members of
sport clubs but expressed interest in joining
one to do physical activity or sport (GfK Blue
Moon, 2013).

From a club perspective, this means that 25%
of the Australian population between the ages
of 5 — 65 are interested in joining a sports

club (GfK Blue Moon, 2013).

Put another way, the next time you walk
down the main street of your town or suburb,
theoretically 1 in every 4 people you pass
are a prospective player, volunteer, supporter,
sponsor or member of your club.

A little later in this chapter we will look at the
reasons and barriers identified by the Market
Segmentation research that stop people
joining clubs, but quoting from the report
“A lack of information was also a barrier to
participation with nearly one in five agreeing
they would get involved or do more sport but
don't know how to go about it” (GIK Blue
Moon, 2013).

Click here to subscribe to our email newsletter |Z

'This report is really saying that generally, the
community has little understanding of what
clubs have to offer. The research shows that
it is critical for clubs, when preparing their
Communications Plan, to do a much more
effective job of telling the community who
they are and what they have to offer.

Take a minute to think about the experience
of new participants trying to contact your

club:

> Does your website have up to date information
about the different activities offered by your club?

> Is there a contact person, including their name,
their number and email address?

> If a new participant calls will there be an answer
or an answering machine to leave a message?

Many people try to contact
clubs but are physically
unable to. Ensuring your
club is easily contactable
and this information is
readily available increases
the likelihood that potential
new participants will make
contact with your club.
This in turn will increase
participation numbers and
help your club to reach

its objectives.

SPORTS
COMMUNITY
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Why We Join Clubs

Before we go any further into
developing a Communications Plan it
is worthwhile to take a few minutes to
review what the Market Segmentation
research (referenced in the previous
section) identified as why people join
clubs and the barriers that stop people.

We spoke earlier in the ebook about
Maslow's Hierarchy of Human needs
and the absolute human need for
belonging. The Market Segmentation
research has found results that re-
enforced Maslow’s position as it sought
to identify the reasons people join clubs.

The Market Segmentation research
identified there were both practical and
emotional reasons people join clubs

(GfK Blue Moon, 2013).

SPORTS
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The practical reasons people joined clubs
included:

» To get exercise and to stay fit and healthy
» To participate in a given sport
» To improve their skill at that sport

» 'To enjoy access to facilities, equipment and
coaching

» To compete in organised competitions with

like-minded people

The emotional reasons people joined clubs
included:

» A strong sense of personal pride
» 'The desire to feel included in the community
» 'To feel a sense of belonging

» The opportunity to socialise and make
friends or partnerships

» General enjoyment and fun

» A sense of achievement (be it competition
and winning, or personal improvement
over time)

www.sportscommunity.com.au

Now let us turn our attention to why people

did NOT join clubs.

'The practical reasons people didn't join clubs
included:

» A lack of time
» Inflexibility of club schedules or fixtures

» A lack of information about participation
options

» Feeling embarrassed or self-conscious about
their level of skill or fitness level

» Financial restrictions

» Competition from non-sports related
options

» Religious or cultural reasons

» Attitudes of clubs that lead to preferential
treatment of some members

» Funnelling resources to the most talented
and dedicated at the expense of the wider
membership base

. . . . X
Click here to enrol in our online training course e

The reason we have
taken the time to
look in depth at

the reasons why
people do and don’t
join clubs is that

one of the major
barriers for potential
members is a lack

of information. The
Market Segmentation
Research gives us

a lot of valuable
information about
the changes we may
need to make in our
club’s communication
so as to maximise
participation.
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Most clubs quite effectively manage the data or information about their current members, players
and coaches but there is a vast amount of other information that clubs should be collecting and
often dont, including:

> Past player contact details and playing history

> Detailed information about sponsors, including their contact details, type of sponsorship purchased and other

information specific to each sponsor
c HA PTE R 4 > Supplier details including contact details, terms and conditions and any contracts in place

> Listing of all media contacts including contact details, how to submit stories and publication deadlines

The Power Of > Government contact and government agency details relating to all levels of government and the different
I f t- functions within each level (e.g. at local council level yo 31 u have your Sport and Recreation Team liaison and
nrormatcion should also have information relating to the Mayor and other Councillors)
> Peak Sporting Body contact details and any contracts
> Historical competition results and player statistics

> Distribution lists for club newsletters

wesll

m‘l‘lh—ad

w even ipacts
less ™lives dal:a

E : : ; _
MW scsnomec m,q, e mki gg ]SOCI&| 2 information that is either collected, also includes information such as:
» ==ffe 2 mau human

“» change . u

ical work 3IIT1 acbo intai i » Pictures, photos and images
bechnologyz s «world:NPacy maintained and turned into content, p g

things mmmunmmnlnformablon or knowledge and facts. Unfortunately » Audio, including interviews
lineio: though, few clubs take the time to

e Data has many scientific definitions. It is very impprtant to unde}rstand that club To collate th is data
g%ﬁ;, %?.‘”J'“‘*?" il However for clubs, it is simply the data is not simply written information but and to be able to use

the information we
must look at creating
databases.

§§

:
educablon

» Film and videos of competitions and
interviews

collect and maintain their critical club
information and consequentially it
remains uncollected and unutilised.

» Copies of newspaper articles
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What is a Database?

Databases are simply the places that club information is stored. They are a simple tool used to
collect, organise and maintain data so that it can be used by your club, be easily accessed by anyone
at the club and passed on to other people, organisations or software programs.

Databases can be as uncomplicated as a piece of paper with information recorded on it, to an excel
spreadsheet, multi-faceted accounting software or content management systems (CMS).

Databases and the tools that manage them can be split into 5 when it comes to their use at clubs.
1. Spreadsheets

2. Finance and Accounting systems

3. Registration and Membership databases

4. Content Management Systems
5. Cloud or Virtual databases

SPORTS
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It is very important
that clubs take
ownership of their
club information and
collect and maintain
it in a centralised
club location or
database(s).

It is no longer acceptable for club information
to be stored on the computers, laptops and
phones of the current and past representatives
as this means it is nearly impossible for future
club representatives to access and use the
information. Unfortunately the reality is
that the information is rarely passed on from
person to person over time and what normally
happens is the information is lost when the
person holding the data leaves the club for
whatever reason.

Click here to join us on ’
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Major Database
Types

Spreadsheets

In our experience, Microsoft Excel is by

far the most common database tool used

by clubs. The benefits are; it is easy to use
without a steep learning curve, it is very
customisable, it can produce reports and can
perform complex calculations. Many clubs
use excel spreadsheets to capture name and
address details for membership records and
to form distribution lists.

Finance and Accounting Systems
While the finance and accounting systemisnot
used in creating the Communications Plan, it
is important to understand the significance of
the club’s accounting information. Itis crucial
that clubs set up systems and databases that
allow for each year’s accounting transactions
and reports to be stored and passed from one
treasurer to the next.

Many clubs today are now using online

accounting packages such as MYOB (http://

myob.com.au/). That means the only

information that needs to be passed to the

new treasurer is the log in and password to
the online accounts.

SPORTS
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Registration and Membership
Databases

Most clubs today have access to online
membership systems, usually provided by
their local, state or national association.
While most clubs use these systems well to
store their current members’ registration and
contact details, they can now be set up to
store every contact detail required by a club
including:

> Past players’ contact details
> List of media contacts

> Sponsors contact details

> Contacts at local schools

> Other key stakeholders such as local, state and
tederal ministers

If clubs use their membership systems to store
all contacts, information will not be lost and
hand over from year to year is easier and only
involves the log in and password.

www.sportscommunity.com.au

Content Management Systems

Content Management Systems or CMS have many definitions but in simple terms, a CMS is
a database that allows users to store all forms of content. This includes written, audio, pictorial
and video data, in one central repository from which the content can be modified, deleted and

published to a wider audience in the form of websites, blogs and social media.

It is important that clubs create an archive which can store and manage their photos and videos.
While clubs may show some photos and videos on their website, it is vital that they create an
archive which can store all historical photos and videos so they can then be used from time to time

in marketing and communications.

Website services such as Photobucket (http://photobucket.com/) and Picasa (http://picasa.google.
com.au/) can become your club’s photo archive, while YouTube (https://www.youtube.com) and
Vimeo (https://vimeo.com/) can do the same for video.

Cloud or Virtual Databases

When the word ‘cloud’is mentioned in relation
to databases, this simply means databases
which are stored on the internet rather than
on a persons computer. Many websites offer
space for clubs to store and manage their data
online such as Google Drive (https://drive.
google.com/), Skydrive (https://onedrive.
live.com/), Mediafire (http://www.mediafire.
com/), Dropbox (https://www.dropbox.com)
and 4Shared  (http://www.4shared.com).
These sites allow club members to transfer
files that are too big for email, such as video, to
and from one another which is a very big plus
for clubs when putting together marketing
campaigns that have a heavy video or pictorial
component.

Click here to join us on YOlI TUhe

SPORTS
COMMUNITY

33


http://gallery.mailchimp.com/f384e90ea0d9dbf8f678f88b9/images/5f18c880-fa41-42ca-a8cb-c2d7fbbadea1.png
https://www.youtube.com/user/oursportscommunity
http://sportscommunity.com.au/resources/3-the-importance-of-databases

34

Protecting Club Information
Backing up your data

It is important in any discussion about
databases to mention the need to ensure that
all of your data is “backed up” or copied and
kept in a separate location incase something
unexpected happens to your club information.

Losing club information can happen. People
move on, equipment crashes, viruses can
infect your computer systems. The risks are
numerous. Backing up your club’s data should
be considered as important as running your
canteen or organising match day.
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COMMUNITY

If your club does not
collect and maintain
its information on

a club computer
system and perform
regular backups then
unfortunately you are
likely, at some stage
in the future, to lose
some or all of your
club information.

'These days it is not a difficult task to back up
your Club’s computers as there are a number
of low cost options available including USB
memory sticks and external hard drives.
There are also a number of virtual or cloud
backup options (For example, Google Drive
(https://drive.google.com/)  or  Skydrive
(https://onedrive.live.com/)) if you don't wish

to purchase extra hardware.

www.sportscommunity.com.au

Privacy, Copyright and Intellectual Property

In general terms:

» Privacy refers to the right of club members to have their personal details which they provide to the
club only used by the club for the purposes for which they were given. To learn more about the Privacy
Act in Australia visit http://www.oaic.gov.au/privacy/privacy-act/the-privacy-act. Clubs should have a
privacy policy so all members know how the club will use and collect their data.

» Copyright refers to the right of the club to protect the content that it creates.
» Intellectual Property is your club’s brand, logos and image.

There are laws that govern how clubs can use data and content so as to not infringe on the rights
of individuals whether they be club members, citizens of the wider community or businesses who
give your club their information in good faith.

For example, your club cannot give out a database of private information about your members to
third parties. In many instances sponsors ask clubs for a copy of their database as a part of their
sponsorship package but clubs must not do this and if the sponsor wishes to send information to
your members you must do this on the sponsor’s behalf.

‘These laws are constantly evolving so Sports
Community advises strongly that your club
seeks advice if ever in any doubt.

For further information contact
your peak sporting body or visit
http://www.oaic.gov.au/.
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CHAPTER S5

Content

The Building Blocks
of Communication

What is Content?

Content is organised information
created to inform, engage, influence
and motivate. It can come in a variety
of types and formats; written, audio,

pictorial, graphical and video and

represents the fundamental building

blocks of any Clubs communication
strategy.
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Understanding the Need for a
Content Strategy

Many sports clubs will create or collect content
for their social media, website, newsletters
and traditional communications in an ad-hoc
and opportunistic manner. In other words,
there is no structure or design behind the
publishing of content. It’s more a case of “ok,
we have been given a photo by the ul0’s coach
so we'll put it on the website.”

Each chapter in this ebook will focus on a
key message or skill development. We will
provide you with a wide variety of tools and
skills which can then be used to create a
communications plan to help support your
club in achieving its objectives.

www.sportscommunity.com.au

Clubs should take a structured approach to
content. Clubs should have processes to collect,
create, store and use regular content to maximise
the interest and quality of its communication. The
more interesting and high quality the information
clubs are sending to their stakeholders, the more
the club is building the sense of belonging and
increasing the likelihood that these people will
assist the club to achieve their objectives in the
long term.
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© Click here to subscribe to our weekly podcasts @ \COMMUNlTY


http://sportscommunity.com.au/podcasts/

38

SPORTS
COMMUNITY

Developing a Content Strategy at
Your Club

Developing a Content Strategy that forms
part of your clubs Communication Plan
simply means creating an organised plan to
create and manage content. The strategy
involves:

> Deciding what content types and formats are
most appropriate to achieve your objectives.

> Deciding how and when to publish on these
content types — Facebook (https://www.facebook.
com), Twitter (https://twitter.com/), YouTube
(https://www.youtube.com) etc.

> Creating a schedule that includes how often to
publish new content - daily, weekly, yearly etc.

> Using tools to measure the effectiveness of the
content in achieving club goals and objectives.

Like any other task around the club it is made
a lot easier when the task is given to someone
with the knowledge, skills and desire to
undertake the task.

Having a position description makes it easier
to recruit volunteers to the role and makes it
easier for them to understand what is expected
of them. Developing a Content Strategy
should form part of this position description.

www.sportscommunity.com.au

Efficient Use of Content

Content is interchangeable which means that
we can use the same piece of content in many
different ways for many different reasons. This
is why it is so important for clubs to focus on
building their content.

For example, at Sports Community, each

week we write a “Top 9 article. 'This article To demonstrate

then becomes a number of different types of

content. this we will use
“The top 9 things

to consider when

thinking of becoming

club president”
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Pictorial

Content can also be pictorial, including
pictures, cartoons, diagrams, banners and
logos. Research has shown that using pictorial
content is a very powerful way to engage
your audience and is why social media tools
that utilise photo content such as Facebook
(https://www.facebook.com/), Instagram
(http://instagram.com/) and  Tumblr
(https://www.tumblr.com/) as well as photo
sharing platforms like Photobucket (http://
photobucket.com/) and Picasa (http://picasa.
google.com.au/) are so popular.

There are endless ways in which clubs can use
pictures. Predominately these will be photos
and can be competition highlights, winners and
placegetters or from events around your club and
include members, volunteers and spectators.

As we have discussed previously, clubs should
keep a database of photos as a library or ‘source
bank’ for social media, website and newsletters.
To increase the quality and number of images
in your library, many clubs are now actively
encouraging members to take photos and submit
them for club use.

Banners and logos are also considered pictorial
content and are typically used on club websites
and social media.
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Audio

Audio is content made up of sounds, most
often music or voice.

An example of audio content includes
interviews recorded on phones or other digital
devices. With the development of smart
phones every person can now easily create
audio recordings which can then be used
on club websites, social media and online
newsletters.

Recently, podcasts have become a popular
form of audio content. A podcast is recorded
content that is broadcast from a website or

blog.

You can also translate written content from
your website, newsletters or social media
into sound using a tool like SoundGecko

(http://soundgecko.com/).

Having audio content as part of your content
mix is important as there are many people in
our community that find reading challenging.

SPORTS
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Here is an example of audio content, in the

form of a podcast:

Video

'This content type revolves around moving
pictures; film, video, flash and animation
are all common examples. Video content is
rapidly growing in popularity because people
are really interested in it and often share it
amongst their friends. With the development
of smart phones, every person can now easily
create video recordings which can then be
used on club websites, social media and online
newsletters.

Video is probably the most powerful way to
engage your existing club audience as well as
your potential club stakeholders.

We will be looking at a number of examples

of videos in our chapter on YouTube later in

this ebook.

www.sportscommunity.com.au

Graphical

Content can also be graphical and may
contain images, colours, shapes and words.
Infographics and Memes are classic
examples of this content type.

wase ﬁmuua Newan ﬂ
..... W ome.andblics.  ose DS W e, AR08

v LS LR | S

Terg ][O0 |  AWAYTEAM | wawmo |
Memes SIS 2l
Memes are a content type that has become ol 5 ¢ | Fart——— i3]
extremely popular of late due to the ease that o = 1:1{%’1\
they can be shared. Memes are generally a L+ ] B 2

combination of a relevant or powerful image
with words incorporated onto the image.
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Different Content Formats

Clubs have the ability to create different
types of content quickly and easily that will
appeal to all parts of their audiences and club
stakeholders, including;

Melbourne \'Il.ﬂl

vethaiivic would like to R ea I Ti me

2 ontent fo Real time is live or streamed content that
1gC 2 C ele — represents events happening at that particular
ape and word ese ' e moment in time. It could be updates from

competitions or social events around the club.
Live updates encourage people to come down
to the club or for those unable to attend, it can
keep them up to date and feeling included.
Again, a really important way to build a sense
of belonging.

Tegan Caldwell (16 from 19), Cath Co

Melbourne Vix
v FULL TIME: @

“4 from the visitors.

Expand

‘These updates may be on television, radio or
online streaming or could be in the form of
online updates using club websites or social
media, most likely Twitter (https://twitter.
com/) or Instagram (http://instagram.
com/#).

Melbourne Vixens ©Meloou
armctmnn 'llall-id -t With 2:30 left in Ehe game. #VIXVMAG

whistle. Vivens trail 40-471

@ SPORTS
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Educational

http://www.warburtonbowls.com.au/customdata/i © = & & || @ Coaching Tips - Warburton... | |

Educational content is information that
facilitates learning about your club, your sport
and your history. It can take any content form
including video, audio or written. It is often
used to induct and introduce people to your
club and sport.

"The Warburton Bowls Club use their videos to
teach and consolidate skills for their bowlers:

fiew Favorites Tools Help x G{lgh v s

Coaching Tips
@ W Tweet <0 | Pinit | 1 ' Membership Day Sunday June 29 at 12noon.

Free BB(Q) with a wine/beer/soft drink, bring
Grip & Bowling Technique 7 Minutes Key Skills for Lawn Bowls your bowls.

Grip Video 1.21 Minutes Pay your membership to go into a raffle. Prize
- your membership fees refunded.

. . . . AGM Sunday June 29 10am. Only financial
Tony Alcock 16 Times World Champion Coaching - 8 Minutes R

Delivery Video 1.5 Minutes

click

Aiming Points 3.05 Minutes Click our Gallery link for our new sponsorship
deal with the Warburton Professional Real
Estate Team.

Common Faults 2.24 Minutes
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A I Historical

Historical content is information around

E events that have happened previously. This
me could include articles, photos and interviews
or footage of teams from the past, past players

M RN I N T N F TB All N ETB or members. This content format is typically
used on “About us” pages to give visitors a

sense of your clubs history and to celebrate
HOME SEASON 2014 THECLUB PHOTO GALLERY  SHOP NEWS SPONSORS LINKS MEMBE the great teams and COITlpCtitOI‘S ofthe past.

www.superpages.com.au

deve

Home : The Club

BOATING DISASTER 1892

120 Year Anniversary 2012 — The Fatefull Football Match of
1892 MORMINGTOMN v MORDIALLOC Football history is made
up of stories of elation, sadness, humour, friendship and
hardship, however there is one particular tragedy in May 1892
that is considered one of the worst boating disasters in Victarian
history. It is certainly the greatest tragedy in football history.

Mornington Football and Netball Club include
an article on their website relating to a football
game from the past between Mornington

and Mordialloc after which 15 club members
drowned in a shipwreck on the way home. A
tragedy but an important part of the club’s
history that engages visitors to the club’s
website.

Mewspapers and magazines of the day contained headline p
stories ofthe Mornington tragedy. On the night of May 21st, 1882, Charles Allchin “Iljaml:aldwell William Coles
fiteen members of the Marnington Football Club returning home .
from a match at Mordialloc were drowned. This was just 4 years
after the formation of the Maornington Football Club. There were
na survivors and anly one body was recovered. At a meeting
during the week before the match, twelve of twenty members of |
the club decided to accept the offer of Charles Hooper to
transport the team to Mordialloc in his 28 feet long fishing boat 5 . _
‘Process’. Hooper was an experienced boatman, well known ,:'EEHE Hoaper .“...i'"ia'ﬂ'1 o Sm‘ ? George Miine
and respected in Mornington. Wt Y

|I"1
l ﬂ A e '
"I- -_ page
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At 1pm on Saturday, May 21, the 'Process’ left the Maornington

~for an uneventful and pleasant 15miles sail to Mordialloc. |
“ales, one ofthe team, helped to pass the time for his m

t~ e b onlavinaoan hie carnat Aurinn the trin Tha

-

\_
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QuestionS/POIIS/TriVia J’ > Eastern Football League: | x&_’ !. i . u ‘ 1

0 }www.efl.urg.au;’iﬂdex.php?id:;,16
This is a content format that is becoming SUBSCRIBETO THE

very popular for clubs to engage with their
SOCIAL MEDIA

community and encourage discussion on EFLFORUM _______ (mews

social media and websites. When people

are engaging with your club it is enhancing Medical Question . Tiisats W Follow
o . . . ue
and strengthening their relationship and [ 14082014 235?;
continuing to build a sense of belonging TheModil ooy 56
. . . . @thneutralcorner

which, as we know;, is vital when looking to

hi 1 b b X . th 1 t USA v NZ T p s e . At 7.13am Tomoz Morn, we chat
achieve club objectives in the long term. ety @fooyEFL with @footyefl's Gemma Lagioia Sprosier
Many clubs, especially professional clubs, are w FoLLow us Aok BN apeitey Tinessholt

sing this content type to drive engagement e i e L e
u i :

RYAN OKEEFE School Girls Team
For example, website polls that compare star kenny powers 11 Retwr COACHING COURSES +
) . [ 14-08-2014 15:52 ] Retweeted h}" EFL

players from different eras. Expand

Clubs can employ this content format in Coaching Positions 2015 - ROAD SAFETY -

questions or polls like “Who should be in the < Tweet to @footyef] %
team of the century?” or using trivia questions -

like: “Who was the club’s first captain?” T EFL POLL
oble Par _ s
L ogels Erep Eaahall Reane Who will take 4th place In the Division 2 'Choose Tap'
[ ) it footyEFL - Like Finals?
. Mooroolbark
Round 17 9,275 peopk ke Eastern Football Leagus.

CIiff Mc Tainshaw

- n.
Twilight game this week

Dirtweater Fox
[ 13-08-2014 07:31 ] H Facebook zacial plugin

L ] Mulgrave

] Waverley Blues

: BER S

Previous Polls

NINE NEWS Ainernsrk

Hurt Qld climber 'fell up to 40 metres'

4X%¢ \VIBROMANIA W, ;r JNR INTERLEAGUE
TIPPING COMP =& SQUADS
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Competitions

https://www.facebook.com/SportsCommunity.cor 2 ~ @ ¢ || | F| SportsCommunity X | |

Competitions are a very successful way oy Favorites Tools Help ' x Google v|#8 sea
to get attention on social media. After all
who doesn't want to win a prize Many
organisations have grown exponentially
simply because they are known as a place you

can go to get “Free stuff”.

SportsCommunity shared a link. Create Page
&-' May 20 - Edited &

Like - Gomment

Clubs can wuse competitions in their ) GOMPETITION TIME! I il
Communications Plan to potentially grow E ‘:m*hinii"mf' _ 2014
thei'r membership numl?ers or attract a bi_ggef e Thanks to Ginger Sport, we are giving away a FREE soccer party for up to 15 2013
au.dlence to their fundraisers. The competition e K]
prizes don't have to be expensive: equipment Founded
or tee shirts and so on, can be enough. A s o PR . _ _ _
great idea is to have sponsors donate prizes B PERRIEAING, QIE AL, Lo To enter, just click the below link and answer the question, "Tell us why your
and to keep competitions small but regular. little one loves to play soccer!” Sponsored I

. .. . LIKED BY THIS PAGE » = SRR G Visit Domain an
Sports Community competition capturing Enquire..

likes and shares on Facebook domain.com.au

“w‘-;{ Volunteering Australia il Like |

.- .‘;‘ml- L.

Looking for your 1

% Victorian Women's Footba... & Like property? Start yo

Font, b1m41 search with Dom:
today!

http:/falg infwBijR:

IR AL

ndoor Sport
Moorabbin Indoor Sports ils Like

[\ /

click

Er o ) - Privacy - Terms - Cookies - Mome ~
Fa rage 2014

WIN a FREE Ginger Sport Soccer Party!
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Forums

tp://www.efl.org.au/index.phplid=988&view=sing O v B & || =2 Eastern Football League: Fo... X | |

Another content format used to generate |, poites Tools Help x Google v |*§ sea

discussion is a forum. Forums are places
AR

online discussions take place where members
can raise topics of interest to be discussed.
'They can be attached to club websites and

mac%,e available to club members only or EFL Forum

alternatively to the general public. Forums Login Here to post on the Forum
help to create engagement and a sense of
belonging. Forums do need to be continually -
moderated and closely monitored to avoid |, Search (1 Users

being overrun by those who may not
communicate appropriately. @ watch conference
e

'The Eastern Football League use a Forum on
their website,

All Categories > Eastern Football League > EFL Forum

Total Threads: 8231 - Pages (275): [1]12 3 4 ... 275

EFL Forum

Jul 02 2014, 08:46 PM

a Bernard who? 1 Peter MOODY  posted 2 hrs ago
By: THE LAWMAN

Jul 02 2014, 04:39 PM

a Transfers 34 Graham McCallum posted 6 hrs ago |
By: RICHO MAN

Jul 02 2014, 04:05 PM

a Radio Game Graham McCallum posted 7 hrs ago
By: DENISE ZINGHINI

click
% Jul 02 2014, 11:46 AM
- Rockliff v Boomer andrew wright posted 11 hrs ago
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Logos, Banners, Adverts and
Posters

Logos, banners, adverts and posters can be
used to raise public awareness of club events
or events that affect the club. Nowadays it is
very cheap to run a campaign on Facebook,
for example, to promote your club or your
club events, using these content formats.

CRICKET
AUSTRALIA LIVE APP

LIVE SCORES AND
LATEST NEWS5

EVERY BALL.
EVERYWHERE.

www.sportscommunity.com.au

Content and the Law

What Can You Publish and What Must You
Avoid?

'The law around data and content as it relates
to clubs is an ever-changing landscape and
while we provide useful links to learn more,
it is our strong recommendation that clubs
consult legal counsel should they have any
queries on how they should handle data or
content.

There are obvious areas to avoid when
publishing  content:  profanity, nudity,
racial vilifications, harassment or bullying,
defamatory statements and cultural or
religious insensitivity. There are also questions
of privacy, copyright and intellectual property

to consider.

Click here to join us on

\8)
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CHAPTER 6

Communication Tools
and Strategies

In order to affect behaviour, individuals need
to be exposed to a message multiple times
and across different mediums. In marketin
this is referred to as ‘Effective Frequency’.
There are a many marketing studies that
discuss how many times a message needs to
be communicated, with differing opinions
(Bennett, 2014). Some suggest three times
while others even suggest up to 20, although all
agree that repetition was considered necessary
(Bennett, 2014). Using different forms of
media to communicate your club’s message
will help to ensure it effects the behaviour
of your members and stakeholders and in
turn will help your club to achieve its
goals.
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Traditional media
Word of Mouth

Before we start to look at the perceived
‘coolest and latest’ social media options and
strategies, let’s take a minute to look at how
we can use ‘word of mouth’ communication
strategies to achieve our goals.

Why do we start any discussion about
communication with word of mouth? Simply
because in our experience, it is still the best
form of communication available to help
clubs achieve their strategic objectives.

www.sportscommunity.com.au

©

So what is ‘word of mouth’ and why
is it so powerful?

Word of mouth communication is simply
one person talking to another person (or
group of people) about a given topic. In
a sporting context it could be about a new
piece of equipment they have used or a
new running track they lzave just found.

Click here to subscribe to our weekly podcasts :

Word of mouth communication can be
extremely powerful in influencing people’s
behaviour for two reasons:

Firstly because the person ‘telling the story’

usually has credibility in the eyes of those
hearing the information. This is due to the
listener trusting the opinion of the person
telling the story. This relationship may have
developed a number of ways:

>'The relationship may be personal.

>'The listener may have developed trust in this
person through the media or their role within
sport.

>'The person may have actually tried the new
equipment or running track and therefore has an
informed opinion on the topic.

Secondly, word of mouth communication
is a targeted form of communication which
reaches a very specific audience. For example
the person who tried the new piece of sporting
equipment is generally only going to raise the
topic with people who have an interest in that
sport. Likewise they may not tell a person
who does not run and who most likely has
no intention of running about a new running
track.

@ SPORTS
COMMUNITY
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So from a club perspective, who is likely to
talk about your club and spread the messages
you want out into the community? As we
have seen previously, the groups and numbers
of people that may be willing and able to talk
about your club and spread your message are
potentially massive.

Of course it is your current players, members,
supporters, spectators and sponsors (just
to name a few groups of people) who will
talk about your club. There are many other
stakeholders, including past members, who
are often equally as likely and willing to spread

the word about your club.

There are no better
people than those who
are, or were, actively
involved with your club
to spread the word about
your club. Nobody is
going to speak more
passionately and with
more credibility about
your messages than
those who have been
involved in your club.
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For these people some of the best experiences
of their life happened at your club. They may

have:

» Met their partner, wife or husband
» Met their best mate

» Experienced the joy of competing and
winning together with their team mates

» Developed a skill they are proud of

» Formed relationships that will last a life
time

www.sportscommunity.com.au

So how do we get these passionate people
talking about the club and specifically
about those topics that help us achieve
club goals and objectives?

Well, it’s not that hard. We simply ask them
to talk to their friends, family and associates
about the club.

One of the most common mistakes made by
clubs is that we assume people will do things
because it is logical. For example, even clubs
with very large memberships often struggle
to sell tickets to fundraising events. Often
we just assume members will help sell tickets
because the tickets are on sale and sometimes
they do, but generally not. This means that
often the tickets go unsold or there is a mad
scramble right before the event to sell them.

The results of the ticket sales could be very
different if the club specifically asked its
participants (past and present) to talk to their
friends, family and associates about the event.
Ideally the club would set an expectation as
part of this request. For example, it could be
that each member is asked to sell one ticket
or a table of ten. Whatever the expectation,
if it is clearly defined this will significantly
increase the probability that it will happen.

Not only should we request our past and
current participants to talk about the event
and help drive ticket sales, but also continually
remind them of the request. This reminder
doesn’t have to be direct nor in person. In your

Click here to subscribe to our email newsletter g

Club’s newsletter you could have a message
to readers “don’t forget to talk to your friends
and invite them along to our upcoming social
function”. It could also be flyers, posters,
or signage around your community which
serves to continually remind members. It is
important to realise that you will probably
meed to remind members many times of the
task you would like them to do before the
majority will undertake it.

To create the behaviour we're looking for, in
this instance ticket sales to an upcoming social
event, we need to continually remind people
and then recognise and reward people who
achieve this goal. For example, if a member
sells a table of ten to our social function we
could thank them in the next newsletter or
Presidents speech at the next club gathering.
This acknowledgement serves to formally
recognise the efforts of these people while
indirectly reminding others to talk to their

friends and family about the event.
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Before we move onto the next topic, to help

understand the gravity of word of mouth, Goals and ObjeCtlves

take a minute to close your eyes and imagine become easier and
everybody who has ever been involved in your less time consumin g
club sitting in one place. How many people = hi h

are you “seeing”? 50, 100, 200, 1,000, 2,000, 0 achnieve when you

5,000, 10,000 or 100,000

Now imagine them all talking to their friends,
family and associates about your club on a
topic you have requested. How powerful is
this> How much more likely is your club
to achieve its goals with all of these people
working to help you?

©

engage these people to
help your club.
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Local Newspapers, Radio
and TV

With the introduction of social media
many clubs are now asking, quite rightly,
if it is still worth the effort to produce
information for local newspapers and
potentially local radio and television
stations.

The answer is absolutely!

This of course assumes that you have the
resources and time to:
> Build relationships with each media group in

your community

>Prepare a media release and send it out in
time for the different deadlines of each media
organisation.

Regardless of the success of social media or
any other communication methods your club
uses, local newspapers, radio and television all
have huge audiences. Certainly there is much
of this audience that will have no interest in
your club and its activities but there will also
be a large portion of this audience that will be
very interested now or in the future to hear
about your club.

Click here to enrol in our online training course

Ensuring your club regularly appears in your
local media is a great way of promoting your
club as well as communicating competition
results and individual performances.

Remember, the ASC Market segmentation
research from earlier in the ebook identified
one of the major reasons people don't join
clubs is they don't know about them and what
they to offer.

Having your club appear in the local media
(newspapers, radio and television) builds
a relationship with the people within your
community, even if they have never set foot in
your club. As we know, having relationships
with our community, even if they are not
personal relationships, is the basis of achieving
our club objectives.

NT News - July 28, 2014
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Getting Your Club Covered The Power of Relationships

For example, if you are the parent of 14 year old g11.'1 an(-i she comes home with a Getting your Club’s stories into the local The best way appear in your local media is
school newsletter that has advertisements for the registration days of two basketball newspapers, radio or on television is never to not only form strong, lasting relationships
clubs, one you have read about and seen pictures of in the local newspaper and one easy. Think about how many clubs are in your with the reporters and journalists who cover
you have never heard about, when your daughter asks to join a club, which one are local community and how little space there the stories, but also their Editors, Station

you going to join? The one you have never heard about or the one you have heard is in the local newspapers to cover them all. Managers and News Editors. These are the
about previously? Most likely it will be the one you have heard about because you ‘There is even less time in television and radio people who make the decisions as to what

already have the basis of a relationship with that club from what you have previously to cover all clubs. So how does one club get A IO CIPRIEEOIEET
. . their stories continually included while others
encountered in the local media.

never manage to get any coverager ‘The best way to form relationships with key
The reality is that normally media will media people is to find out who these people

cover the stories that will capture the largest are and e them as guests to your cl.ub fora
, o , . audience. That is why, in main stream media, club funcgon ot mat.ch day. This provides the
'The Eastern Football League using radio to include those in the community who couldn't attend most of the coverage is dedicated to the Opportunity to experience your club, see what
the game in person. (http://www.efl.org.au). different football codes (AFL, League, Union you are ?lbout an'd watch a little of your sport.

The visit also gives you and your club the

and Soccer), cricket and horse racing. ' 5 '
) & opportunity to let the media representatives

e o0 -l:‘v:-.. x;m;:‘%:u S % Google | ootball v |{ Sewch =} Mo Sgnin R, In a local SPOfting context this still appli-es. know a little more about your club, its vision,
o ( _ Mo§t' Space traditionally goes to major its challenges, its objectives and some of the
LISTEN TO 8ABIO 1 ” . R participation sports b‘{t at a local level it is stories coming up that you think might be

P Liten 1 e Seamng e 130 o e e Ragc Tsome . N easier for alocal club to influence the coverage. newsworthy.

. A
Ve I the media represenatves e unable to

attend your club, give them a call and ask if
EFLRADIO COVERAGE =

you can pop in for a quick coffee at a time
that is convenient for them. A simple coffee
B cone A will be enough to start building these critical

Saturday: 1 4pm on 90,1 Radio Fastern F'M and streamed Bve o0 L1L website, o LIFE COACH? = =
: relationships.

Tuse n 0 EFL Gameday Bom 1pm each Satuecary for 8 ve broaccast of our malkcs of the
masich of he '

WT poaview T Dg Malch 25 woll & Ml O Qared aound e EFL, Detwoen 108 and
20 an Dang you & ve rOROCRN! e Jpm

o R you o 5-6e w2 0 scars seund EFL vasues Seughont e iy \ @ : ‘ . It is important that your club maintains
o el st e o e o e ' these relationships over time and is

Making rerws
T ST N S e o consistently providing information to
the various media outlets.

(:(“' A5 50pm, calch he C Bank Saturday Night | with a it
update of 3l Ovton Al SCOMS, Qoal ICkers. Dast players and SLDSeQuent Laoder
i Poosens
 You can et Bhe modka eam 50 OVE YOU Views of Rews anytime during the day, 50 seed
© yourmessages theough 1 0419 654 082.
You can also Tweet us: @footyedt

d
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The Perfect Media Release

Issuing media releases is the traditional way
of providing information to your local media.

A media release is simply direct communi-
cation with local media outlets informing
them of news. The news could already have
happened such as match reports, competition
results or a club member being selected for
higher honours (e.g. cricketer being selected
for State or Country or a basketballer being
selected to play for Australia etc.). It could
also be about upcoming news such as a com-
petitor playing in a milestone game on the
weekend.

Remember, the local media is not just after
stories relating to the scores, match or
competition results or player performance but
also community interest stories such as:

» A key volunteer being awarded life
membership

» Historical club stories such as 20 years
since the last premiership

» 'The opening of the new facility.

»  Your club marching in community
parades

»Your club  participating in
community events
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When writing a media release, there
are four key components:

1. The story. This needs to include the facts
and figures as well as the story background.

2. Quotes from key people. For example, if
a player is playing a milestone game, there
could potentially be a quote from the coach
about that player as well as a quote from the
player about the upcoming milestone and
what it means to them.

3. A relevant photo that you give permis-
sion to be published. Ensure you include the
names of those in the photo, what they are

doing and also the photographer’s name.

4. You should also include the contact name,
number and position within the club of the
relevant person that can be contacted for fur-
ther information.

If you have strong,
positive relationships with
your local media reporters
and editors, and regularly

supply good quality media
releases, you have a very

good chance your club will
be covered regularly.

www.sportscommunity.com.au
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The Greatest Game of All

Media Release

Wednesday, 2 July 2014
2014 Sports Centre Cup Div1 & 2 R2 Wrap-up;

The South Australian West End League continued with Sports Centre Cup Division 1 and
2 Round 2 on Saturday June 21# and Sunday June 22™.

On Salurday afternoon, Woodville Panthers 68 defealed TEC Tilans 20 al Hanson Reserve.
Panthers controlled the game with great attacking play against a 10 man Titans side
Trailing 34-6 at halftime, Titans persevered and scored three more times in the second half.
Meanwhile Panthers doubled their score and shared the scoring around with 10 different
try-scorers for the game. Best on ground was Panthers centre James Murray who scored
one try. Other standout players were Titans Winger Dean Dreaver and Panthers halfback
Gaivia Lohia.

On Sunday afternoon, Roosters White 42 defeated Eels (2) 18 at Hanson Reserve. West
End Man of the Match was awarded to Roosters White Ben Sharrock who played a great
defensive and attacking game and scored one try. Other standout players included Eels
second rower Derrin Filkenboom who continued 1o push his side forward and Roosters
White lock Andrew Roberts who scored one.try.

Later that afternoon, Henley Raiders 12 defeated Roosters Blue 4 in a blockbuster Division
1 showdown. Great teamwork was shown by both sides with standout players in Roosters
front-rower Adam Levi who continued to push his side forward, Henleys hooker Simon Wilks
who played a great defensive game and halfback Haare Tumai who played a great attacking
game

Rooster’s coach Trent Robinson was quoted as “happy with the group's teamwork
but disappointed with the lack of fire in our defence in the second half”.

Sports Centre Cup Division 1. &2, R2 results;
Div2: Panthers 68 def TEC Titans 20
Div2: Roosters White 42 defEels (2)
18

Div 1: Henley 12 def Roesters Blue 4
Div 1: Eels (1) 60 def Souths 4

West End Man ofthe Match Roosters
White Ben Sharrock.

For further queries, please
contact:

Leah Chiera

Marketing, Sponsorship & Events
Coordinator
leah@sarugbyleague.com.au
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Posters, Brochures, Information Stands and Street Sighage Information Stands : = o
Not only is it effective to leave posters and

Posters, brochures, information stands and street sighage are all great ways to promote brochures in high traffic locations, clubs may e

your club and its activities within the community. also consider Settinﬁ up an information stand at
popular venues such as shoppin%lcentres. This

1s where you can talk directly to the community.

Posters and Brochures

> Posters and brochures can be left in locations of high community activity such as libraries, supermarkets and
the local shops of your town or suburb.

> For events and activities where you want the community fully informed and engaged, such as inviting new
members to join your club or a community event your club is running, for example %arols by Candlelight, then
posters and brochures are a great strategy. You can prepare your posters and brochures and aim for them to be
displayed in every shop window in town. Sure, this may take a little time talking to all the shop keepers and
hanging the posters in their windows, but it makes your event very hard to miss and is continually reinforcing
the Invitation to your community. Also leaving brochures at each of the shops for patrons allows them to take
it home with them, further spreading the message.

Once you have developed brochures, = Street Signage
they can also be used in letter box - The arilessgge contz%ineddin posters and brochures
drops or distributed by the players and : ﬁ‘gh oy e enforced using street signage in
supporters. Not only does this expand

. Street signage is also a very good idea on event
the message but is likely to prompt a lot days as this can attract passers by, as well as

of ‘word of mouth discussions’ which. as serving as directional signage for those attending
. ) ¢ the event.
we discussed earlier, are so powerful.
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o

Posters in local shops g ‘ M —
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School Newsletters

For junior clubs in particular, school
newsletters are a great way to get your
message through to parents. Unlike other
communication methods, most parents read
the school newsletter cover to cover to learn
important news and to see if their children
are mentioned for any reason.

Unfortunately many junior clubs have little or
no relationship with their local schools which
means not only a great opportunity is lost but
a great source of recruits to your club is also
missed.

School newsletters are not as easy as they once
were to get into for clubs with many schools
now realising the value of their access to par-
ents and seeking to charge clubs accordingly.

If your club wants to regularly feature in your
local school’s newsletter then, you guessed
it, you need to have a relationship with the
school. 'The stronger your relationship the
better the likelihood that the school will in-
clude your club in their newsletter and better
still on occasion, not charge you for it.

If you are a junior club then the ‘old” school
newsletter is a great way of speaking to the
parents of children in your community.

Division Cross Country

Congratulations to Tom Bandi in 5/6D for 2 temific run to finish 4% in the 12/13 ywar old boys race at division
crozs country. Tom has proven himzelf to be 2 spors all-rounder who has great aerobic endurance. We wish
you well at Southern Region Tom!

Darmren Gleeson
P.E Teacher

PLAYERS WANTED

ON HOT DAYS,
NEVER LEAVE KIDS
ALONE IN CARS

Cranbourne Junior Football Club
need boys & giris for the following age groups
Under8, 10,11, 12 & 13

Plgase phone Jason on 0428 991 171

A local School Newsletter

Approaching Your Local School

If you don't have an existing relationship with
your local school, a great way to begin is to
ring up the school and ask to speak to the PE
teacher. Telling them about your club is often
much more beneficial than the school office,
as this is their area of expertise and often the
first port of call for parents when they are
looking for advice on sports.

Another good way of approaching schools
is to see if any members of your club are
actively involved at the school and if they will
approach the school on your club’s behalf.

Local Council Communications

Another resource often underutilised by clubs
is the different communication mediums

offered by your local council.

Most councils have a website where clubs can
promote their activities and contact details to
the community.

Complimenting their websites, most councils
also produce regular magazines, newsletters or
other publication types to distribute to local
residents, into which clubs can easily submit
information.

The key for clubs is understanding what
different ways the council communicates
to residents and how and when to get
information into the different publications.

Dare we say it, this is made a lot easier if your
club has a relationship with your local council.
Your council Sport and Recreation Team
contacts will be able to introduce you to their
council colleagues responsible for council
communication when necessary.

SPORTS
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CHAPTER 7
Your Club’s Website

What is a Website?

Very simply a website is your “home” on
the internet. A website is made up of
interconnected pages of information and
content. As we have previously covered,
content on your site may include words,
photos, videos, images and audio.

SPORTS
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It is vitally important that your club
ensures your website is always up to
date. During competition season this
means it should be updated at least once
a week but ideally a couple of times each
week. It is important that when people
visit your club’s website, they are able to
find what they are looking for. Whether
these people are looking for information
about how to join your club, the results
of the last week's competition or the
selections for the upcoming weekend,
they need to be able to find it on your
website.

www.sportscommunity.com.au

Information Clubs Have on Their Websites

Your club’s website should be your club’s hardest
working asset. Itisa place where clubs can store
all of the information and content that people
may want to access about your club. People
will come to your website for various reasons
including (but certainly not limited to):

For current members, supporters and
participants

> Fixtures and draws

> Results and participant performance information
> Match reports

> Ladders

> Team selections

> Information about current players and participants
> Current news and information

> Current club office holders

> Information about new recruits

> Club policies and procedures

> Information about different volunteer roles

For potential new members

©

> Information about your club
> Different participation options
> Who to contact for further information

> Information about when competition and training
sessions are held

> Coaching options

> Club contact details and location

> Playing facilities

> Current club office holders

> Information about new recruits

> Club policies and procedures

> Information about different volunteer roles

Click here to subscribe to our weekly podcasts :

Multi Media:

> Video of competitions and interviews

>Photos of competitions, supporters and club
volunteers

> Audio interviews of competitions or matches
> Audio interviews with participants and coaches

Historical Information
> Club history

> Participants’ playing or competition history and
personal statistics

> Current and historical club office bearers
> Historical competitions and award winners
> Club annual reports
Revenue Generation
> Promotion of upcoming social events
> Membership information and sales
> Competition and event ticket sales
> Social activity ticket sales
> Club merchandise sales
Sponsors
> Promotion of club sponsors
> Information about club sponsorship packages

Social Media Information

> Subscription to the club’s email newsletters

>Links to the clubs social media (Facebook,
"Twitter, Instagram, YouTube etc.)

@ SPORTS
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o/ (vanhoebowlingclub.com.au Inde il £ = G | B wanhoe Bowling Chab Hom... %

¢ Favortes  Tools Help

lvanhoe Bowling Club

Club Bowling Calendar ; SpoNsors

Welcome

The vanhoe Bowling Club has facilities for competitive and recreational lawn bowling
facilities providing a sporting opportunity for every member of your family. Club
facllities are avallable for hire for private functions including social bowls. We have

Saturday pennant sides in Division 1, 3. 4, 5and 7
Tuaesday pennant sides in Division 1 (2 sides) and 5
Night Pennant

Winter Indoor Blas bowls - 4 sides

Tournaments and Social bowls

We are |looking for experienced bowlers or new bowlers to become members and
progress the club. You will be welcome at the club and you can be part of our future
wocess. Contact us to find out more....

SPORTS
COMMUNITY www.sportscommunity.com.au ©)

©

John Street, lvanhoe 3079
Phone (03) 9497 2656
ivanhoebowls@gmail.com

Find us an
Facebook

FPhotos Contact us

[ | . i [ ] — [ 1T

Click here to subscribe to our email newsletter |Z

Using Your Website
to Achieve Club
Objectives

'The information on and presentation of
your website should be driven by your
club objectives. 'The following section
will show examples of howlocal sporting
clubs around Australia have used their
websites to help them achieve different
objectives.

Recruiting New Members

Ivanhoe Bowls Club’s website is a great place
for potential new members to visit in order
to see all of the information they need to join

the club.
Ivanhoe Bowls Club: Welcome home page.

SPORTS
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: , Recruiting New Members
vanhoebowlingclub.com.au/MNew_bowlerhtml 0 = & || & Ivanhoe Bowling Club Mew ... | |

Wl 'The ‘New bowler info’ page provides all the
information a new bowler needs including
costs, coaching, who to contact, what to wear

John Street, Ivanhoe 3079 etc.
Phone (03) 9497 2656

Ivanhoe BOWIing CIUb ivanhoe‘bowls@gmail.com
[i Enadcgsl:;}gok

ome Club Bowling Calendar Tournaments Sponsors Photos Contact us

favorites Tools Help X Go glﬁ W ';" Search =

lew bowler info

»w To Get Started

| you need is flat-soled shoes.

1e club will provide bowls to get started.

1sual dress is fine.

»aching is free. It is done in a relaxed way at a time to suit you -
ailable every Sunday and at other times.

y to play some social bowls games during winter

ntact John Higgins on 0409 175 239 to get you started.

1t to keep playing?

<an enter social games, tournaments and play pennant. You can

s much or as little as suits you. More details of games are
here

SPORTS SPORTS
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S Recruiting New Members
{fvanhoebowlingclub.com.au/Contact_us.html P~ ! @ lvanhoe Bowling Club Cont... % |

'The contact page gives a name and number
and, importantly, an email address.

Favorites Tools  Help x Go g'E Vi""l Search =

John Street, I[vanhoe 3079
Phone (03) 9497 2656

Ivanhoe BOWIing CIUb ivanhoebowls@gmail.com

Find us on

Facebook

Club Bowling Calendar Tournaments Sponsors Photos Contact us

—ontact Us

Functions and Bowling Recruits and Playing Bowls Indoor Bias Bowils

Venue Hire New Bowlers
Summer Bowls

Contact: lan Penney Contact: John Higgins First Wednesday - Triples Contact: Tom Taylor
Phone: 0421 222 635 Phone: 0409 175 239 Second Monday - Triples Phone: 0449 157 271
ipenn@optusnet.com.au jphiggins@hotmail.com Third Wednesday - Triples

Fourth Monday - Pairs

Contact: Doug Sexton
Phone: 9858 2343

SPORTS f SPORTS
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- = Recruiting New Members

@ http://rorningtoncivicbowls.com.au/about-us/ 2 = B & & About | Mornington Civic B..,

I x Google v| s 'The 1‘\/Iornn}gton Civic Bowls an.d. Social
'- Club ‘About’ page has the club policies and

information new members need.

MORNINGTON CIVIC BOWLS & SOCIAL CLUB INC. (03) 5975 7434

Est 1982

Home Bowls Pennants Functions Club News About Contact Membership Sponsors

About Mornington Civic Bowls & Social Club Inc end o

Mornington Civic Bowls & Social Club is an incorporated entity run by volunteer
members. It is administered by a Board of Management which is responsible for the
business of managing the Club. Lawn bowls is controlled and managed by a Bowls
Section Committee. Both the Board Directors and Bowls Committee Members are
elected annually by the membership.

Club History

Board of Management
Bowls 8ection Committee
Volunteer Groups
Constitution

The Club operates under the Rules

statute of a registered Procedures Manual
Constitution and is controlled by

the Rules and Procedures as laid

down by the administrators and

- _— 1ts committees.
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Providing Information and Engaging
w.ochc.com.au/ (= Old Canberrans Hockey Club with Your community

orites Tools Help 50 gle v ""l Search = More . , .
People will come to your club’s website
not only to seek information, watch
videos, view photos and listen to audio
but also, very importantly, people will

SRR cqrrllle to yolui) club’s website to engage
NEWSLETTER WRSELEUTREIEE

[ SEE IREEES -

I||. [ .Illl tll| |1I'I s dme
oL Wil et Bl BT by

——
IROLES YOUR DYES| —
e

This engagement can be via a number
of different methods including:

» Forums

» Competitions

» Polls

Here are some examples of how clubs

- Nolke O Edracinary Generd are using their website to provide

Mectihg 16 dxwsy 2014 information and engage with their
= Expressions of Inferest for Coaches .

for the upcoming 2014 ACT Hockey Commumty.

Season
= Reminder: AGM This Evening
= Coaching Clinic

= Annual General Meeding -

November 2013 'The Old Canberrians Hockey Club have a
photo competition where the club collects
photos from members and supporters.

LATEST NEWSLETTERS

T e
| 'n'lh J1 |_[ ‘!| H |H |”' I u'I |!1
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w.footballaustralia.com.au/adelaideunite O ~ B & @Adelaide United | A-League... * .

orites  Tools Help

Providing Information and Engaging
with Your Community

N
v "] Search =-|- More

Google |
i 008 | Adelaide United Football Club use polls on

their site to engage their community.

Acelaide Lo
7:00PM _ ) _
Bl ORlES James “Jimmy” Jeggo is determined to start
Perth Glory his Adelaide United journey in the best way
] oOCT possible following his arrival from Melbourne
Hysncal A §.cague Victory last month
Coopers Stadium ! | v i
4:30°M Read full story
All times are local times Adelaide Oval to host the Reds’ first home game for Season
10

Football will return to Adelaide Oval with an
Adelaide United FC blockbuster scheduled
at the venue for Season 10 of the Hyundai

Al eague,

SNKappal

MERCHANDISE
SALE
NOW ON

Sfénd an&ﬁ'

Be Counted
Become A Fan

Read full story

Adelaide United FG is delighted to officially
announce the signing of Dylan McGowan
from Heart of Midlothian.

Read full story

Eugene Galekovic's World Cup dream has
come true, with the Heds’ captain named in
the 23-man Soccermos squad 23-man squad

"‘3 Fmn #lm T A 3N A VA A T e D=l
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Mewcastle Jets 27 36
Perth Glory 27 28
Wellington Phoenix 27 28
Melbourne Gity 27 26

View Full Ladders

ot

What area on the field do you think the
Reds' need the most improvement for
next season?

() Defence
(O Midfield
O Up front

amu  Adelaide United FC

=

54,496 people lke Adelaide United FC.

o SPORTS
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v richmondfe.com.au/ £ ~ & || & Official AFL Website of the ...

Fawvorites Tools  Help

OFFICIAL RICHMOND MOBILE APP

NEW 2014
DESIGN!

FEATURES INCLUDE:
P LATEST NEWS
b VIDED

» MATCH CENTRE .r:‘;ﬂ

» LIVE SCORES
& LIVE STATS

RICHMOND& 2
R/
!

Jeep

FRIDAY AUGUST 1
Guest speaker
Ahmed Fahour

SPORTS
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presented by | jte M"Easy

==

« | FREE’

2014 RICHMOND
GUERNSEY

oo <)

FIGHTING
TIGER FUND

" PATRONS

GIVING 110% PROGRAM

www.sportscommunity.com.au

Y 4d v
l&;;” Add Richmond to your calendar! fam

2014 Richmond Foobure

[] 2014 Richmond vFL Fixtur

b e O 6

PoweRED @ [ BeaL

FEATURED PLAYER ‘

.mthc-m Milez

Recrmted
North Albury It
Del:rut 2012 Games: 13

EXCLUSIVE
RICHMOND
NEWS

DIRECT FROM THE ME BANK CENTRE

»  SIGN UP NOW!

W

L] =
"'l Search =

Providing Information and Engaging
with Your Community

Professional clubs do this very well:

Richmond Football Club provides a great
deal of information on their website including
video, social media, news, player information
and merchandise available (http://www.
richmondfc.com.aw/).

PORTS
Click here to subscribe to our weekly podcasts @ COMMUNITY
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vw.collingwoodfe.com.au/

Fawvorites Tools  Help

1 ——

W Follow @ColngwoodFC | 5225 fo

ollingwood FC

. we've sdded thres
an squad for Sunday
1rBHFpy No one has

W

1 I

Jack Frost
Height: 185cm  Weight: B8kg
Recrmted from:

d Junior Foothb
filliannstown (W

l_ruals 1]

colingwoo: S
View more photos.
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£~ & || 8 Official AFL Website of the Ric...

Mo e sessron

AFL: TBC.

WFL: TBC.

TIT orimewoon catamomr |

£ Add Collingwood's 2014 fixtures «
ﬁ and events to your calendar

Col lingwood Events
D Col lingwood Fixture - 2014
D Collingwood Presezson Finturs - 2014

[] cotlingwood vFL Fixture - 2014 o

PR B g moaL

NEXT VFL MATCH

Colingwood v Richmond, Satwday 29 June,
2Zpm 5t Morwell Rizcreation Reserve. View the
2044 VFL fixture.

M oewrosme ]
MAGPIE

REWARDS

Rewards for g reat

savi ng Now.

www.sportscommunity.com.au

ﬁ Official AFL Website of the ..,

x

“I17OEs "’?
acksmiy  JTETID
LT s v |

1

Macaffer the

The Club:
Steele's training
program

SCHpm Jan 12, 2014

The Club:
Young's new life
m Jem 15, 2014

Club: Meet

@ © Click here to subscribe to our email newsletter g

[‘_. Manly Warringah 5ea Eagles - ...

L] =
W "’ Search =

Providing Information and Engaging
with Your Community

Professional clubs do this very well:

Collingwood Football club offers a large
amount of information on their website
including social media links and news, player
and training information and photos as well
as the club calendar.

SPORTS
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seaeagles.com.au/

tes  Tools Help
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£~ & || B Official AFL Website of the Ric... | {8 Official AFL Website of the Col... | [#] Manly Warringah Sea Eagle...

x Google

ROUND 16 - Fri 27 jun - 07:40 PM (local) - Brookvale Oval

COUNTDOWN

7151

Hauirs Minutes

Team List

VIDED: Sea Eagles grind
out GF rematch

Hiku ensures mind is on the job

Peta Hiku insists the 5ea Eagles have put the disappointrment of last year's grand final loss
to the Roosters behind them ahead of their top-four clash on Friday.

Half time "Kill the
Wirus' competition

Member update:
Fre= Fags Friday

DCE revnad up for
blockbuster

Sea Eagles re-sign

Sene-Lefac i= on the job

www.sportscommunity.com.au © ©

Generating Revenue and
Fundraising
M |+ More
> [ scarh s The Manly Warringah Sea Eagles use a
countdown timer to build excitement as
well as video and news content to convey
information and to engage their supporters.

SPORTS
SIS0 Cire) ) Sy Gt TEl i Seiss —— COMMUNITY

97


http://sportscommunity.com.au/training/
http://www.seaeagles.com.au/

Generating Revenue and
www.dragonboat.cyl.org.au/ £ ~ & C || §* sydney Dragon Boat Club: ... * FundraiSing

Favorites Tools Help x Go g'E LY '"l Search « - M

'The Chinese Youth League Dragon Boat
Club use their website to ask for donations to
take their team to Italy, as well as promoting
their fundraising events.

C¥L Dragon Boat Club, is a dragon boat racing
club based in Sydney, Australia. Training in
Blackwattle Bay, near the Sydney Fish
Markets, we paddle with fury and fun!

Congratulations to CYL Dragon Boat @pens Crew, who came znd in the
recent 2014 Chinese New Year Races, in Darling Harbour!!!

C¥L Dragon Boat welcomnes all ages,
backgrounds, and finess levels. Interested in
signing up?

Clhick here to try out dragon boat.

Read more about the CYL Dragon Boat
Club.

CYLDB FUNDRAISING
LA DINNER

A sy Clsboadinn 4 Rt St
AR T "l AT LT (N T VA S A
ST T4 ] 0 T T LT AT T

YESS5555, CYL is going fo Haly!!! Our Prem
Opens crew is officially qualified in going to the Club
Crew World Championship (CCWG) being hald in
Rawenna . laly in September!

But befare that, we need your help! We have done
the hard yards on the water and now we need to get
some money together to help with getting the crew
to ltsly and beyond.. To do so, please consider
donating to our team's fund. All the fund raised will
be used fo support the crew’s registration

fees, travel and accomaodation. Any amount is
welcome!

Donate

jilly Hits: 122 [} Read more ) —=|
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— Generating Revenue and
tp://www palmerstonrugby.com.au/croc_shop.a: 2 ~ & C || @ Croc Shop X Fund raiSing

v Favorites Tools Help v'-'] Search -

'The Palmerston Rugby Union Club use their
website to promote merchandise available as
well as this season’s uniform. This could also
be linked to an online shop, allowing payment

to be made anytime.

U IFIC AEL LT
PALMERSTDN CROCS!

FIEEEI.ETLI:I.EEIDN CROC SHOP

CALENBAR : I e )
; ot "WANTATO. RIND |
OUT MORE
OR JOIN AS A
PLAYING OR s
sOcIAL MEMBER?

CONTATT US TOOAYR
1"\ -

The Palmerston
Rugby Union Club Vision,
Mission and Values will
guide the decision making,
governance, culture and
behaviours of the Club
into the future.

K
go0dSPORTS

SHOW YOUR SUPFORT! = | ‘
club

Bumper sticker - 33.00
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: : Generating Revenue and
? http://screv.com/membershipnew.htm P~ B¢ | @& New Membership Applicat... * Fundraising

v favertes fosk Hep 'The Sidecar Racing Club of Victoria allows
memberships to be purhased on line. This
allows for members to join the club at any
Sidecar Racing Club of Victoria B time and ensure payment is made and
Application for New Membership ) collected easily.

ems:

Have You? or Do You? .
Your Contact Details

Title Surnane Given Names

Reguired Field  Reguired Field Required Field

Address

Required Fiekd

Suburb/Town

Required Fiekd
State (reguire d) Postoo de
Have you: Smiled today, because being a |Ghl:ll:lse one

member of the Sidecar Racing Club of Victoria is
8 pretty cool thing

-

g Drate of Birth: dd'ni mfyy

Email (Reguired)

Required Field

Phone Mobile

you Gdomain com

“Introday 2014" :
s Can your details be passed to other
Can you be contaced in work hours ? club members?

"BOOK NOW" [Select One [selectane

Places limited to 45 people s B
(®) Emaiied () Posied
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: _ Generating Revenue and
wv.com/calendarsforsale htmlZ el BN (=2 2013 Calendars for Sale Fundraising

: o E
orites  Tools  Help v "l Search =" More

'The Sidecar Racing Club of Victoria also use

their website to host an online store which
includes the sale of their calendar.

40th Anniversary Special Edition
2013 "SCRCV" Calendar

SinEcAaR RaciNG 2013 Calendars are now available for purchaselll!
Crups or VICTORIA
Sold out the last 3 years, get in early to get yours
Excellent print quality, Full A3 Calendsar, single sided prinfing
Wiew the Gallery bedow, for a full overview of the Calendar.

**SPECIAL NOTE*™ The watermark "& Sidecar Racing Club of
Wictoria” Does Mot appear on the actual Calendar

LUse the Drop box, to sebect different calendar quantities via PayPal
1 calendar $25 Plus P&H, 2 or more Calendars $20 Each Plus P&H

If you would like us fo hold you a calendar's and pick them up at a
race meeting or Introday please emsil Jan to make amangements.
Pick up prices 1 = $25. 2 or more 520 each

=

Choose Calendar Quantity Here
1 Calendar Incl P & H $37.00 AUD

X -

If you are paying via PayPal and your shipping address is not the
same a5 your Registered PayPal Address, please place the shipping
address in the "notes" section of your PayPel payment advice.

-
0
=
=
.{
o
c
D
o
<
-
o
.{
o
c

9

If you would like fo Print and Post your payment, please complete the
Calendar Order Form. Links to Order Form Below.

click

to visit
page t T
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SMWFC Member Discounts at Sportmart

Read about our Club President Gabrielle Giuliano in the local paper

Click on link and self register as a player and a volunteer (CLICK on this
LINK)?

To begin your registration, follow the instructions on "Guide to Player Self-
Registration via MyFootballClub" lock in your spot with SMWFC.

Message from our new President Gabrielle Giuliano

SMWFC 2014 “One Club / One Team™ / 3+3 Program™: Click for more details

We acknowledge image credit: Adrian Shaw for images

Contact Information

* Club Email: Contact SMWFC

Chairman: smwfc.operations@gmail.com
Tel: +61 418 330 2597 (Bulent ., Chairman / FOM)
President : smwici@pdg.com.au
Tel: +61 0412370414 (Gabrielle G., President)
Committee Members
= Jeff Kagan, jkagani@bigpond.net.au
= Grace Cardaci, grace.cardaci@scotch.vic.edu.au
= Dean Anthony, maik@kpalaw.com.au
= Frank Parry, frankpamy@vicbar.com.au
Address: Pit Building &, Aughtie Dr, Melbourne VIC 3206, Australia
Mailing Address: PO Box 1232, South Melbourne VIC 3205
Al communicadon from the club will be via email, on the club web page. social media where relevan: and SW S used in

emergencies. All playvers and parents are required to create an email account and nofify football operations

team on the following email address. smwic.operadonsi@gmail.com

aBae nmasd w0

CLUB EEnErs

www.sportscommunity.com.au

1r Club Ady

800353

at the ragister

poweerad by

Promoting Sponsors

K POV The South Melbourne Womens Football
| Club uses their website to link club members
to the Sportsmart Club Advantage rebate

program.

SPORTSMART

SDCCEMDOS Striker Adam
Taggart joins Fulham ...

Syoney FC=vplore
passibalitias of signing Ti -

POWERED BY

FOX SPORTS PULSE

News - Widget

Departing Jets star Adam
Taggart s stunning 2 .

Simon Hill on United's UCL
salvation, Aussie _.

Click here to subscribe to our weekly podcasts

@)
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& hit p:/fwww.richmondfc.com.au/

Favorites Tools Help

SPOTLIGHT

Richmond v St Kilda preview

Quicker ball movement and better
skill execution has been a key focus
for Richmond leading into Saturday 's
Round 15 clash with St Kilda at
Etihad Stadium.

11:22am Jun 27, 2014

lvan’s importance
immeasurable

Richmond is hoping its No. 1
ruckman lv an Maric can continue
building on the solid form foundations
he's laid since resuming from an
ankle injury that sidelined him for
much of the first half of the season.

11:03am Jun 27, 2014

<er ins
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P~-C %‘9 Official AFL Website of the ... *

Choco Cub Watch: Lennon

Q@ TALKING
ST TIGERS:

Talking Tigers: 2014
Copacabana special

conference, June 26th

www.sportscommunity.com.au © ©

x Google

REGISTER YOUR INTERE
IN A 2014 MEMBERSHI

TIGERLAND SUPERSTORE

click

to visit
page |

Promoting Sponsors

The Richmond Football Club include on
their website a competition to come and train
with the tigers as a great way to promote their

SpONnsor.

Click here to subscribe to our email newsletter &
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aww.colourcitydragons.org/?page_id=30 O~ B & @ Crew positions | Colour Cit...

x Google

|
W "] Search - |
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Crew positions

Front

Oe

Left
Paddlers

Spares

Back

Drummer

Right
Paddlers

Front &

Middle B
"Engine Room”

Back &

Steersperson

£ 00 by WhibeWova

The boat crew is broken into fhree
sections:

the front 6 which is the first six
paddlers;

the engine room which is the
middle eight paddiers;

and the back & which is last six
paddlers.

Weight of e paddiers mustbe
taken info consideration when
setting up the boat. Any serious
weight distribution problems will
adwversely affect how the boat
fracks for steering.

The biggest paddlers are placed in
the middle or engine room and
lighter paddiers at the front and
back sections.

The front six paddlers set the pace
and should be reserved for
paddlers with good long paddiing
sfrokes. The rest of fhe boat needs
something visual fo follow. The rest
of the boat will have short choppy
sfroke if the front has short choppy
sfrokes.

The middle eight or $e "engine room” is usually reserved for the heavier, stronger paddlers. During
the middle of thie race the engine room dictates the pace. The siroke rale of the crew is usually
determ ined bv the enoine room._ The siroke rate is not too fast as lono a= the bio enaine room

www.sportscommunity.com.au

|search she |i!

Recent Posts

= Dayhight Saving is here!

= Spring Training Commences
= Tramning over Christmas

= ADay @ the Beach 2013

= Adventre at the Ord River

Recent Commenis

Archives

= (Dciober 2013

= Sepember 2013
= December 2012
* Movember 2012
April 2012
March 2012
February 2012
MNovember 2011
= Sepember 2011
June 2011

= May 2011

April 2011
February 2011

= January 2011

= January 2010

Links

= Australian Dragon Boat
Federation

= Bathwurst PanDragons

= DOragon Boats NSW

= Lithgow Flashdragons

= Dutback Dragons

= Westermn region clubs

Categories

* Mews
* Repattas

. . . . X
Click here to enrol in our online training course e

Player, Coach, Volunteer
Development

'The Colour City Dragon Boat Club use their
website to inform new paddlers about the
crew set up and different roles of paddlers in a
dragon boat racing.

SPORTS
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_ Player, Coach, Volunteer
centralhockey.org/skills-videos O~ B ¢ | & skills Videos | CENTRAL HC... Development

5 . 3 . [
-avorites  Tools  Help W "'lhearr_h i

'The Central Hockey Club in the ACT has
a range of skills videos, provided by Hockey

Australia, on their website.

Home About the Club Glub Contacts Gallery Important Daes Registration Fees and Forms Skills Videos

Sponsors

Skills Videos

Hockey Ausfralia and Ryde Hockey Club have a number of useful YouTube videos on
how to perform a number of skills when playing hockey. For your convenience, we have
provided links o some of them here:

Choosing a Stick
Stick Length

Trapping and Hitting
Forestick Trap
Stationary Push

Hit

Backstick Push
Upright Backstick

Jink Right to Left
Jink Left o Right

Slap

Tom ahawk

SPORTS f SPORTS
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; "' http:/fwww. hockeyact.org.au/

File Edit View Favorites Tools Help

3

State Team Information

elopment Clinic

gth & 17th July
- 1pm both days
"-16 years old

on please CLICK HERE

2014 State Team Nominations

U13 Nominations are open and will
close Monday 14th July 2014
For more information and to nominate
please CLICK HERE

AHL Lakers and Strikers squads have
been named > CLICK HERE for squad

lists.

SPORTS
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P~ ¥ Hockey ACT = Home

Calendar

Under21 Men's

Australian

Championships

30 Jun - 11 Jul
Blmore details

Under21 Women's

Australian

Championships

1 Jul -12 Jul
Bmore details

e ACT Under 13 Men's

and Women's
m Representative Trials
19 Jul - 20 Jul

BHmore details

Fixtures/Results y

www.sportscommunity.com.au © ©

Event Promotion

'The Hockey ACT home page has a clear and
up to date calendar to ensure supporters of
the club are aware of upcoming events.

Click here to join us on ,
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Edit View Favorites Tools Help

SMWFC

Connect with SMWFC online -
Facebook

Player Expression of Interest
Form: Click here to fill in the form

Coaching Expression of Interest
Form: Click here to fill in the form

SMWFC Needs Your Help: Click here
areparing for NPL 2015, with a fully developed to fill in the form
vays, register your interest for pre-season training.

All other enquiries can be directed to:

smwfc.operations@gmail.com

2 INFORMATION
CLUB

wa in the lncal naner

SPORTS
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Volunteer Attraction and
Recognition

The South Melbourne Women's Football

Club website has a section on their home

page seeking volunteer assistance.

Share your feedback

FOX

SPORTS

PULSE

click

Continue " ’

Click here to join us on Y(lll TUhe
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Volunteer Attraction and
e )| € hitps/fwanw.surveymonkey.com/s/MYBMWVT O ~ & G % SMWFC Volunteer Recruit.. % Recognition

File Edit View Favorites Tools Help x Google

This then connects through to an online
recruitment form for the interested person to

fill in.

SMWFC Volunteer Recruitment Form

1. What is your first name?

2. What is your last name?

* 3. What level of involvement would you like to have with SMWFC club activities in 2014
(please provide details in the comment section)?

|_ Help with fund raising events (Annually, match days and other times as required) }

|_ Be a SMWFC team representstive (team manager)

|_ Be involved in EMWFC sub-committees (football operstions, canteen, newsletter, web page, social media, merchandising, marketing, sales ...}
|_ Be involved in the executive committee (write & proposal to Chairman of the committee)

|_ Be contacted by Football Operations Manager for getting involved in activities

Other (please specify)

* 4, What Team are you or your daughter is likely to play in 2014 (specify team i.e. state 2, U14a)?

we you volunteered previously at SMWFC or other club (comment the expertise you may have)?

SPORTS o SPORTS
118 COMMUNITY www.sportscommunity.com.au Click here to join uson 2] COMMUNITY 119


http://instagram.com/sportscommunity
https://www.surveymonkey.com/s/MYBMWVT

[ | Geelong BMX Club: Victe % [ (3 Club history | fairfieldcanc % . . .
: Retaining Club History
= C [ fairfieldcanceclub.org.au/kayak/

55 Apps Selectus Fleet Salary... [[J Suggested Sites | Free Hotrnail [~ Imported From IE

Websites are great places to retain

hi for fu '
Eairfield Canoe Club b;s‘}c)c;g}lflc;)gﬁ ture members to enjoy and

Home Welcome Calerriar Hiiary Gl Recreation ain [Phata paliery Racing M=mbers

'The Fairfield Canoe Club has a ‘History’ tab
for those interested in the club their history.
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Social media complements your club’s
website, not replaces it

We often hear in our travels around the country that a club doesnt need a website
anymore. People can find out everything they need from social media, usually Facebook.

Nothing could be further from the truth. No social media application comes anywhere
close to undertaking all the functions of a good club website.

The reality is that clubs should continually update their websites and then use their
email newsletters and social media to promote and circulate the different information
and content on their websites.

As we mentioned earlier, the more a person engages with your club’s website the
stronger the relationship and sense of belonging develops between the club and the
website user. This is a positive outcome for your club.

SPORTS
COMMUNITY www.sportscommunity.com.au

©

Click here to subscribe to our email newsletter &

Using Your
Website to Build
Your Database of
Followers

Apart from an up to date club website, the
next most effective digital communication
method is a regular club email newsletter, not
social media as many people assume. We will
talk a lot more about email newsletters in the
next part of this module but for now take the
importance of email newsletters in good faith.

Given email newsletters are such an important
communication tool for your club it is very
important that your club website actively
requests and collects email addresses of people
interested in your club.

As we will learn in the next section of this
ebook, email newsletters are one of the best
and most effective way of converting an online
interest in a club into a quality relationship
which adds real value to your club.

SPORTS
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CHAPTER 8

Email Newsletters

After ‘word of mouth’ and your club’s
website, email newsletters are the
next most effective means of building
relationships between your club and
those who have an interest in it. Email
newsletters have the ability to turn
curiosity into interest, interest into
belonging, belonging into passion and
passion into action.
It is action that assists your club to achieve
its goals. Email newsletters have a great
capacity to influence the behaviour of
people.
Research undertaken in 2011 by the
American research institution, Pew
Research Centre, identified that

92% of people with an email account will
check it every day (Purcell, 2014).

What is an Email Newsletter?
Traditionally a newsletter is a printed
document which contains different
information (or content) circulated to

a group of people with an interest in

the information. From a sports club
perspective it usually contains information
about past and future competitions and
matches, social information and news.

An email newsletter is exactly the same
thing except the newsletter is produced
online and sent via email over the internet.

Benefits of Email
Newsletters

Richer Content

While traditional, printed newsletters could
only include words and pictures, email
newsletters can be rich in content including
videos, audio and links to further information.

Shareability

Not only can email newsletters be a very
effective way of communicating information
to those interested in your club, but also
importantly, with a click of a button, the
reader is able to share the email with

other people who may be interested in the
information. This ‘shareability’is one of the
powers of digital communication. It can be
shared with hundreds, thousands and even
tens-of-thousands of people and in some
instances very quickly.

Reduces the Time to Produce
Whether your email newsletter is simply a
basic email where you enter club stories and
information (not recommended, this will be
covered a little later in the ebook) or you use
an online email tool (highly recommended),
it is very quick and easy to produce and send
email newsletters.

Promotes Greater Engagement with
Your Club

Well produced email newsletters will have a
lot of links to both the club website and the
clubs social media accounts. This is important
because the more people that engage with your
club, the more they develop a relationship and
real sense of belonging.

As we have mentioned a number of times
throughout this ebook so far, it is the people
who feel a real sense of belonging with your
club that are highly likely to help the club

achieve its objectives.

Traditional newsletters need to be either sent
to people in the mail or physically delivered
to them. Both are very time consuming and
limit the size of your audience and reach. In
comparison, email newsletters can be received
anywhere in the world almost instantaneously.

In today’s way of life, many people are leaving
their communities for periods of time. For
example, some people work in the mining
industry which sees them flying out regularly.
Email newsletters keep these people very
connected with your club, no matter where in
the world they are physically located (as does
social media but not to the same depth).
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In one of our training sessions a club told
a story about a group of Victorian count

cricketers who had relocated to Kalgoorlie
Western Australia to work in the gold
mines. Through the club communications,
but especially the email newsletter, the
club had retained a strong connection with
these cricketers even though they were over
3,000km away. When the club held its major
raffle for the year, the “Kalgoorlie cricketers”
sold over $300 worth of raffle tickets for the

club fund raiser, in Kalgoorlie to people over
3,000km away.

This is a great example of a
group of people who felt a
strong sense of belonging
to their club and were
able to find a way to help
the club even though they
were on the other side of
the country. They couldn’t
help the club achieve its on
field objectives but they
could help achieve its
fundraising objectives.

Importance of Collecting
Email Addresses

One of the weaknesses of email newsletters
is that they can only be sent to people who
have given your club their email addresses
and permission to receive information from

the club.

It is vital that clubs have a highly prominent
section on their home page which allows
people to subscribe to their club newsletters.

Given that email newsletters are such a
powerful communication tool, the club must
become focused on collecting as many email
addresses of people who are interested in or
follow their club as possible. A common
mistake many clubs make is that they only
maintain the email addresses of their current
players and members, but their past players,
supporters and members might also be very
interested to receive information and stay in
touch with the club.

Clubs that use email newsletters
very well have extensive email
addresses from:

» Current  players, supporters and
members

» Past players, supporters and members

» People that from time to time come into
contact with your club, whether they
have come to a club function or they
have held a private function at your club.

A great example of this is “barefoot” bowls. A
bowls club in inner Melbourne hasless than 70
members but has over 50,000 social bowlers a
year playing on their greens. Until recently
the club hadn’t collected the social bowler’s
contact details. Once they left the club they
had no way of building a relationship with the
social bowlers, even though they usually had a
great time and really enjoyed bowling.

‘The club now seeks to collect email addresses
(and social media information) from every
person who plays at the club. This allows them
to send email newsletters with the intention
of building relationships and hopefully
converting some of the social bowlers into
regular social bowlers and subsequently into
full members who will play competition
bowls.
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Helping You to
Understand Your Readers

Sports Community uses an application called
Mail Chimp (http://mailchimp.com) to send
its email newsletters. Mail Chimp says on its
website:

Mail Chimp can be used to ‘create signup
forms that match your brand’s look and feel,
and send your subscribers product updates,
event invitations, announcements, or editorial
content. Use our reports to improve your
campaigns and learn more about your readers

(The Rocket Science Group, 2014).’

'This is so powerful for not only understanding
what interests your readers but it can also be
used in other ways. If you have a club job
vacancy, for example canteen manager, and
you advertise that job in the email newsletter,
then by looking at who clicks through to the
ad you can identify who may be interested in
the role.

'The same concept applies when you are
trying to locate sponsors. You can advertise
your different sponsorship packages on your
email newsletter and then identify people
who may be interested in your sponsorship
package by who is clicking through to read
the sponsorship information, especially

if they have clicked on sponsorship

information multiple times.

SPORTS
COMMUNITY

Email Newsletter
Applications

Sports Community sends tens of thousands
of emails each month. We have 4 different
types of email newsletters with different
content  specific to different audiences and
objectives.

For example:

» We send a fortnightly email newsletter to club
volunteers with the latest grants, fundraising
and other great information to save time or
malke it easier to volunteer.

» We send a completely different fortnightly
email to peak sporting bodies, local councils
and other sports stakeholders with stories and
information ready for them to use in their own
email newsletters and publications.

» We also choose to use “Mail Chimp”, to

manage all of our emails.

www.sportscommunity.com.au
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x Google chimp v 2 Search » | Mose® Signin
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Features of Mail Chimp

‘There are many online services that help clubs create, manage and send email newsletters. Often
membership registration systems provide this service but Sport Community uses Mail Chimp
(www.mailchimp.com). This is one of the more popular email newsletter services in the world
although most of the features we will describe are usually available in other services.

f SPORTS
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We are going to use Mail Chimp to demonstrate the power of email newsletters. We
are not recommending this service in particular, nor do we have any sort of commercial
relationship with the company. We just find their service very easy to use and an
extraordinarily powerful tool to help us to achieve our objectives.

Mail Chimp has the following great
features which help Sports Community
achieve its’ objectives and could help
your club do the same:

» A large range of email newsletter templates
which allows you to create a great club
email template and then save it, making
it very fast and easy to create your regular
emails.

»  'The ability to easily manage your list of
subscribers, including those who wish
to unsubscribe from your database and
why. You can also see what emails

are “bouncing”back and why.

» Extremely useful analytical data that
allows you to see who is reading your email
newsletter, what they are clicking on and
what they are showing interest in.

» Your club website and social media pages
can be linked to your newsletter.

» 'The ability to incorporate different types
of content, to maximise readers’ interest in
and engagement with your club.

Mail Chimp Costs

To give you an indication of costs, in
July 2014 Mail Chimp was free for clubs
while their list of newsletter subscribers
remained under 2,000 and they sent
less than 12,000 emails a year. Mail
Chimp then charged different amounts
depending on how many subscribers
your club had and how many emails
would be sent each month.

Interesting Email Facts

http://mailchimp.com/resources/research/
gives us some very helpful information about
how to maximise the value and readers of
your email newsletters. For example:

» Subscribers are more likely to open your
email after 12 noon and the most active
hours are between 2.00pm and 5.00pm

» Most emails are sent on a Tuesday or
Thursday but generally more subscribers
open emails on Wednesdays and Thursdays

Using Your Email
Newsletter to Achieve
Club Objectives

'The information and presentation of
your email newsletter should be driven
by your club objectives. The following
section will show an example of how
Melbourne Storm Rugby League Club
have used their email newsletter to help
them achieve different objectives.
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Player of the year dates confirmed

Melbourne Storm Rugby League Club email
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» Seﬂing MemberShipS E NN REEEEW § WE RN
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> Fundraising or increasing revenue

» Providing information and engaging
K Congemus Dragon: foom with your community
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i b ¢ Ratal | B TT 4 L e’ s klin . SR EL
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Complete Guide- Round 16
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BELLAMY QUASHES Round 16 Coach's Comer
5P ECULATION s = | = gt ot st ' » Player, coach, volunteer development

Il birra’s Fedradl 1 8 hoaionn st tha Dagen o o bon gay nphe- . gRieh
D,

Nelbourne Storm Coach C raig Bellamy ha = quazhed
speculaion halfback Cooper Cronk will make a
surprise reiurn to football on Monday night against the Watch Stom at Crown
D mgons...

Ersidotma ol e e » Increased participation
» Event Promotion

— wa'ra Btarm fanstunl @ )
Four Mations tickets on sale next !
WE:‘I'I I lﬂnm.gﬂ-m nﬂuumﬂ-—.n‘n

» Increased participation » Promoting sponsors
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> Event Promotion
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CHAPTER 9

Social Media

\ FYENEN
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What is a Social Network?

> Generally in real life a social network is a group of
people that are interested in what each other has to
say. Iraditionally, these social networks communicate
through conversations between people. Normally
the conversations comprise of the original thoughts
and opinions of mem%ers, the communication of
news or facts or the retelling of conversations that
took place earlier.

> 'The same concept applies when considering online
social networks except these “conversations” happen
over the internet via our computer, laptop, mobile
phone or tablet. These online conversations and
relationships are happening in many different public

places (or applications) online.

> 'The social network starts when a person (business,
brand or from our perspective a sports club) creates an
account. Now this person can publish information or
content. Depending on the application this content
may be written, graphic, pictorial or video.

> Once your account is created other peoglle, also
with an’account, who are interested in what you
publish can link to your account so that every time

you publish information they will see it.

> Conversely, you can also link people to your
account that you are interested in hearing from.

> The difference between social media networks and
real life networks is that online, people often have
100s,1000s, 10,000,s, 100,000s and sometimes even
millions of people linked to their accounts and vice
versa meaning that information can be conveyed
to and shared with an incredible number of people
very quickly. For example, Melbourne Storm
Rugby League Club as of June 30,2014 had 50,587
followers on Twitter and 351,029 fikes on Facebook.

www.sportscommunity.com.au

So now that we have
seen how impactful
social media can be,
let’s start to explore
the different social
media applications
and how they can
help your club
achieve its goals.

r

Click here to join us on

What is Facebook?

Facebook (www.facebook.com) is a popular and
free online social networking website that allows
registered users to create profiles, invite and
accept others into their network, upload photos
and videos, send messages and instantly contact

family, friends and colleagues.

Facebook is not just for individuals. Businesses,
community, not-for-profit groups and artists
are all using Facebooi to grow their networks,
advertise their products or causes or tell the world
who they are and what they do.

It is a great tool for sports clubs because it
allows them to build a network of those who are
interested in their club. This allows the club to
communicate and engage with their followers
in a way that motivates or inspires desired
behaviours, such as renewing membership or
attending fundraising events.

Imagine how hard it would be to get 100 people
all in one place at your club at any one time to try
and get tlfern to buy tickets to the annual trivia
night. Facebook allows you to do just that, the
only difference is that you are doing it using the
internet instead of face-to-face.

Another great advantage of Facebook for clubs
is that it is designed to facilitate sharing. This
aspect of Facebook is very important for clubs
as it allows information to be shared amongst
the club community and the wider community
far more quickly than traditional forms of
communication. {'his is because other people in
your network share your information amongst
their network and so on. 'This is a process
known as ‘amplification’.

Facebook is a great way to build
engagement and a sense of gelonging
with those interested in your club.
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Email or Phone Password The Different Facebook Profile

facebook el ——— Pages

[ [ —
Facebook has 3 distinct types of profiles:

' » Personal Page: This is a page for
Slg n U P individuals and should not be used by

Heading out? Stay connected
clubs or businesses to create their profile.

Visit facebook.com on your mobile phone. It's free and always will be.
» Group Page: Facebook group pages are

for private communication between the

First Name | ast Name members of a group. To become part

Get Facebook Mobile of the group you must be invite(f or
accepte§ by the group administrator.

Your Email » Fan Page: A fan page is for clubs and

businesses to create their profile on

Re-enter Email Facebook,which is then visible to anyone
with a Facebook account. Anybody can

become a fan of your page by simply

New Password ‘liking’ your page and will then receive
your updates as well as being able to

Birthday engage with your club via its fan page.
Page administrators can share posts

Month ¥ Day ¥ Year ¥ Ei"r';'ﬁ ddaﬂf‘”EEderW'dE my under your Clubs name, which fans
Ly of the page can then comment on and

Female © Male provide feedback.

By dicking Sign Up, you agree to our Terms and that you have
read our Data Use Policy, induding our Cookie Use, Facebook’s sign up page -
www.facebook.com

click

to visit
——  page

SPORTS f SPORTS

136 COMMUNITY www.sportscommunity.com.au Click here to join us on COMMUNITY 137


https://www.facebook.com/SportsCommunity.com.au
www.facebook.com

% https://www.facebook.com/collingwoodfc PL-ac \-::"_?i Collingwood Football Club ﬂ Welcome to Facebook - Log In...

Edit View Favorites Tools Help

.
Yy «‘
Cc.uingwqéfbotbau clib ®

Professional Sporisi Team ' : ‘Like’ Button

Timeline About Photos Likes

PEOPLE
) Collingwood Football Club
-

" { hours ago
296,336 likes =
Big man, low profile.._until NOW - hitp://magpi.es/1mjaJsX
Tracy McMurtry, Elysia Su-Chien Fisher and 21 )
olicrsInpe < 'The Collingwood Football Club

35-year-old Ben Hudson is having a big impact on our young rucks.
s i/ photo.phpifhid=101 set=a.1(0 thype= Fan Page
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What is Right for Your Club?

&

tearmapp.com P~C = Team App - Your Team, Yo..

Favorites Tools Help

_ o Generally clubs using Facebook achieve the
00gle | Team App.com v *Q search - | 3§ Share | More » best results by setting up their profile as a
fan page which can be viewed by anyone in
the world. There are better alternatives than
Facebook for private club communication
such as Team App (http://www.teamapp.
com/). As the ASC research highlights, one of
the major reasons the community isnt taking
part in club sport is that it simply doesn't
know that your club exists and the activities
it offers. An open Facebook fan page helps
i A o) ik clubs address this issue.

Trivia Might

Jua 07 2004, 7:00 PM {abaut 5 Bours)

TEAM P APP C ANDATEAM  GETTHEAPP  ABOUT-  SIGHUP-  LOGIN-

CREATE A FREE APP FOR YOUR TEAM
OR SOCIAL GROUP

Team App is a platiorm that allows teams and groups o improve
communication by creating their own smartphone App.

Creating a fully functional Team App takes less than 10 minutes!

Q. FIND ATEAM APP < CREATE A TEAM APP

EVENTS

Get notificafions and reminders about key daies in your team’s calendar, even BSVP o events!

00®00000000
'The Teamapp Website
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"wwow. facebook.com/SportsCommunity.cor LP~-ac ;‘% SportsCommunity

x Google v| *3 Search -

YOU are posting, commenting, and IKing as JENNIer HOSe — Lnhange 1o bmmhummunlty

Favorites Tools Help o

Insights Settings

SIPORTS
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“Deassroots (ubs Succeed/

Fundraising * Forums *
LS CILAL - S

Activity

/-1

/1 7 .

Page

Grants

Community Organization W Liked v |  Following W Message

O

Timeline About Photos Email Newsletter More ~

Post

. Write something on this Page. .

| Photo / Video

1L 8. 8. 8.8

1,437 likes

SPORTS
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MMore 3

Build Audience

Facebook’s Main
Features

Facebook has many features, but for our
purposes we will concentrate on those
of most benefit to clubs:

» Status updates — this is where the
administrator of the page informs
followers or members of the latest news
and events at the club.

» Photo wuploads - allows the Ve

administrator to upload photos. l
» Video  uploads — allows the
administrator to upload videos.
» Event creation — allows the
administrator to create an event and 7
build an invite list. l

» Messaging — this is similar to email and
allows you to message individuals or
groups via Facebook.

Message
I Recent
2014
2013
Founded

click —_

to visit
page t

Click here to join us on
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Facebook Terms and Jargon

Awww . facebook.com/SportsCommunity.cor ©Q ~ & & @ (8) SportsCommunity

Favorites Took  Help ' "The Facebook world is filled with terms
oogle | v| 48 Search - | B Share | More» and Yjargon' that can easily confuse

b d lik SportsC i Ch J fer B CXPCI' iCnCed and NEWETr USsers ahke Here
ou an ting, commenting, and liking as ommunity — Change to Jennifer Hose ° o
—_— . — “Y is a list of commonly used terms:

Page Activity Insights Build Audience v » Admin: Admin (Administrators) are

the people who create and manage

) uﬁw_l & '\ | activity in groups and pages.
//% I"h_'.::.? i :.5:*' il b » Account Settings: 'This is where you
@ * ; ‘l?:f : - manage basic account preferences. You
: . ' ! ike can e(%ityour name or email information, ¥
change your notifications preferences, )}
C O M M U N | T Y | turn on extra security features and much
more.

» Cover Photo: Your cover photo is the

’,’ﬁmmcte Clubs Succeed/ mapeem O PEEESERE R . O

_ — — » Profile Picture: Your profile picture is

% % ‘ e the main photo of you on your timeline.

Fu ndralsmg Forums Grants Your profile pictire appears next to

> pPC o 1118 your comments and other activity on
Community Organization | Liked v || vFollowing W Message sse Facebook.

» Wall: Your Wall is the space on your

I Recent profile where you and yourfriends can

Timeline About Photos Email Mewsletter More]~ post and share.

2014
2013

Status | Photo/Video | . Offer, Event +

F click l
to visit
page o
. 4 \What hawe v heen nin tn?? V1 == Jt SPOftS Communlty Facebook Page
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w.facebook.com/SportsCommunity.cor O ~ @& ¢ % (8) SportsCommunity

rites Tools Help

g'E I '!,'] Search - | ﬁ Share | More 2

s Jennifer Home ‘5,1 (r—

You are posting, commenting, and liking as Jennifer Rose — CGhange to SporisCommunity

Page Activity i Insights Settings

PEOPLE

1 8.6 8.8

1,437 likes

Sam Keen, Jenelle Dale and 8 others like this.

Pl o€ -

Reach People Nearby

Get people near Momington to like
your Page

Promote Page

vite your friends to like SportsCommunity

SPORTS
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Post | Photo / Video

- Write something on this Page. .

D SporisCommunity

Posted by Stuart Wilson [?] - July 11

Build Audience

THIS WEEK

7
Page Likes

752

Post Reach

UNREAD

Have you ever thought about becoming President of your local sports club?

Here are our Top 9 things to consider Qefore taking on the role! 11

Motifications

Click here far the full article - http://sportscommunity.com_auw/resources/b-top-

9-things-to-consider-when-thinking-of-becoming-club-president/ 0

www.sportscommunity.com.au

Messages

I Recent

Top © Things to : SE 2014

Consider when 3 : 201z o ,

click

© Click here to join us on

[

»

»

»

»

»

»

»

»

Friends: Friends are people who individuals
connect and share with on Facebook.

Messages: Your messages are ongoing
conversations with people on Facebook,
stored in your inbox.

Notifications: Notifications are alerts that
there is activity on your Facebook page.

Fans: Fans are people who have ‘liked’your fan
page and therefore are your primary audience.

Block: You can block someone to ‘unfriend’

them and prevent them from starting
conversations with you or seeing things you
post on your timeline.

Link: A link is a direct connection with
another website or application and can be
shared from your Facebook account.

Events: Events are a feature that let you
organise gatherings, respond to invites, and

keep up with what your friendsare doing.

Groups: Groups are close circles of people
that share conversations and keep in touch on

Facebook.
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w.facebook.com/SportsCommunity.cor 2 ~ @ & & (6) SportsCommunity

rites  Tools  Help

ple | v ';',' Search -:| ﬁ Share | More 2

You are posting, commenting, and liking as SportsCommunity — Chanoe to Jennifer Eose

» News Feed: Your News Feed shows you the
latest updates of your friends and pages you

Page Activity Insights Settings Build Audience v He follow.
. July 4 at 10:55am &
?‘-’i‘ SporisCommunity shared a link.
* Sign up for a FREE 4" Glow Stick Sample L’ Posted by Joe Novella [?]- July 4 @
Like - Comment Layne Beachley Aim for the Stars Foundation havp-e-temieste-gremi-an-ation » Tagging: A tag links a person, page or place s l
to Inspire girls and women across Australla to dream and achieve. The to something you post, like a status update or
] ) o photo. For example, you can tag a photo to say
. S Foundation will award a minimum of $60,000 worth of grants each year. who’s in the photo or post a status update and
‘ June 28 at 2:55pm @ Applications closing 14 November. For more information AL ] say who youre with.
http://grantsandfunding.com_au/grants/layne-beachley-aim-for-the-stars- e
= foundation/ iR
hitps/iwnww _facebook com/events/51593295853641 l
71 I'm just gonna leave this here in case you want to 11
come along Layne Beachley Aim For The Stars Foundation | Grants and e T
: Funding Motifications
s grantsandfunding.com_.au
— i e ana — » Like: Clicking ‘Like’is a way to give positive

Nesedlies feedback or to follow the fan pages or clubs

SHRORTS Aim for the Stars Foundation was created io inspire girls and women. ..
COMMUNITY and businesses you care about.

Recent

— Unlif® - Gomment - Share [ 12 Shares 2014

RRR R 06/21/2014 o013
g SportsGommunity and 8 others like this. 2013
click

omment Founr v
‘ Write a comment... —  page
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w... YES OPTUS 3G 12:14 PM

Cancel Check In
. sports
T o
iy a (4 \Da‘la Or g
T oo @ )
3 &_//
& a
ABC Sports Club United

w35 Dava Dr - 0 were here - 30 m

@ SportsCommunity

1/37 Dava Drive - 0 were here - 50 m

The Outback Sp...Bar & Grill
207 were here * 1.4 km

&  Mornington Indoor Sports
sports 7 Milgate Drive - 1,057 were here - 2....

LY L] -~~~ - "~ o~ -

‘Check in’ Functionality

Another great functionality is the ability
for Facebook users to ‘check in’ when
attending your club’s venue. This ‘check
in'shows up on the user’s Facebook wall
and tells the user’s friends that they are
at your club. This raises awareness of
your club and can grow interest
in the community. It can

SPORTS
COMMUNITY

w... YES OPTUS 3G 12:14 PM

Cancel Update Status

To: Xt Friends >

— at SportsCommunity.

Who are you with?

Q
o|w|E|R|T|Y|u]i|ojP
Als|o|Flafu]y]K]L

also help to create a sense of belonging
for those at the club as users can tag that
they are with their friends.

Clubs may choose to run competitions or
have rewards or discounts to encourage
members to ‘check in’.

www.sportscommunity.com.au

Using Facebook to
Achieve Club Objectives

Facebook gives you the ability to
communicateand engagewithfansofthe
club at any time, no matter where they
are in the world. Posting information
like regular updates of scores on match
day will keep supporters engaged with
your club when they otherwise may
have ‘lost touch’.

By keeping your members in touch
with what’s happening at your club on
a regular basis you help them to feel
attached to the club.

A few ideas and strategies that you may
find helpful for eftective use of Facebook
on behalf of your club include:

Click here to join us on

» Post regular score updates and results
on match day to ensure supporters who
), . .
cant make it to the game can still keep
up to date.

» Post updates that encourage discussion.

» Post photos from games on your club
page and allow players to tag themselves
in them. This will create enthusiasm for
the page from your players.

» Promote your sponsors on your page.
This will keep them extremely happy
and will result in their continuing

sponsorship of the club. > )
» Post videos of club games or events.
» Hold Facebook competitions for club
members.
» Post trivia questions and polls. e
» Encourage your network to share )
posts,  photos and videos amongst
their networks.

» Tell stories about club legends and
members doing amazing things.

» Include interviews with past players,
current players and volunteers.

» Profile your hard working volunteers
as reward for their contributions.

» Make use of the events feature for
club events.
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Increased Participation and
E https://www.facebook.com/FVBSC/app_ 473077742 O ~ @ C | F| Fitzroy Victoria Bowling & 5., Recruiting New Members

File Edit View Favorites Tools Help

Fitzroy Victoria Bowling and Sports Club
have a ‘Refer a Friend’ tab on their Facebook
page. This is an easy way for members and
supporters to suggest to potential new
members to visit your club’s Facebook page.

-

N | v

Fltﬂroy’?lctorla ng &  ( ‘*' g
: Sp!>rts Club. BOWI & 1€
r

-.- Spoﬂs ofhb Social Club ‘
Timeline About Photos Refer a Friend More v

W Message

” -
L] - * - a A

FITZROY VICTORIAS .
@ BOWLING AND SPORTS CLUB

#

“wling o~
SPORTS f 1 SPORTS
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e e Ed nttps: facebook.com/pages/Jingili-BMX-Club/: 0 ~ & || [} Jingili BMX Club

File Edit View Favorites

0

Tools

Help

& E-book, ebook, eBook - Gram...

hittp 2w bmoausalia.com auintjingiliclubhome. .
Like - Comment - Share

Suggest Edits

& Jingili BM X Club shared Nine News Darwin's vi
PHOTOS > By May 268

M M m_ ML T e,

BMX: Marrara's new track is open

LIKED BY THI: PAGE

@ BMX Australia

Like - Comment - Share

Visit the Great Ocean Road b Like

Jingili EMX Club

e =book.com/photoe.phpifbid=64158 E‘éE;DE._-"E'I Biset= ph.EE‘.Il'IIlT )7346543.-2207520000.140
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deo.

2152

2013
I 2012

Cpened

Sponsored ¥

HURRY! Score an
EOFY...

www thegoodguys ..o

End of Financial Year
Clearance this
weekend!

Click here to join us on

Increased Participation and
Recruiting New Members

Jingili BMX Club shared the Northern
Territory Channel Nine News story on their
‘Come and Try Day’ on Facebook as well as

their flyer and additional information.
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_ . Providing Information and Engaging
o =) | I https://www facebook.com/groups/139216106020¢ O ~ @ C || [ Beaconsfield Netball Club % | | with Your Community
File Edit View Favorites Tools Help

: Beaconsfield Netball Club uses Facebook to
0 engage their followers with the ‘Beacy Baftler’

t Beaconsfield Netball quiz.
t:“ June 13 at 8:20pm

“**BEACY BAFFLER™™ ™"

Which Beacy girl won the 2001 under 17s league best and fairest in the
west gippsland league?

Like - Comment
I Katrina O'Sullivan likes this. v Seen by 151

] View previous comments 3 of 66
= ' Simon Sos 0'Shanassy Nicely??? Ok, let's go with that Shona Pallas... More
® W4 like good cop, bad copl!!
June 15 at 7:15pm - Like - 2 1

i lan Flannery this was a popular year and from memory Simon you donated

the game ball and photo back to the club which will be proudly displayed in our
new pavilion that will soon be ours!!!! Just a reminder of the champs that have
graced our courts.......__and coaches boxes (1)

June 15 at 7:44pm - Like - 2 1

PN Simon Sos 0'Shanassy Better to showcase the proud history where
e 4 everybody can see it, than for it to be collecting dust at my house... The ball |
donated lan Flannery was from 2000 when B Grade went through the season as

Premiers and Champions.. Shona Pallas was captain
! P " A .
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Providing Information and Engaging
ps://www facebook.com/photo.php?fbid=1421¢ O ~ @ C || @ (1) Beaconsfield Netball Club with Your Community

= 3 Se
R e e [al= They also provide information to their
supporters and members by posting scores
after weekend games. You will notice the
club has used images to grab attention.

* Beaconsfield Netball Beaconsfield
Netball Club

June 21

e

Like - Comment - Get Notifications - Share

H Write a comment._.

Recommended Pages See All

Anna Mercer - Pilates,
Fitness & N...

419 people like this.

g Like

Nurturestore
Jo Smith and Elysse Jade Egan like this.
g Like

Aardy's Jumping Castles
Kelly Lima and & other friends like this.
g Like

Paleo Life e
Constance Washington and 4 other friendt o visi
this. paoe ’
g Like
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: Providing Information and Engaging
v.facebook.com/photo.php?fbid=1015:z ,0 ~-ac @ (1) Beaconsfield Metball Club * With YOUI' community
ites  Tools Help “ ""] Search - | More .
| "The club also celebrates their coach and match
day award winner on their Facebook page.

Rebecca Allen Beaconsfield Nethall
Club

June 21 near Berwick
So proud of Madi Percival for her spirit award today!
Couldn't be a prouder coach ()

Like - Comment - Get Motifications - Share
1 Shona Pallas and 32 others like this.

E & lan Flannery Great effort Maddi
June 21 at 5:53pm - Like

. 1 Jillian Dickson Well done Madi!
"8 June 21 at 6:56pm - Like

! Write a comment._.

Friend Requesis oee All

W
L

- Shara Thornton
8 mutual friends

5l Confirm Friend

f SPORTS
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Promoting Sponsors

acebook.com/pages/Bei-Loon-Dragc © ~ @ € || [ BeiLoon Dragonboat Club
' The Bei Loon Dra%]onboat Club posting

*9 se =it e 5
v [l Seamh Mo 2> B great photo on their Facebook profile
]Eiromoting their sponsor, the Newport Arms
otel.

s Jools  Help

Bei Loon Dragonboat Club

91 likes - 1 talking about this

Professional Sports Team

The Bei Loon Dragonboat Club (aka Northern Dragons) is located at Rowland Reserve,
Bayview with close to 160 members fielding teams in most categories (Premier, Masters
and Breast Cancer Survivors). The club which was founded in late 2003 has come a long

About - Suggest an Edit Photos Events

to visit
page L
75856.1748229525790118ttype=1 ottt
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Promoting Sponsors

d https: w.facebook.com/AliceSpringsHockey/ti O ~ @& ¢ | B Alice Springs Hockey Assoc... %

View Favorites Tools Help Alice Springs Hock‘ey Associa}tion posting,
the catalogue for their sponsor ‘Just Hockey

with links to the website.
I Alice Springs Hockey Association Q

o * Alice Springs Hockey Association shared Just Hockey's photo.

- Jennifer Home 2

e

Create P

March 18 @
PR Recent

With pre-season starting this weekend, make sure you have all you need for I 2014

the 2014 season! - check out the new catalogue from Just Hockey 2013
DSTS TO PAGE : _
The new 2014 Just Hockey Catalogue Is now ONLINE. Remember if you
need any help about hockey products #justask us in store or online via
Renee Boardman social media. We have already helped lots of customers in 2014. We are
Walat {D=spm: here to help you make the right hockey choices!

Did anyone find a pair of adidas sunnies on the
sideline on Saturday (24th)? They are gold shields http:/t.co/DR4v1Oxzxz

with blue earpieces.

Like - Comment — R

Samarra Schwarz
B May 14 at 9:33pm @
B
pwily to all our Desert Die Hards (Masters Hockey
) we starting ... See More

h2 1
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Promoting Sponsors

e v ;ﬂ https://www.facebook.com/pages/Mansfield-Motc O ~ & & E3 Mansfield Motorcycle Club ...
B B W B Teak Mansfield Motorcyclfe club promoting their
sponsor Mansfield Paintball.

O

Invite your friends to like this Page

Mansfield Motorcycle Club Inc shared a link.
ABOUT May 21 @

Final Round MMC Grass Track Series on Sunday 8th June 2014 at Mansfi

Paintball Park. (well in the paddocks behind it ... might make for an interes

http:/www.mansfieldme.com/ final round if it was combined!) Thanks to Jim Friday in advance for the use
the land so show your support and get down to

Suggest Edits http:/imww.mansfieldpaintball.com.au/

Motorcross

Mansfield Paintball - Victoria's Best Paintball Field
www.mansfieldpaintball. com.au

MANSFIELD Come and play with your friends at Mansfield Paintball,
PAINTBALL &‘ Victoria's newest paintball field. Just 2 Hours drive fro
' Melboume. Gall us at 03 5776 9621.

Like - Gomment - Share

%ﬁ Mansfield Motorcycle Club Inc
W - May 21 &

SPORTS f SPORTS
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- p— Promoting Sponsors
z ﬂ https://www.facebook.com/MorningtonFootballCl O ~ & C || B3 Mornington Football Club % |

File Edit View Favorites Tools Help ‘lg/lorningtcicnhFo\c/)\t/ballj) Club promoting their
ponsor of the Week.

ke - Comment “><' Mornington Football Club shared a link.

4 April 14 3¢

Pzt

Sponsor of the week- Homeloans Mornington
Homeloans' Mornington sales office is owned and operated by Matt

Invitation Wed 28th May 7:30pm Katramados. Matt is joined by Norm Robinson who has over 30 years

ps://register eventarc.com/23231/cereal-killers- experience in the banking and finance industry.
ovie-mornington-may

« - You Are What You Eat Eais
: May 24 at 8:40pm &

Homeloans' Morni... See More
ke - Comment

Home Loans Mornington - VIC | Homeloans Ltd
Trev Harwood www_homeloans com au

May 15 at 7:12pm @ Contact Homeloans Mornington, VIC today and talk to Matt Katramados & Norm

_ o Robinson for an obligation free home loan...
i | would like to open the invitation to all Players

d supports to v... See More

P - Comment
Like - Comment - Share
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1facebook.com/pages/Jingili-BMX-Clu O ~ @& &

Favorites Tools

Help

Invite your friends io like this Page

Abala Road, Jingili

Darwin, Northern Termritory
0456 B39 360

http:/fwww bm xaustralia.com auwhntijingilifclubhome .. .

Suggest Edits

PHOTOS

SPORTS
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E3 Jingili BMX Club

Jingili BMX Club
June 3 @

Massive thanks to COATES HIRE for sponsoring all our machinery hire. We
hawve completed the track build. Teack will remain closed unfil it has properly
set. We estimate another 48 hours due to no sunlight. Sprocket training and
newhbies will continue today and fomormow OFF TRAGK. and we will advise on
Thursday gates and Friday racing. — at Jingili BMX Club.

\aANs Sz
g
- 8

www.sportscommunity.com.au © ©

Sponsored &

Vintage Dresses

$15-545

rosewholesale com

Elegant Vintage
Dresses 315-545 Free
Shipping For Selected
ltems, Order 70+ Get
10% Off !

Jaime Cerda likes this

starting ramp.

click

to visit
page

Click here to join us on

Promoting Sponsors

f

Jingili BMX Club promoting their sponsor,
Coates Hire, by posting a picture of their
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i — Player, Coach, Volunteer
e )| B https:/fwww facebook.com/DarwinNetball £ ~ @ C| Ej Darwin Netball Association ... X | | Development

File Edit View Favorites Tools Help . .. .
‘The Darwin Netball Association promoting

) coaching courses and information.

Darwin Netball Association Incorporated
\ June 11 @

HI ALL - COACHING NEWS from NNT.

Stacey West will be presenting the practical sports specific component of the
Intermediate coaching principles on the weekend of the 26-27th July. Please
note that coaches wanting to get there accreditation must have at least started
their Intermediate coaching principles. We have the manuals at Netball NT
they can be purchased for $25.

athy Macdonald For More information please contact:
ay 29 at 4:55pm & Nikki Symons

le o get onto the junior draw yet? When | Development Manager Participation & Coaching

DNA w_.. See More Netball NT
Nikki.symons @netballnt.org.au
ent B)3

Like - Comment - Share

L Montague
-opﬂm b 2 people like this.
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Event Promotion
m/events/3182427949669 O ~ @ C || [ Presentation Night

One of the great features of using Facebook
for your club is the ‘events’ option. This allows
you to create events on Facebook which can
be used as an online invitation to guests for

[ ] []
real-life events and functions.
1 1 'There is also an RSVP feature in the event

03 | Presentation Night

Help W ""'] Search = More»  Signln

section where guests can declare whether
they will be attending or not. This gives the
organisers an idea of how many people will
be attending so they can adequately prepare
(catering, seating etc.).

«* Public - Hosted by Momington Football Club 4 Joi S S Invite ¥ | see
) 2 LS. B LT An event page also allows your club to build

excitement as everyone invited can see who
is going and can make comments about

_ i GUESTS preparations. 'The page can also be updated
(® Friday, October 3 at 6:30pm 14 0 0 to communicate any details if they change, as
well as can act as a reminder for the event.

going maybe invited

0 Mornington Racecourse Show Map Mornington Football Club has used the
Racecourse Rd, Momington, Victoria, Australia 3931 ‘events’ feature for their presentation night.
INVITE FRIENDS Tickets can also be bought online.

+ Add friends to this event

o .
E Suez Whyte Invite

MFENC 2014 Presentation/Vote Night Invi
: ) A nvite
course Meal - $65pp & Taryn Deppeler

amatta Room @ 6.30pm =~ . 1% Chat (42) P !

E[ Tickets Available BTk

www._trybooking.com
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www.facebook.com/photo.php¥fbid=1015z P-ac

avorites  Tools
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Help

=2 Beaconsfield Netball Club

www.sportscommunity.com.au

et ! Abbie Sheers » Beaconsfield Netball
Club

Newest recruits for the bbg — with Heather Studham.

Like - Comment - Get Moti ons - Share
g5 Shona Pallas, Ebony Matthews and 20 others like
this.

B Tim Stinear Heather Studham with her BBQ -
and another man ... hmm. Thanks to Heather,
Giary and Tim for faking contol of the grill Saturday

Recruitment

L] =
W 'bearch e

Volunteer Recognition and

helping at the BBQ.

click
to visit
page

Click here to join us on

f

Beaconsfield Netball Club use their Facebook

group page to thank their newest recruits for
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wearvi facebook.com/BrsceParkTenmsClub O - @ &

Bie Edt  Weew Fpeontes Tools  Help

O

Tealll Y [E =

competitions at www fac, . See More

Like - Cormrment

HRet Davies
flanch A0 A0 &t 1-5dam n

Will the club be doing an easter egg hunt or event
this year?

Like - Comment EJ 1

David Price

ke 06262013

A fantastic social environment, and everyone
ieels welcome

ke - Comment £ 4

people find great places. Write Review

SPORTS

B Bruce Park Ternis Club

.+ Bruce Park Tennis Club

I'lﬁ.'-.‘-“ April 19 %

Congratulations to our volunteer of the month for March this 2014: Stephen
Lyons! Thanks for all the greal work you do around the club male.

Especially your help to put in the awesome new kitchen! — with Stephen
L yons.

COMMUNITY www.sportscommunity.com.au ©) ©)

Recruitment

Bruce Park Tennis

page.

Click here to join us on f

Club

Volunteer Recognition and

recognise a

“Volunteer of the Month” on their Facebook
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Ed https

Bie Edt  Weew Fpeontes Tools  Help

O

hi_how £ u all. anyone hit in melbourne park_ i just iry

to caich 0. See Mone

Like - Commeani

- Court Coverage
Janiary 19 at S51am @

W Think you know tennia? Daily Australian open
competitions at www fac_ See Mone

Like - Comment

Hel Davies
March 20 2013 at 1:'54am &

Will the: club be doing an easter egg hunt or event
this year?

Like - Comment 21

67534648005 wsetn o, 1056587405 76T

wearvi facebook.com/BrscePark TennsClub O - & & “ Bruce Park Temng Cluls

§ Bruce Park Tennis Club shared Stephen Lyons's photo
== March 10 &

The new kilchen window. Thanks Stephen Lyons for all your hard work!

SPORTS
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Click here to join us on

Measuring Facebook’s
Effectiveness at Your
Club

There are many ways to measure the

effectiveness of your Facebook page:

> Likes: If a certain post receives a high number
‘Likes” then it has struck the right chord with
your audience as people are providing positive

feedback.

»Comments: If there are a number of people
commenting and sharing their opinions on your
post, it can be considered an effective post as it has
created discussion.

> Views: When you post something on your page,
it will tell you how many ‘Views that particu%ar
post has had. The higher this number is, the more
exposure this post has gained for your page and
therefore your club.

Facebook also provides “Insights” or statistics
that cover a variety of key measures on how
your page is performing. This data is useful
if you are measuring your Facebook page
against your club objectives. For example, if
a club objective is to increase membership,
then how many of your Facebgok followers
are members? Has the number increased or
decreased?

f SPORTS
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@ SportsCommunity = Ads Manager = % ExportData wees

Measuring Facebook’s
 Overview &\ Reach all Visits E Posts 2. People Effectlveness at Your
Club

Showing data from 05/09/2014 - 05/15/2014

Page Likes Post Reach Engagement

1.4K Total Page Likes each 299 People Engaged #

A (.8% from last week I WEEk A 202% from last week

1 146
Mew Page Likes == This week . == This week Likes
v 21.4% Lastweek 30.7 Last week

Commenls

) \

T pmram N e
Post Reach Post Clicks @

Your 5§ Most Recent Posts

Reach: Organic/Paid [l Post Clicks [ Likes, Comments & Shares
Post Type Targeting Reach Engagement Promote

This week, Volunteering Australia is celebrating the

L. 25th anniversary of National Volunteer Week, which = @

B e kiatan naaciishs you. You hawe Inspired An example of the Sports Community page Insights.

an=navheach R
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Twitter

What is Twitter?
The Twitter website describes itself as
follows:

“Iwitter is an information network made
up of 140-character messages called Tweets.
It’s an easy way to discover the latest news
related to subjects you care about (Twitter

Inc.,2014).”
Similarly to Facebook, your club can hold

a Twitter account to share and publish
information to those who choose to follow
your club. Your club can also look at
information from those you choose to follow.
For example, your peak sporting body or top
sports-people in your sport.

Unlike a profile page on Facebook, your club

doesn’t need to accept invitations or requests
but can easily click to follow or be followed.

Twitter Homepage — (www.twitter.com)

Content Types

Messages on Twitter are called “Tweets”.
‘Tweets can not only be made up of written
posts of up to 140 characters in length but
also photos, images and videos.

These short bursts of information make
Twitter perfect for conveying news and
information as it happens.

SPORTS
COMMUNITY

Favorites  Tools  Help

O SEE | v ""l Search -+ ﬁ Share

L

Welcome to Twitter.

Connect with your friends — and other
fascinating people. Gelin-the-moment updates
on the thingsithatinterest you And watch
events unfold, in real time, from every angle.

Pressureshapes legends. #nskeverything

Twest and photo by @nikefootball
6:01 PM - 20 May 2014

More 3

Language: English -

Sign up for Twitter

Abaut Help Blog Status Jobs Terms Privacy Cookize Adsinfo Erand Adwvertice Busineszec Media De=velopers Directory 0200 Twitter

www.sportscommunity.com.au © ©

Click here to join us on f
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Ed 7) Facebook

® % W Twitter Help Center | Usin % Y W () Twitter

« > C |E\ Twitter, Inc. [US] |http5:_.-"_.-"mfi‘rter.t:::um

Selectus Fleet Salary... [] Suggested Sites [ Free Hotrail (O] Imported From IE

.ﬁ Home # Discove

5 Apps

4‘ Motifications

ommunity
rtsclubinfo

FOLLOWING FOLLOW

2,003 1,476

SPORTS
COMMUNITY

Compose new Tweet

Who to follow - rpsresh - view al

Amex Australia £k
B rscan i
Bemess [ 0llow NMomen on Boar...

+£2 Follow Promoted
Mo'onia - Monx™ Mao...
+2 Follow

DHL STORMERS @THEST...

+2 Follow

Popular accounts - Find friends

SPORTS
COMMUNITY
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x Y W Twitter Help Center | Post/ x 1 tweet definition - Google % ¥ New Tab

2 new Tweets

cyclﬂEpﬂl’t Y 0 2m
The Fred Whitton 2014 Rider Times, online (+ Rate your experience online too)

Doncaster Rovers FC (dfc official - 2m
doncasterroversic.co.uk/news/articlely... #DRFC to 'don' this next season.
Expand

Carlton FC @CarltonFC
W LIEE. 2 s =L iy = T

across the gr‘oﬁ nd." #AFLSaintsBlues

Re ted by Andrew O'Lol

Thomas Newton Mewton - &h

Well done again @limelightsports team, #nikefootball #winnerstays next stop...
South Sydney! pic_twitter com/bPpm\WUdtrH

™y r -

om Rockdale

Introducing Your Twitter Account

To introduce you to twitter allow us to
take you on a guided tour of the Sports
Community Twitter account.

»

»

»

»

»

»

Click here to join us on

Timeline: A real time listing of the tweets
made by those you are following. Your own
tweets will also appear on your time line.

@sportsclubinfo: This is the Sports
Community identifier or “handle” on Twitter.
Each Twitter handle commences with the ‘@
symbol.

Tweets: Tweets are messages on Twitter. The
tweets that we have published are shown here
and tweets of those we follow are listed in this
section of our Twitter account.

Followers: This section lists those who are
following Sports Community. This means
that our tweet will appear on their time line
each time we “tweet”.

Following: 'These are the people we at
Sports Community are following. Each time
somebody we are following “tweets” it will
appear on our timeline.

Re-tweet: 'This is the term for forwarding or
reposting a tweet that you have received from
someone you are following.»By retweeting
the post, those that are following you will
now be able to see the post. A retweet will
post the entire tweet from the person

who posted the original tweet.
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f Ed (8) Facebook % 1 o Twitter Help Center | 7 % [ 9 Twitter / Motifications x | ¥ Twitter Help Center | F x T [RY tweet definition - Goc_x Mew Tab

» Notifications: Clicking on this tab lets you
% Twitter, Inc. [US] | https://twitter.com/i/notifications see different activities which relate to your
"Twitter account, including:

Selectus Fleet Salary... ﬂ Suggested Sites [ Free Hotmail [~ Imported From IE

L
‘Q’ Home 4 Motifications # Discover _'_ Me wi

Notifications NDtIfFCEtEDnS
Mentions All / Peaple you follow

£ Pony Club NSW and & others followed you

Who to follow - refresh - view i @ s.@ H q @ o > A list of those who have followed your

account

; Sportshet.com.au Spo...
= P o Followed by AAA First Call an . .
" s el Phil Williams favorited your Retweet @ >Those who have clicked favourite on a
5@ :: @Tg +% Eollow Promaoted 11h: We're now working w/(@ sportsclubinfo to provide a comprehensive tweet you have made. A favourite is an
listing of current community sport club #jobs: bit.ly/oknuOw acknowledoment thev like a tweet vou have
Western AFCA (©\WestermA & Y y

CO M M U N ITY . Followed by Metra Sports an. % made by Clicking the YCHOW star on the tweet.

L&
+£ Follow

Young Sport Mng Pros favorited a Tweet you were mentioned in » Anybody who has responded to a tweet you
Footscray HC (FootscrayHC 11h: We're now working w/(@sportsclubinfo to provide a comprehensive . . ¢ )
e Sy R have made. 'This is called an ‘@reply’.
-2 Follow listing of current community sport club #jobs: bit.ly/oknuOw

)
Paopular accounts - Find friends ‘2""%

Young Sport Mng Pros refweeted a Tweet you were mentioned in

Australia Trends - chan ge 11h: We're now working w/{@sportsclubinfo to provide a comprehensive
listing of current community sport club #jobs: bit.ly/oknuQw

> Those who “retweeted” a tweet you
have made

#hungrybsos

Sharman Stone #,,L

Tom Hafey

#AFLSaintsBlues < sportspeople @SportspeopleAU - 10h >Any tweets made by other people who

#5mallzyGiveMeTheVamps "~ We're now working w/@sportsclubinfo to provide a comprehensive listing of have included your Twitter handle (which

#DONTSTOPMUSICVIDEO soesmcre CUITENE COMMUNity Sport club #jobs: bit ly/1oknuOw . means they want you to see their tweet).
. o« e 4 e )

David Marr Expand + Reply 3 Retweeted % Favorite . page 'This is called an ‘@mention’.

#MRLParCro
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| W Twitter Help Center | The x [ W Twitter/ Search - #Manll  x 1 9 Twitter Help Center | Abo: % T 3 Twitter Help Center | Guic * ¥ ﬂ Home | Sports Communit % 7 25 Audience Chverview -

= 5= | Twitter, Inc. [US] |https:_x“_x’twitter.com;“searc-w?q=9%23[-1-’1a-1u-:3¢5rc=-1a5-"|

=== Apps Selectus Fleet Salary... [] Suggested Sites [ Free Hotmail [~ Imported From IE

L
‘Q’ Home 4!' Motifications # Discover _'_ Me wi

[elsl¥d Man United FC Fans @Manl _FCFans - 3h
GL_?R.Y Reus rules out move divr it'sf27yK #Manu
urD Expand 4 Reply +3% Retwest % Favorite === More
Manchester United FC M United FC - 3h
w Women's team in abandoned League Cup Final| q.gs/6t011 #manu

#manchester_united

- —

% i3 L neil dougan (neildougan - 5h
COM MUNITY 'H Great to see #ManU fans celebrating #ManCity winning the premiership. They

must really love their cross town rivals
Expand . Reply 3% Retweet ¥ Favorite s More

Expand . Reply 3% Retweet ¥ Favorite s More

e J-W. Cannon @cannonjw - 18h

B #ManU fanfchadoma-plans-lo-as

Fepol IsDIZ Teedly com/e/RB1Pzj3z
Y View summary 4 Reply 3 Retweet % Favorite == More

TractorSaint @ TractorSaint - 19h
£ #saintsfc v #manu Lambert's goal and Lallana celebration
pic.twitter. com/JhQIBOAHVY]

Wiew photo 4 Reply +3 Retweet % Favorite == More

_ Daniel Fria @danielfria - 21h
[ ®pad | hate Man City so much. We'll take it next year boys. #LetsGoYouReds! #M=nU
el L

Expand # Reply +3 Retweet % Favorite oo
page '

Alviro Petersen (0 AlviroPetersen - 210

SPORTS

The Language of Twitter

# hashtag - Putting a #hashtag in front of a
word in your post allows Twitter to group all
tweets with the same #hashtag together and
list them for anybody who searches Twitter
for that #hashtag. Regardless of who posted
the tweet that contains the #hashtag; it will
show up in the search.

For example, in the picture below we have
searched for #manu. The list of results include
all of the recent posts by users on Twitter that
have used this #hashtag.

#hashtag

SPORTS
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The Best Way for Clubs to Use
Twitter

> Twitter is ideal for clubs to use to ‘tweet’
real time news such as the scores of matches
or competitions as they are occurring. This
allows those who are not present to follow the
competition and know the results instantaneously.
This could also include, among others, social
events as they are unfolding, selections for the
upcoming competitions and injury updates. 'The
impact can be even more powerful if the tweets
include photos and videos.

> All of your club’s other social media platforms
should also be linked to your Twitter account.
For instance, every time you post on Facebook it
will then automatically create a tweet of the post
as well.

SPORTS
COMMUNITY

> As Twitter is ideally suited for real time
communication of information, news and events
it is a great idea to tweet many times during an
event. For example, many professional sporting
clubs with communication teams such as NRL
and AFL clubs will tweet at least once a minute
during the match to keep their followers up to
date with what is happening. Professional sports
clubs doing this will usually include a hashtag into
their tweets which becomes the online location
for conversations about the game or event.

> Because we can post many tweets in a short
period of time, it is a fantastic way to ensure those
that are not present feel part of the action and
engage in conversations. It is this engagement
that creates the sense of belonging with your club
and consolidates the relationships which can help
you in the future to achieve your club objectives.

Creating the Conversation

If your club uses Twitter to update its followers
on scores and events as they are unfolding, then it
is important that your club promotes this service
to its wider audience. This is important so that
the community knows that during competitions,
social events, selection nights and other major
club functions, they can get real time updates.

Unless you promote this service, it is unlikely that
your members and wider club audience will go
looking for it. Due to this, it is very important
that you promote this service at every opportunity
including your website and email newsletters
as well as your traditional club communication
methods, such as posters, flyers and media
releases.

www.sportscommunity.com.au

Linking Facebook to Twitter

The people who follow your club on Twitter will
often be very different to those who follow your
Facebook page. Due to this, it is a good idea to link
your clubs Facebook page to yourgTwitter account
so all posts made on your Facebook page will
automatically be shown on your club’s Twitter feed.

Generally, clubs are best not to link the other way
around (linking your clubs Twitter account to its
Facebook page), particularly if your club posts
many tweets during competition, as these will then
all appear on the newsfeeds of all of your club’s
Facebook followers. 'This clogs up their news feeds
and may possibly cause them to unfollow your club.

The ‘tweets’ your club
posts on your Twitter
account should be
driven by your club
objectives. The
following section will
show an example

of how other clubs
have used Twitter to
help them achieve
different objectives.

Click here to join us on

f
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Increased Participation

p/ftwitter.com/Wests Tigers O ~ @ Identified by .. & || W Wests Tigers (Wests_Tigers)... X || : : ‘The West Tigers use their Twitter account to
x Google | ME EZERSE increase participation at their Family Day by
posting information and a video to engage
their supporters and members.

Favorites  Teools  Help

Home Q Motifications # Discover _._ Me

m Wests Tigers @Wests_Tigers - Jun 26
MEMEERS DAY — QOur 2014 Members Day is this Sunday! Get along
from 11:00am! Details: bit.ly/TrsnHxqg

ﬁ Woests Tigers @Wests_Tigers - Jun 26
~ 15TH ANNIVERSARY TEAM — If you haven't already, make sure you
vote and help pick our Team of 15 Years! Have your say: bit.ly/1sApl4u

2
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i — Providing Information and Engaging
. //twitter.com/brisbanebronc O ~ @& Twitter, Inc. [... & |; % Brisbane Broncos (brishane.., * | | with Your Community

[ & s : : :
Faunites. Tock | Help 3 search 'The Brisbane Broncos posting live match
updates.

Home Q Motifications oW

Brisbane Broncos @brisbanebroncos - Jun 21
Ben Hunt goes through and drives it along the ground for Copley to
almost scoop up - good defence Warriors but it's a drop out

3

Brisbane Broncos @brizhansbroncos - Jun 21
Johnson's kick this time out on the full. Broncos to start their set 15 out
from their tryline and need to play down the other end

1 4

Brisbane Broncos @brisbanebroncos - Jun 21
The tap back from Maranta goes straight to Mannering. Broncos
struggling for field position as the Warriors make easy metres

Brisbane Broncos @brishanebroncos - Jun 21
The cross field kick from Townsend comes down with the Warriors but
the Broncos defence swarms to lock it up. Handover

1 3

Brisbane Broncos @brizbanebroncos - Jun 21
Penalty to the Warriors on their 40 hurts the Broncos as the Warriors

SPORTS f SPORTS
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— Providing Information and Engaging
with Your Community

L //twitter.corn/QantasWallabi O = @ Twitter, Inc. [... & W (Qantas Wallabies (QantasW... X |
Famples, Todk | Help The Qantas Wallabies engaging their
followers with a “caption this” photo.

Q Motifications # Discover

. Qantas Wallabies @Qantz
CAPTION THIS....

View more photos and videos

& Retwested by Qantas Wa
:.‘.."3 ARU Community Rugby @ARU_Community - Jun 24

f SPORTS
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Providing Information and Engaging
with Your Community

-: L . | . . .
¥ 3 search i Queensland Bulls using video to take their
followers behind the scenes at training.

itter.com,/gldcricket L ~ & Twitter, Inc. [.. & ¥ Queensland Cricket (glderic... #

orites  Tools  Help

q Motifications # Discover ._.. Me
® Queensland Cricket ¢
Bulls in the nets

W Vine

SPORTS
)
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Providing Information and Engaging
https://twitter.com/PAFC P ~ & Twitter, Inc. [.. & | ¥ Port Adelaide FC (PAFC) on... X with Your community

View Faverites Tools Help - | BEY  Port Adelaide Football Club engaging with
their followers through a fun interview with a
player and his wife.

0 Home Q Motifications # Discover _'.- Me

4 Port Adelaide FC - Jun 2
" [VIDEO] How Well does @kanecornes know

wife Lucy? Find out in #PillowTalk

youtu.be/uLFTJJ3WkdS8
#weareportadelaide

E’ YouTube

click

to visit
page

SPORTS f 1 SPORTS
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Generating Revenue and
hitps://twitter.com/NSWSwifts ~ JO ~ @& Twitter, Inc. [.. & | W Official NSW Swifts (NSWS... * Fundraising

Kiew Epemes Toals - Lidp : ' The NSW Swifts using their profile picture
to promote their 2015 memberships.

0 Home ! Motifications # Discover _'.- Me

2015 NSW SWIFTS

,MEMBERSHIPS

TWEETS PHOTOS/VIDECQS FOLLOWING FOLLOWERS FAVORITES

5,607 361 541 4,544 543 More v

Tweets Tweets and replies Who to follow - refresh - view a

=

B Retweeted by Official NSW Swifts @ Carlton FC
@ The Full Brazlllan ianTV - 2h U +2 Follow

Catch @jimeoin @Sharni_Layton @TeganMH and @benleemusic on

e ﬁ:‘ - click =TT
SWSwifts #TheFullB SBS ONE now! Send your tweets to @FullBrazilianTV - St Erobaad Natby o vt 3
" ; :':1"":: 2 Follow
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Generating Revenue and
Fundraising

Perth Glory Football Club using Twitter to
promote their memberships as well as linking
interesed supporters directly through to their
& \otifications g Discover 8 Me 9 = 0 ticket seller.

/twitter.com/PerthGloryFC O ~ @& Twitter, Inc. [.. & || W Perth Glory FC (PerthGloryF... * | () 2014-15 Packages | Perth Glory...

Favorites  Tools  Help

View conversation

& Perth Glory FC @PerthGlor
MEMBERSHIP | Look who's joined Glory -
have you? Members priority to renew seats
ends 15 July bit.ly/1lipTWHX

q,‘l'.i,. ¥

HE GLORY THIS S

View more photos and videos

R Mokl Mo EO o omaet b e e
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: ., Promoting Sponsors
/twitter.com/PerthGlonyFC D ~ & Twitter, Inc. [... & | ¥ Perth Glory FC (PerthGloryF... |

Perth Glory using Twitter to promote a venue
Favorites  Tools  Help

ISl .
v | 2§ search partner to watch their away games.

(-4 Perth Glory FC @PerthGlor

WORLD CUP | Off to the game tonight?
The @elephant_nb the place for the most
passionate of Glory fans. See you there.

LE T UOR e
1 | ! - - :
S ; ... great night out!
- . -

2014 FIFA WORLD CUP
Live at The Elephant

Visit www.elephantandwheelbarrow.com for more details

View more photos and videos

& Retwe
Shayne ane

bAditrh Klirhale had Aathoar affare inm FEnirmnn and lonan baad s

arantar Fo
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Promoting Sponsors
Port Adelaide Football Club “Snap a Selfie”

sponsored contest.

/ftwitter.com/PAFC O~ & Twitter, Inc. [.. & || W Port Adelaide FC (PAFC) on... ¥ |

Favorites  Tools  Help x Go g'E W :""] Search = |

“"T Port Adelaide FC @PAFC - Jun 20
Snap a selfie at the footy for your chance to
win some great prizes thanks to
@SpartanElectric #AFLSpartanSelfie

SPARTAN

View more photos and videos

Retweetad by Port Adelaide Fi

B Spartan Electrical @SpartanElectric - Jun 20
Heading to the Port game at #AdelaideOval? Win yourself (plush} tix
to Suite One for Round 22 worth $740! Enter here: ow._ly/yfKCv
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Player, Coach, Volunteer

//twitter.com/MelbourneCity O = @ Twitter, Inc. [.. & | & Melbourne City FC (Melbe Development

: : = | S8 search ~ | : .
Favorkes| ook Ll e v 2B search Melbourne City Football Club promoting
their coaching schools on Twitter. “Don'
miss out on quality football coaching”.

Melbourne City FC @MelbourneCity - Jun 26

- City Football Schools coaches have arrived
In Melbourne! Clinics start Monday. Register
now >

footballaustralia.com.au/melbourneheart...

Wiew more photos and videos
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Yol =- a
YouTube How YouTube Works

# What To Watch
YouTube is very similar to other social

networks we have looked at. Your club can

DLCST OF YOUTUDL

. 2 E Popular on YouTube ) )

‘(;Y]hi?stv:,se bYS(TtL(IaTtIVl\?sz outube.comyabout iy set up an account which on YouTube is called
, (WWW.youtube. : sport a ‘channel’. You can then upload all the videos

YouTube describes itself in the following o Iub k ub's YouTub
manner 3aming your club makes onto your clubs YouTube

' Eucton channel.

] rims Sports

“Founded in February 2005, YouTube a-]lOWS E T Home Videos Playlists Channcls Mbout Q
billions of people to discover, watch and share © Browse channess >People who follow your club’s videos can

originally-created videos. YouTube provides T———
a forum for people to connect, inform and =~ femesand
inspire others across the globe and acts as a =
distribution platform for original content

creators and advertisers large and small.”

Trending Sports Videos then subscribe to your clubs channel. This
R ’ simply means that every time your club loads
a new video to their channel, the subscribers
will be immediately notified. This means that
if you consistently upload club information to

¥

3:09

wwe total divas season 3 Cris Carter speaking on Abuse Charles Barkley on NFL Today Cris Carter rips NFL over ESPN's Hanr YOLlTUbC, then you are COHStantly feminding
(YouTube 2014) episode 2 full show FULL... of children with Jim Rome | LIVE 9-14-14  Adrian Peterson, Ray Rice Exactly Does b b b 1 b d d
) by Total Divas Season 3 by S.Gee 300,693 views 1dayago by The Answer3 120,424 views by Brian Floyd 264,637 views by Sports Cente YOUI' subscribers about your Club an pI' OV1 1ng

41,256 views 1day ago 1 day ago 1 day ago 1 day ago

them with information in video format that is

Popular Sports Videos of interest to them.

Popular content reated to Sports >From your clubs account you can also
' . ' subscribe to other YouTube channels and
be notified every time a video is uploaded to
these channels. Clubs may choose to follow
people like expert coaches or 1professional

Why is YouTube So Important for
Clubs?

> 3/ using videos related to your club, its l;})eo le

and its competition performance, YouTube has

an amazing ability to engage fpeo le interested in
q

your club. A huge amount of qu ty information Sya:tger?{us Jﬁja{l;ise Sport i:: M:SL _b;:ectacular Events In IsgréyR._sl'_li!wan I_-'rom:II Aiﬁw EI‘.L‘)E!;{"LI)ANGI:RUUS SPORI E'I::ry Cain C:ri teams in their Sj)ort and your C ub coaches
. . . leve Haw . vIEWs S nisto lagazine - —.an HH amps - Un .

can be communicated in a very short video and it s Bt g S el Sl U i may be interested to know when these groups

is this constant provision of information that can e e S e release new videos.

quickly build and maintain a very strong sense

of belonging between your club and those who Colts gear up for Monday Night Football

follow it. = ;

> As we know, if people have a stron
relationship and sense of belonging to your clu
then they are much more likely to l{elp your
club achieve its club goals and objectives.

Colts gear up for Monday Night Madden Sims: Eagles vs Colts  Colts Blue Monday celebrates ~ What's new at Lucas Oil How does Lu
Football (MNF Week 2) home opener Stadium? “apen?
by WISH-TV 283 views 17 hours ago by ESPNE 19,241 views by WISH-TV 172 views 1 day ago by RTVE (WRTV-Indianapolis) click SWRTY

1T hours ayu 57 views 19 hours agu to visit 16 hu
page
Top Stories
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'E Al I htrp:/ e youtube.com resultsTsearch_query=colin 2 = C | [ collingwood - YouTube
e St  Yeew Fpvortes Tocls Help
O % Google | collingwood

SPORTS
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About 152 000 results

Round 6 AFL Highlights - Collingwood v Essendon
by AFL - 2 months ago - 9 186 wews
The Pies and Bombers clash m round 5. For more video, head 1o hitp fall com au

Round 10 AFL - Collingwood v West Coast Eagles Highlights
by AFL + 1 month ago « 6 088 views
Full haghlights from Collingwood's thnlling wwnl For more video, head 1o

{  hitpifal comi @

The Collingwood Magpies kick 11 goals in a row!

by slchubenibre - 3 years ago « 68 710 wews

Collingwood 2.6 2.10 9.12 20.15 (135) Adelaide 4.1 8.4 126 14.8 (92) GOALS
Collingwood Dawes 3, Krakouer 3, Wellingham 3

www.sportscommunity.com.au © ©

The Power of Video

» There is a lot of different information
the followers of your club may want to
see on video.

» One of the most popular types of video
is footage of matches and competitions.
For those who can't be there live, seeing
video footage of the action is the next

best thing, especially the highlights.

» Another very popular video format
is Competition preview and review
interviews with coaches and players.
These are a great way to bring all
followers closer to the game an(% the
players. If there are regular interviews
with the players and coaches, followers
will, over time, feel like they know the
team personally, even if they may have
never met them.

f l = SPORTS
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; » Messages from the club President giving
e A D hitnpe/ e youtube.com watchTv=LgoF38ic-Do 0 = & § ) p Rownd § AFL Highhghts - > regular updates about what is goin
ES \wew Fgvortes Took Help on around the club are also very We]%
received by members and are a great
way of conveying a lot of information

ickly and effectively:
YouQlLl§ collingwood a quickly and effectively

_ ; The Grill - The AF » Many clubs are also starting to record
E _ . B olayers coaching videos. 'This allows players

AFL and their parents to view the wé)eos in
their own time and work on their skills

in private. This means players are not

% Google | collingwood

The Grill - Player simply receiving coaching at training
AFL but potentially 24 hours a day, seven
days a week, no matter where the player

is located.

ke LB » Incorporating YouTube videos in all
Melbourne other club communication is very easy.
AFL Share it using social media, featuring it

' on gour website and including it in your

club email newsletters.
Round 2 AFL - Ess

Highlights

AFL

The Collingwood
goals in a row!

ERCILDE NIDre

Round 6 AFL Highlights - Collingwood v Essendon

Round 5 AFL -

AFL & Highlights
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- 5 o nlericn:: B-ola s . Examples of Club YouTube Channels
- p:.'."ﬁ"-hk.!,‘.:l'H.liu' Chov= LgokZiac-Uo - Eﬁll'l-ﬂ W' —

Fde Edt \Vwew Favortes Tooks Help If you would like to have a look at how other

Cooale : | sports and clubs have set up their YouTube
> TUN |_||g; i = o o channels, have a look at the following:

by Sichubenibee AFL Community Club

Round 6 AFL Highlights - Collingwood v Essendon - Australian Tennis Channel

Round 5 AFL
Highlights AMSAG Rally Series

AFL
@ f o AFL

Caulfield Cobras Football Club

 Lke B : Top 10 AFL

T Aurssiemnale101

Parkdale Cricket Club
Published on Apr 25, 2014 Geelong Cricket Club

The Pieas and Bombers clash in round 5, For mora wdeo, haad 1o
Ml &l corm, Box Hill United Football Club

ALL COMMENTS (25)
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Using YouTube
to Achieve Club
Objectives

'The videos your club uploads onto
your club’s YouTube channel should
be driven by your club objectives. The
tollowing section will show an example
of how other clubs have used video to
help them achieve different objectives.

v wanmamboclbowls.comaufuncticns 2 = B G | i Functions | Warmambocl B *

CCAV Bowls Club
ol e vear 2000 | & 2013

Hene i the Wanmambool Sowts Clubs we Serve grea! vale besbo meaks S will it any budget So come see and Cormuly .
s0¢ us al Warmambool Bowts Club Gty Rerocioton
WARRNAMBOOL Fundraising
BUS & ACTIVITY GROUPS gﬂls CLu I.]"Lf..;
s
= Warrnambool Bowls Club have uploaded
SPECIAL OFFERN
. s _ two videos to You'Tube that are linked to their
For all grouges of 25 or more, ing our venus for your specal dealt ® o @ Function Enquiry website introducing their function capacity
Ring and ask for Annmaree. 03 55514586 ..I Click here... and bistro.
Download ouwr
Funclion Pack
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Player, Coach, Volunteer
s aarburtonbowls.com.su customdsts| O = B & B Coaching Tips - Warburon._ * Development

Fgeontes Jools Help

Warburton Bowls Club has a great educa-
tional page with basic information for new
and experienced bowlers. This page includes
videos which have had tens of thousands of

downloads.

Coaching Tips
m':Ll W T 0 Va3 1 Membsribip Doy Sundsy Juns 7% of 12aa0a

Frea IR0 wvth 5§ eosebes'vof® dnak I:I'-g
g L Bowleg Technus © Miradea Ky Shils S Lawen Bows Fonar bz

i Vg 1.7 Mlingiey Fry jour membarabap io ponin & raffle Pros
- por membaruhap fee retunded
Loy Wider T % blevalas
B Sumdwy bens I8 1dam Dok Enancial
Ty ook, 18 Trrems World Charmpon Coacherg - B lresin memBery Ca sode

Aurrang Paarin 1 02 Mimuiw Clicl gur Gusllery ink for oor ness

e o Fasln. 2 T4 liliresins spscn oy desl wrih the Warbaricn
—— e Frofeynsnes Heal Eidxis Team
Selachng the Bowl 2 26 Wroie -

- - g Mg, GO | g

1 e i LI et 3. 10 g 2917 1L Gl
bl vkt § Furwlen Arnnai - [eeg Rlicy Waden 1 i e

Coschng Unlla, T Feclscs Drd 2507 Meoies

arakas § Brwleg drhon - Koel Goote Gocdmin Songhes - Bl Cellgy | Fogrg Dy

=iy - Fogl Caniyd 8 Bl gt

o e B L e T e Rl ol T Rt St R Sl Bl Wlguaaizey ot Thgsidaet .
SiOrarer : i e

= R to visit
bt weea Bowhauabska oo s ek BT R et BT 105 T b D . page '
| —
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: Player, Coach, Volunteer
ceniralihockey.ong - 2G| E eors | CEMTRAL H Development

e e AR B  The Central Hockey Club has a range of
skills videos provided by Hockey Australia on
their website for people assoiciated with the

CENTRAL HOCKEY CLUB club to view.

Skills Videos

g st R s B She T O
we e e = e

FreE i I e o e ey

EmT, i S
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Instagram

What is Instagram?

On its website, (www.instagram.com/
about/faq) Instagram describes itself in
the following manner:

Instagram is a fun and quirky way to share
your life with friends through a series of
pictures. Snap a photo with your mobile
phone, then choose a filter to transform the
image into a memory to keep around forever.
We're building Instagram to allow you to
experience moments in your friends” lives
through pictures as they happen. We imagine

a world more connected through photos.

We created Instagram to solve three simple
problems:

1. Mobile photos always come out looking
mediocre. Our awesome looking filters
transform your photos into professional-
looking snapshots.

2. Sharing on multiple platforms is a pain -
we help you take a picture once, then share it
(instantly) on multiple services.

3.Most uploading experiences are clumsy and
take forever - we've optimised the experience

to be fast and efficient.” (Instagram, 2014)

SPORTS
COMMUNITY

Vebww Favorkes Toocl Help

% Google | instagram

bmatmnil ol

www.sportscommunity.com.au

Capture and Share
the World's Moments

Instagram is a fast, beautiful and fun way to share your life
with friends and family.

Take a picture or video, choose a filter to transform its look
and feel, then post to Instagram — it's that easy. You can
even share to Facebook, Twitter, Tumbir and more. It's a
new way to see the world.
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% ! W gisbomesc on Instagram

MELAQraAMmuooim

gisbornesc -

Gisborma SC

How Instagram Works

Instagram’s concept is very similar to
other social networks we have looked at.
Your club can set up an account and then
within Instagram can; upload all your club
photos and short videos (up to 15 sec-
onds), edit these using the different filters
and then share the result on all of your
club’s different social media accounts.
People are able to follow your club’s account
on Instagram and receive new photos and
videos as your club posts them.

Why Should Clubs Use Instagram?

Clubs would use Instagram if they are
uploading or posting a lot of photos to
social media. Instagram allows photos taken
by mobile phones to be turned into very
professional looking photos using a range of
filters and other enhancement tools.

Instagram then allows you to post your
finished photos to multiple social media
platforms.

The Gisborne Soccer Club

Instagram Account.
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§ Hootsuite ey 9

HOOtS“lte = C # 8 hittpsy/hootsuite.com/dashbo

-
What is Hootsuite?
The Hootsuite (www.hootsuite.com)
website says:

“Hootsuite is a social media management
system for businesses and organisations to
collaboratively execute campaigns across
multiple social networks from one secure,
web-based dashboard.” (Hootsuite Media Jennifer Rose
Inc.,2014) Facebool

MNabworks

What are the Features of Hootsuite
that Clubs May Use?

Not only can Hootesuite manage all of your
social media accounts, it can also importantly
assist clubs by:

> Being able to schedule posts in advance (which
is a tremendous time saver for posts which do
not need to be made in real time).

> Having the ability to load up to 350 messages
in bulk and schedule each for up to a month.

>Monitor all of your clubs social media
platforms from a single application. You can
actually see all of your social media accounts on
one screen.

> Analyse your social media to ensure your
club delivers the information your followers
want and when they want it.
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’! Wall Posts

.-';. Confident Kids Performing Arts School
. i

Wil o sehool QRYWIng Wi S8 AW paning
Zahwday moming dasses at pur Lyndhursy
kacalion!

i you would like any Turthes infairnaSan pleate
kenl fre o Contad Janny on
oonfident_kds@ihatmail oom,

hitps Mvewe Lacebook comionSdantkids Fertgrmi
ngarts, or 0422 221 489

Confidsint Kids Periorming Arts
School
winkcoms B The ‘Confdsn] Kils

% Pgrforming furde Gohoe! paega

¥ peupe Boy ths
Wil @l | comvhal

Sarah Taylor Greal Do you Fave s
inarary 48 yed?

jun 15 8 38gm

Add 4 cormmasnl
Confident Kids Parforming Arts School

Thank you 1o 38 of e parents whio brougl the
1A% lonight in Mg powning rain!!

Kby Favpiante quate Tonight

Uy an improasahion gams where 3 T yaar oid

alTa = ralfs 5 =ifa

Mo reuls tound

Wall Posts: 'The ‘Wall Posts’ tab shows posts
that you and others have left on your Facebook
account. It also shows any comments, likes or
shares your posts have received.

Events: The ‘Events’tab allows you to manage
events created on Facebook, from within the
Hootsuite site.

Messages: The ‘Messages’tab shows messages
that have been left by other users on your
Facebook account. You can view and reply to
messages from Hootsuite.

Search: The ‘Search’ tab allows you to search
your Hootsuite account.

Scheduled: The ‘Scheduled’ tab allows you to
schedule social media posts into the future.

Why Would Clubs Use Hootsuite?

If clubs have decided to implement a very
comprehensive social media strategy and
use multiple social media platforms such as
Facebook, YouTube, Instagram or Twitter
amongst many others that Hootesuite links
with, then Hootesuite has the potential

to save your social media manager a

huge amount of time.
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CHAPTER 10

Creating a Marketing
Plan for Your Club Ok so how do you combine all of the

different communication types - digital,
social and traditional together to build
the relationships we need in order to
achieve your club objectives? Here is an
example to help you get started:
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Club stakeholder

Local Mayor, Councillors, State,
Territory and Federal Members
of Parliament

Communication type

» Personal invitations to major events such as season launch or
major fundraising event to create and re-enforce relationships.

» Re-enforce relationship by ensuring they receive club email
newsletters and are linked into the club’s social media.

» Personal meeting will be required if the club needs the support
of their local politicians to achieve their objectives (e.g to secure
major funding for capital development).

Sport and Recreation Officers
responsible for facility
allocation, representatives from
your peak sporting body

» Your club needs to create a strong personal relationship with
both groups so it is important that senior club representatives
(usually the President, Vice President or Secretary) meet
formally with these representatives.

» Ensure they receive the club email newsletters and are linked
to club social media.

Sponsors

» Sponsors are generally introduced to the club through personal
relationships with existing club members or a member of the
club has formally approached a local business which has agreed

to sponsor the club.

» Itisimportant foranumber of members of the club’s committee
to create a relationship with each sponsor.

» 'This relationship should be re-enforced through the club email

newsletter.

» Promotion of each sponsors’ business, potentially through
signage at the club, on the website, in the email newsletter
and how ever else the club has committed to the sponsor to
promote their business.

» Most clubs will also have a Sponsor’s Day where sponsors can
get together, network and form stronger bonds with the club.

SPORTS
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Club stakeholder

Current members, players and
supporters

Past players, supporters and
members

Prospective players, members
and supporters

Local Community

Communication type

» Update your club’s website at least weekly during the season.

» Ensure all receive the club’s email newsletters and as many as
possible are linked into the clubs social media.

» Ensure all receive the club’s email newsletters and as many as
possible are linked into the clubs social media.

» Have an annual Past Player Day to ensure they regularly return
to the club and rekindle their bond with the club.

» Club websites must be written in a welcoming manner
providing all the information required so it is easy for
prospective players to contact and join the club.

» Posters, brochures and flyers inviting people to club registration
days, come try days and club activities.

» Media releases which generate coverage of the club’s activities
in the local media.

» Club website

» Posters, brochures and flyers displayed in public places
» Regular appearances in local media

» School newsletters

» Social media

» Word of mouth invitations from club members
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Potential Communication Type
Update the club website

Written match/competition reports

Media Reports

Audio/Video interviews

Twitter

Email newsletter

Allocating Communication Tasks
Once you have defined the communication
activities that your club is going to undertake,
and remember you probably cant do all of
them, the next step is to identify who is going
to do each task. The following table will help
you with this step:

Poster, brochures and flyers

Development and maintenance of personal
relationships

Social media management

SPORTS
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Tasks Frequency

» Ensure all content is current, especially after ~ » At least weekly during the season and in most
each week’s competitions. cases twice a week (after each week’s selection
nights and competitions)

» Summary of the previous week’s competition ~ » Weekly
» Summary of the previous week’s competition ~ » Weekly
» Upcoming milestones

» Significant club events and activities

» Interviews with coaches and players » Weekly

» Match previews and reviews

» Update with score and results as they happen ~ » During Competition
throughout match day

» Match/competition preview and review » Weekly during the season
» Club news
» Social news

» Stories and photos

» Invite people to your club » As required
» Promotesignificantclubeventslike registration

days
» Politicians » Ongoing

» Council Sport and Recreation staff
» State and National sports body staft
» Sponsors

» Photos, videos, match reviews and previews, » Multiple times a week.
club news, promotion of sponsors etc
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