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Background

Sport volunteering in Australia

Sportiscommonlyrecognised as a key part of the Australianidentity.
Whether it's at the community sport or high performance level, the power of
sport to yield positive outcomes is well understood.

It isa major source of entertainment across the country, and a significant
contributor to positive social and health outcomes.

Sport could not have become so firmly embedded within the social fabric of
Australia without its volunteers. Volunteersin sport fillan enormous diversity
of roles, from coach to club president to canteen staff, and everythingin
between.

The sport ecosystem isdiverse with organisations from national, state and
clubsportandacrossalllevels of government all with vestedinterestsin
sport volunteering. Together theydrive greater participation,awareness and
capability in sport.

The estimated value of
sport volunteers in
terms of the labour
they provide is $4

billion per year.

Source: https://www.clearinghouseforsport.gov.au/kb/volunteers-in-sport



Why now?

Why now?

The world is changing

The sport sector has witnessed the impacts of a constantly changing world.
Many environmental changes such as busy lifestyles, desire for more
flexibility (e.g. surge of online physical activity content) and constant
distractions with technology (e.g. gaming, social media) are creating new
challenges for sport and sport volunteering. Theimpacts of COVID-19 have
rippledintosport. Thereis a risk many will not return to play sport or
volunteering.

The changing world also brings about a series of opportunities for the sport
sector andvolunteering. A growing focus on gender equalityandtheincrease
of women in sport, the focus on community cohesion, the growinginterestin
health and wellbeing, and the spotlight on cultural diversity andinclusion
couldall have a positive influence on sport volunteering.

It is becomingincreasingly clear, however,that traditional ways of engaging
with volunteersare not effectively responding to or embracing these shifts.

Thereis a coalition of support

While the sport sector has suffered from fragmentationand a lack of clear
rolesandresponsibilities, thereis a strong recognition across the sector that
things must change.

COVID-19 has shaken the sector withimmediate concerns about thereturn
of volunteersto sport. For many, thisis the burning platform for change that is
needed.

Toconsider this position, Sport Australia brought together diverse
stakeholders from across the sport and volunteering sectors. Together they
are the beginning of a coalition of support that will enable change to happen.

Thisis ateam effort. While this report has been commissioned by Sport
Australia, it is designed for everyone, whether you are a National or State
Sporting Organisation, community sport club or a volunteer seeking to make
change.



Our approach

Our approach

Workshops

We co-facilitated three workshops
with a total of 44 participants.We
included people across the sector as
well as allies outside the sector with
astrongconnectionwith
volunteering.

The first workshop was focused on
better understanding the current
state of sport volunteering.

The second workshop focused on
the desired future state and
generatingideastocreate change.

The final workshop involved
validating the draft vision,and the
framework for action. It also
provided an opportunity to delve
deeper into some of the ideas that
emergedin the second workshop.

Stakeholder interviews

We conducted 10 semi-structured
interviews with sport volunteering
experts. Most stakeholders had
direct experience with volunteering
in additionto experience workingin
the volunteering/sportsector.

Theinterviews were an opportunity
tobetter understand the sport
volunteering ‘ecosystem’ and the
key challengesit faces. Theyalso
surfaced participants views onthe
desired future state for sport
volunteering and what needs to
happento get there.

Online engagement platform

Weused anonline platformto
engage with participants
asynchronously outside of
workshops andinterviews. The
platform ensured that people who
weren’'tabletoattendall the
workshops hadanavenueto
contribute their thoughts andideas
atatimethat suited them.

We used the platformtoshare our
synthesis of workshop and interview
outputs andseek feedback.

Who we spoke to

->

Vivil

J

National Sporting Organisations
(NSOs)

State Sporting Organisations (SSOs)
Community sport clubs

Academics

Industry

Not For Profit sector, including
volunteering and sport peak bodies
Federaland State/Territory
government

o1

Total participants



Sport Australia

The tools

This document provides a series of actionable insights and tools that can bring about
immediate, and long term change across the sector.

Overview of
current state

The overview providesa
consolidated view of the current
state of sport volunteering. This
canbeused to quickly
communicate the current state
and the key challenges facing
the sector.

A vision

Thevisionis the north star for
sport volunteering.

It canbeused to help coordinate
and prioritise actionacross the
sector.

A framework
for change

At the volunteer experience
level, the framework contains
five key elements fora good
volunteer experience. Theseare
agnostic to the volunteer, sport
or club.

These canbeused across the
sector to guide the design of
volunteer experiences, inspire
thinking and evaluate progress.

Atasectorlevel, the framework
highlights key shifts inways of
working required across the
sector to enable the visionand
key elements to berealised.

Archetypes and
journey maps

Archetypes represent a group of
people withsimilar goalsand
motivations. Journey maps
demonstrate how the five
elements canbe reflected for
different archetypes.

These tools canbeused to
consider thediverse needs and
motivations of sport volunteers
and supportthedesignof
tailored experiences.

Six key opportunities
to take action

The opportunity areas are
particularly promising avenues
through which the sector might
reach the vision. Thesecanbe
used foridentifying ways to get
started and create change. It
provides suggestedactions
based onthe organisationand
roleitoccupies.



The framework in action

A guide to using this report

The tools are designed withboth a short and long term
view. In the short term, you have a range of actions that
canbe implemented immediately. In the long term, you
canuse the tools to stretch your thinking and discover

new ideas.

The tools are designed to be used
acrossthe sector sothat
Government, NSO/SSO and
community sport clubs canall
benefit.

Thetools canbeputtouseina
number of ways:

1.
Workshops, meetings
and discussions

Pullthem out when having
collaborative conversations to make
sure decisions are groundedinthe
researchand help spark good ideas.

2.
Strategic, workforce and
budget planning sessions

Usethe tools to make sure
volunteersare prioritisedin strategic
planning sessions.

3.
Inspiration

Print them off and put themin your
office or clubhouse to make sure you
consider the vision, framework for
change andarchetypes when
making decisions.
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Current state

Introducing the current state

Volunteer
experience

The challenges and
experience of the
volunteer.

The experience of
community sport clubs
managing volunteers.

Sport ecosystem

This includes government,
sport and volunteering
partners eg, Volunteering
Australia

What s it?

The current state brings together pockets of
knowledge into one placetotell the story of why
changeisrequired.

We have broken down what we have heardinto
threelevels; volunteer experience, sport cluband
sport ecosystem.

It isimportant torecognise that the challenges
experiencedat eachlevelareinterrelated and often
self fulfilling e.g. the challenges clubs are
experiencingarerelatedtoboth volunteer and
ecosystem challenges.

10

How can itbe used?
The current state summary canbe used to:
- Tellthe storyof changethatisrequired

= Build shared understanding and alignment with
diverse stakeholders

- Spark conversationsand build deeper levels of
understanding of the current state



Current state: Ecosystem

Current state: Ecosystem

Volunteer
experience

Sport club

The sport ecosystem is highly fragmented
and does not have clear roles and
responsibilities

While there are many organisations who see
themselves asactively supportingsport volunteers,
thereisn’ta coordinated approach across these
organisations. The roles andresponsibilities of each
organisation oftenisn’t clear leading to confusion,
inefficiencies, and duplication of effortand
resourcese.g. each sport develops their own set of
resources.

Clubs often feel as though they are left to their own
devices when it comes to managing their
volunteers. They feel that governing bodies can
have different goals and objectivesandare
disconnected from thereality ‘onthe ground.’

1

Thereis an absence of a systems approach
to sport, health and wellbeing and
community building

The sport ecosystem is comprised of alarge
number of diverse stakeholders, all of which have
similar but slightly different goals and objectives.
For example, NSOs are focused on the promotion
and professionalisation of sport, while local
government are focused oninfrastructure
utilisation and community healthand wellbeing.

Clubs deliver a lot of broader social outcomes such
as healthand wellbeingand community
connectedness. However, thisis oftena by-product
of clubs running competitionsrather than
somethingintentionally designed for.

Deliberately engaging in this ‘bigger picture’
dialogue could help align organisations to shared
goals, boost impact further, attract more people to
the sport and contribute tosocial and wellbeing
outcomes.



Current state: Ecosystem

Current state: Community sport club

Volunteer
experience

Ecosystem

Club cultures can inhibit participation

Parts of the sport sector have entrenched ways of
doing things, making them less adaptable to
emerging volunteer needs and societal trends.
Some sport clubs are resistant to new people, new
ideas, and exploring news ways of doing things.

Additionally, club cultures are not always perceived
aswelcomingor inclusive. Thisisa significant
barrier for many cultural groups in the community.

Sport clubs do not have a complete
understanding of what volunteers need and
how to respond to these needs

Clubs rely on word of mouth and relationships to
understand who their volunteers are. They do not
have the systems or toolsto understand the
nuanceinindividual motivation and needs of
volunteers (current and potential). Theyalso find it
difficult totranslate these needsintoactionable
strategies sothese needs can be met.

12

Sport clubs may not have the systems, tools
and processes to effectively manage
volunteers

Many sport clubs do not have access to systems or
tools that facilitate more seamless communication
with, and management of, their volunteers.
Planning and tracking volunteer tasks, including the
development of weekly rosters, can become
burdensome without the appropriate systems and
tools. It also means volunteers encounter many
roadblocks, causing many to withdraw their
interest.

Whilst insome casesthereis anabsence of tools
and systems, in other cases tools and systems have
been needlessly duplicated, whichis tying up funds
that could be more usefully put towards other
resources.



Current state: Ecosystem

Current state:

Volunteer
experience

Sport club

Ecosystem

Volunteer experience

Sport volunteering is currently limiting the
pool of potential volunteers

Volunteer roles tend to be time-consuming and
rigid, making some people less willingto get
involved. Volunteers often feel as though theyare
expectedtobeinvolved withthe club for along
period of time, andthereisalack of casual or
flexible opportunities. A lot of rolesare functional

andrelate directly tothe sport or competitions e.g.

coaches, scorers.

For many, they do not see themselves andtheir
individual goals reflectedinthe current volunteer
offering. Theysee sport volunteering as
something that ‘others’ participate in.Many feel
that sport volunteering needs a new language,
brandand framingto appeal to diverse audiences.
For example, some clubs have experimented with
thetitles ‘supporter’ or ‘actionagent’ as
alternativestovolunteer.

13

The volunteer experience does not meet
individual needs

Sport clubs do not have established ways of
understanding and designing for different cohorts.
Thisleadsto individuals being matchedtoroles that
do not align with their individual interests and
motivationsanda onesize fitsallapproach to
volunteer management.

Volunteersare oftenleft toundertake roles with
little support or training. For many, this limits their
ability toachieve personal and club goals.
Volunteers need both trainingand support to a mix
of functional e.g. how to do the role; and emotional
e.g. how to get to know the club community.

Sport volunteer roles often expand over time and
leave people feeling stretched and burnt out. For
many they feel a deep sense of obligationtothe
sportandthe clubanda sense that thereisn’t
anyone else whowouldstep inif theywere to
resign.
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The vision

Introducing the vision

What is it?

The visionis the north star for sport volunteering. It isaspirational and
provides a unified perspective for all stakeholders to move forward with.

The vision has been co-created with participants. It was drafted based on
activitiesand conversations and validated in a workshop.

How it can be used?
The vision can be used to:

-  Continue tounify stakeholders and create a shared purpose
- Evaluateideasandprogress
- Sparkthinkingandideastoenable the vision

Consider:

° Printingit off and placingit in your clubhouse or office
° Bringing it to meetings when volunteeringis on the agenda

15



Sport Australia

Vision for the future of sport volunteering

People from all walks of life see and
realise opportunities to contribute to
individual, club and community goalsin a
way that suits them



17

Sport Australia

Vision for the future of sport volunteering

Everyone can participate in volunteering, Volunteer opportunities must be visible to
whether you are from a culturally diverse diverse groups of people. Itisn't enough to
Realising opportunities means group, connected/not connected to the say you are inclusive - volunteers needto

see how they can contribute and see other
people like them.

Support people o besffective e \
supbortpeonelopeefictve e —
\ People from all walks of life see and
realise opportunities to contribute to
individual, club and community goals in a
way that suits them '\

clubs have inclusive cultures and sport, young, older, committed/time poor.

Volunteering roles need to balance
individual, club and community goals so
everyone gets something out ofit. This
value needs to be clearly understood and
communicated.

Volunteering needs to be flexible to
accommodate differentneeds. This could
include virtual volunteering, project based
roles and completely flexible roles where
people optin on a week by week basis.
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A framework for change

Introducing the framework for change

What is the framework for change?

Realising the vision requires a change in how we think about the volunteer
experience. Five elements have been identified that should underpinall

volunteer experiences and are agnostic tothe sport, club, role or individual.

These have been developed anditerated based on discussions with
stakeholders.

Thefive elementsare:

- Makeit feel like I belong

- Makeiteasytoget involved

- Tailor rolesto myneeds

- Support me

- Createvalue for me, the club, and the community

Tosupport systemic change at the system level and enable the visionand
elementstobe realised, the framework calls for three key shifts in ways of
working that arerequired across the sector.

Theseinclude:
- Working collaboratively

- Trying new things
- Leveragingdataandinsights

How to use the framework?

The framework has been designed to be used by everyoneincluding
government, NSO, SSO and community sport clubs. Whether youare a
Project Manager responsible for implementing a new volunteer recruitment
system or you are a President writing a job advertisement, the framework
should be used to help guide your approach.

It canbe used to:

- Evaluatethe effectiveness of current volunteerexperiences
- Evaluate currentpractices,toolsandresources

- Generateideastosupport clubsandthe volunteer experience
- Monitor progressover time



A framework for change

A framework
for change

Make it feel
like 1 belong

Create value
for me, the
club and the
community

Make it
easy to get
involved

Tailor roles

to support
my needs

Support me

20

Working collaboratively

Trying new things

Leveraging data
and insights



A framework for change

Make it feel like I belong

Volunteers need to see themselves reflected and
included in sport volunteering. Alltypes of people,
whether they are younger, older, passionate about sport,
belong to a cultural group, a job seeker or aretiree, need
to see that they belong. Sport volunteering needs to be a
place forinclusivity where everyone feels accepted and
they have something to contribute and gain.

“A lot of recruitment happens through 'mates’ -
they all become the same demographic and
thought process. It creates a lot of biases”

Why is it important?

->The sport sector has seen the endurance of traditional perceptions of
volunteering, includingrigid and time consumingroles that are held for
many years, and a ‘type’ of person whotends to occupy theseroles. This
may be deterring potential new volunteers.

- Creating a more relatable volunteer brand and opportunities willincrease
the number and diversity of volunteers, leveraging new skills and
perspectives.

- Clubs require diversity of volunteersif theyare toattract new playersto
their club e.g. teenage volunteers could help to attract their peers who
may have left the sport.

->Thereis significant untapped potential for engaging new volunteers who
do not currently see themselves reflectedin sport volunteeringincluding
students, retirees and people looking for work experience.

- If sport volunteering continues to use the same people, it can contribute to
burnout, stagnant cultures and ongoing skill gaps.

21



A framework for change

Make it easy to get involved

It needs to be easy to find sport volunteering
opportunities,and signing up to getinvolved. Signing up
should require no prior connection to the club. It should
be easy to start, stop, changeroles, and recommence
volunteering depending on what else is going onin the
volunteer’s life.

Why is it important?

Currentlyitis not easyfor volunteerstolearnabout and undertake
opportunities. It relies on people being associated with the sport cluband
human effort to connect people with the opportunity. For many, it is not
clear how they can contribute, how to get involved and what would be
expected of them. For those that do pursue opportunities, they often
encounter a series of dead ends.

Making sport volunteering easy will increase the number and diversity of
volunteers.

Makingit easy, will support clubs with their workforce planning. They will
more likely have a pool of volunteers that can be mobilised to meet club
needs.

If sport volunteering is made easier, people will have a more enjoyable
experience and will be more likely torecommend volunteering to people
from their network.

Making sport volunteering easy will enable people to more flexibly optin
and opt out of opportunities building more dynamic resource pools.

22



A framework for change

Tailor roles to my needs

Sport volunteering opportunities need to be aligned to
the needs and expectations of individuals. Volunteers
should be able to participate ina way that fits with their
circumstances and motivations,and makes use of their
skills and experience.

“Clubs treat all volunteers the same - they end up
putting the young person in the car park taking
money when they are seeking to develop skills.”

Why is it important?

->Current volunteer opportunities tend to be rigid, and are designed to meet
the needs of the club rather than the volunteer.

->Volunteering often requires a level of involvement that many people
cannot commit to, particularly when roles tend to expand over time.

- Thereisan opportunity tochange the way sport volunteer opportunities
are designed to better meet the needs of both volunteers and sport clubs.

->More flexible and dynamic roles helps to reduce burnout of existing
volunteers.

->Structuring roles around discrete projects and snack-size tasks creates
new and creative opportunities to leverage talent, especially for those that
do not associate themselves with sport volunteering.

->Breaking roles into flexible components will grow the pool of volunteers.

23



A framework for change

Support me

Sport volunteers should feel confident about what they
are meant to be doing. They should have the training,
tools and support to dothe role, and achieve their
personal goals e.g. social connection, altruistic outcomes.

Why is it important?

=>Current sport volunteers will often join a club without being formally
onboarded and without clearly defined responsibilities.

->Many volunteers feel they would benefit from training to support them in
the delivery of their tasks. Training and support resources can be shared
acrossthe sector, rather than duplicating them.

->Many sport volunteers suffer from burnout, as they accrue responsibilities
over time and there aren’t enough volunteers to help share the load.

= Providing volunteers with technical and emotional support will contribute
to quality outcomes for the sport club.

->Supporting people to achieve their personal goals e.g. job hunting,
spending quality time with their children and building social connection
will lead to higher levels of motivation and engagement.

24



A framework for change

Create value for me,
the club and community

Sport volunteering should create value at the volunteer,
club and community levels. Volunteers should have a
clear understanding of how their work is contributing to
the club’s strategic objectives, and to broader social
outcomes (such as mental health, or community
cohesion). At the sametime, volunteers need to feel as
though their own personal motivationsfor getting
involved are being fulfilled.

25

Why is it important?

It currently feels one sided for volunteers who are asked to dedicate time
andresources to the community sport club without a clear exchange of
value.

Anunderstanding of the motivations of current and future volunteers as
well as possible benefits sport clubs can provide, will lead to higher levels
of interest, engagement andretention.

Volunteersdon’t expect muchintermsof reward, but thereisan
opportunity for clubsto provide reward and recognitionthat are better
aligned with individual motivations and goals.

Volunteers want to understand how their contribution supports broader
goals e.g. at the club, community, society level.

Volunteering needs to have a clear exchange of value thatis well
communicated.



A framework for change

Ways of working

To achieve the vision, the sector will need to employ new ways of working.
We have identified three critical shifts in ways of working that will be required.

Working collaboratively

Collaborationacross the ecosystemis crucial. It will
require both bottom up and top down engagement
to bring about the change. It requires clear roles
and responsibilities, sharing knowledge and
leveragingresources. All parts of the sector will
playarolein improving the volunteer experience.
Thisis not something that sport clubs candeliver
on their own. They can make changesonthe
ground but will require support through appropriate
scaffoldingandresources.

Collaboration should also extend to groups beyond
sport, including the broader volunteering,
communityand corporate sector.

Trying new things

Thisrequires a willingnessto change the way things
have always been done. Methods suchas
prototyping, testing, pilotsand grantsare all ways
new ideas can be trialled and built upon.

Theinfrastructure needstobe putinplaceto
enable innovation to happen at the community
sport clublevel rather thana prescriptive model of
volunteer management. These bright spots of
innovation needto be actively shared, celebrated
andscaled.

26

Leveraging data and insights

The collection and utilisation of researchand
insights will enable continuous change to happen.
Ataclublevel thiscanbeachievedbycreatinga
rich picture of volunteers. Atasystemslevelit will
focusoninvestinginresearchandusing technology
tospot trends and opportunities.

The sport sector willuse research and foresight to
deeply understand the needs of clubs and
volunteerssothey canunderstandandrespondto
the trends, challenges and opportunities.
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The framework in action

Introducing archetypes

What are archetypes?

Archetypes are broad categories of people that share similar attributes. We
have designed a set of archetypes for sport volunteering based on existing
volunteer groups as well as new groups, clubs couldaccessinthe future. Each
one representsa group with similar motivations. Within one archetype there
will be different demographicsrepresented e.g. ages, geographies.

How to use them?

Archetypes can be used to:

Empathise with different perspectives and remove blind spots
Consider different needs, challenges and motivations when
designing new products to support volunteers e.g. recruitment
systems, handbooks

° Generateideastoengage with archetypes that are currently not
being reached

° Evaluate the effectiveness of current practices for different
archetypes

We have designed an activity to support you to use the archetypes.

28



The framework in action

The 7 archetypes

Currently engaged

The committed Theskill
sportfan seeker

Theobliging Thelifelong
helper volunteer

Not currently engaged

The friendly The workplace
neighbour volunteer
e

The underutilised
talent

29



The framework in action

Introducing journey maps

What are journey maps?

For eacharchetype, a journey map has beenincluded to demonstrate how the
volunteer experience can be tailored torespond to the elementsinthe
framework. It includes three phases: preparation, participation and ongoing
engagement (Whichreferstoany engagement the volunteer has with the club
following their direct participation). The journeys are not necessarily linear. It
recognises that people will opt in and out of volunteering andjoin at different
points within a sport season.

How to use them?
Thejourneys canbe used:

° Toinspire waysto tailor your journeys to different archetypes
° Toinspire new ideas
. Asa prompt for designing new journeys - see Activity 1

The different phases of the journey (e.g. preparation
etc.) are high level, and can be used to better

understand the sequence of events.

\

Journey map

\

Farticipaiion

The journeys begin with the
initial call to action which
prompts the individuals to
support the club as volunteers.

Each step of the
journey is aligned
with at least one
of the elements.
These are colour
coded.

30



The framework in action

The committed sport fan

These volunteers tend to be people who have played the
sportin the past, or are still playing. The sportis a part of
their personal identity. They enjoyed the benefits of
volunteers when they were players, and feel it's their turn
to give back to the sport.

Likes

- Feelingconnectedtothe sport
andtheclub

= “Givingback”totheclub

- Gettingtoknow the playersand
other volunteers

- Connectedto ‘like minded’
people who share the same
interestinsport

Pain points
= Insufficient support todo their
role
= Administrative hurdles

- Theytendtogetasked todo
jobs like coachingwhichistime
consuming

How to reach them
- Reachouttopresent players
- Reachouttoclubalumni

- |dentify these motivationsand
skillsinnetwork e.g. parents,
grandparents

31



The committed sport fan

Journey map

Preparation

\,

1.

Netball club emails senior
players to recruit coaches
for the junior league. The
email is written by one of
the senior players already
coaching. Itincludes
photos of them coaching
and ‘sells the benefits’.

Key:

¥ Make it feel like | belong
Easy to get involved

¥ Tailor roles to my needs

V¥ Support me

v

2.

Online training
is provided by
the SSO
containing fun
games and drills
to support
coaches.

Create value for me, the club and the community

Participation

3.

The club directs volunteers
to the relevant checks.
While they are signing up
they fill out a survey about
their preferences,
motivations and goals. A
volunteer passport is
created sothey can
volunteer across different
sports and opportunities.

5.

Volunteers are offered
free tickets to see their
netball team to reward
their service.

4.

Every quarter acoaches
vs players event is
hosted. For every goal
the players get, a
donation is made to a
local charity (funded
through ticket sales).

Ongoing Engagement

v

6.

There is a volunteer that
acts as a supporter to the
coaches. They check in
regularly and identify
improvements for the
coaches.

32

v

7.

Volunteer signs up for
another season, but
decides to job share due
to increasing work
commitments.



The framework in action

The skill seeker

These volunteers see the value in volunteering to help
them progress professionally, or academically. They are
seeking opportunities to applyand develop their skillsin a
practicalway that enable them to give back.

Likes

- Formalrecognition for their
work, suchasa certificate or
statement of hours worked

- Theright opportunity thatis
aligned to their skillsand time
commitments e.g. project based
work

- Formal, structuredand
recognised training or
mentoring and support

- Building networks

33

Pain points How to reach them

- Workingontasksthatarenot
aligned with their existing skill
set

- Schools
= Universities
) - Current members
- Not feelingthey are set up for
successe.g. training, mentoring

- Not feeling valued or
appreciated



The skill seeker

Journey map

Preparation

. .

1.

University posts
opportunity for
students to

&

3.

Volunteer shapes their own
job description, to deliver a
discrete project seeking to

Participation

4.
Volunteer designs online
outreach materials

&

5.
Volunteer has weekly
check-ins from assigned
‘Volunteer Support

Ongoing Engagement

&

6.
When the project finishes,
the volunteer receives a
‘statement of skills’ and

34

7.

The volunteer shares
their experience through
their universities

‘ Wi specifically to target CALD
Shfc'?a.oﬁqteéf;that a increase engagement  with czmmuniti{as whcg> have Officer’ at the club. completes an exit interview ?g ﬁaa?; ;Ziyléﬁﬂﬁr?d
the CALD community. traditionally been less to identify areas to improve . &
soccer club. y . with other students.
2. involved with the club. volunteer experience.
Volunteer receives a
thorough onboarding and
induction, all via video call
to accommodate study
commitments.
Key:

+ Make it feel like | belong
Easy to get involved
+ Tailor roles to my needs
+ Support me
Create value for me, the club and the community



The framework in action

The obliging helper

These volunteers may not think about their service as
‘volunteering’. They are more likely to think about their
volunteering as informal help, and are more likely to be
approachedrather than actively seeking out the
opportunity to getinvolved. Parents of children playing
the sport often belong to this group.

Likes Pain points
= Spending time with familyand - Feelstretched andobligated
friends - Not aligned with motivations,
- Clear rolesandresponsibilities skillsand circumstances
= Flexibility

= Social connectionandbeing part
of acommunity

- Lots of noticesothey canplan
their time

How to reach them

- Throughthe clubs existing
networks

- Reachouttothe parentsof
players andtheir networks

- Community members

35



The obliging helper

Journey map

Preparation

1. .

When a parent of a child : ithree month roster
signs their child up to a and a calendar of
basketball club they are social events is
notified of the different shared with all
options they have to help volunteers.

support clubs including :

volunteer roles, donation 2.

of money or nomination They are happy to help

of someone else e.g. but don't have much

grandparent. time. The volunteer
matching tool is clear
and they nominate
themselves for arole/s
that suits.
Key:

® Make it feel like | belong
Easy to get involved
@ Tailor roles to my needs
® Support me
Create value for me, the club and the community

Participation

4.
The parent nominates
themselves for two roles,
one which is rostered and
one which is flexible. They
do the canteen twice
(fixed) but also do
volunteer check-in calls
with students that canbe
undertaken flexibly.

They have access to a
ready made guide to

support the check-ins with

students.

5.
There are monthly social
events, including trivia
and picnics, for the club
to recognise and thank
volunteers for their help.
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Ongoing Engagement

6.

Allvolunteers are invited to
an end of season planning
day to ensure volunteer
needs are being met.
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The framework in action

The lifelong volunteer

These volunteers have been involved with the club for
years. They initially started in a different archetype group,
but over time their motivations, needs, wants, and
expectations from volunteering have changed.

Likes Pain points How to reach them
- Opportunitiestosocialise with - Takingontoo muchworkand - Theyarealreadythere!
other volunteers getting burnt out - These volunteers maybe in
- Feelingdeeply connectedtothe - Not havingthe option tostep rolesthat have evolved and
sport cluband members back but still beinginvolvedin expanded over time. It may be

theclub worthrevisiting their rolesto
see if their tasks can be shared
withthe new volunteerswho
want togetinvolved.

- Beinginvolvedin key decisions
- Observing challenges

- Feelingneeded and valued
B experienced by the club



The lifelong volunteer

Journey map

Preparation

1.

A long serving
volunteer ata
badminton club has
been on the board for
five years and decides
they need a change.

Key:

® Make it feel like | belong
Easy to get involved

® Tailor roles to my needs

® Support me

2.
The club has identified the
need for a volunteer
support officer which feels
like a good fit and a new
challenges.

Create value for me, the club and the community

4.

There are big changes in
volunteer management.
They are excited to be
part of an online
community where tools,
advice and learnings are
shared. They also enjoy
getting to know people
from outside their club.

3.
The club organises a
BBQ to acknowledge
the contributions of
the volunteer.

Participation

6.

In this work, the volunteer
learns of skills gaps at the
club and pulls together
recruitment materials to
advertise for ‘specialist’
volunteers. They are proud
to share their learnings
more broadly with
community of volunteer

: managers.

5.
The volunteer works three
hours per week to coordinate
other volunteers and ensure
they have the support they
need.

Ongoing Engagement

7.
After supporting the club in
bringing more volunteers
on board, the volunteer
takes the opportunity to
have a break. They
continue to be active on
the online community of
volunteer managers.
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The framework in action

The friendly neighbour

These volunteers are from pockets of the community that
have not typically been involved with the sport, or the
club. They are likely to be motivated by broader goals
such as community connection or altruistic outcomes
associated with traditional volunteering. They cannot see
how sport volunteering aligns with their motivations.

Likes Pain points How to reach them

- Feelinga part of their - Not having opportunities that - Targeted communication efforts
community align with their motivations - Partnerships with community

= Social connection (1in 3 people - Feelinglike they cannot groups, such as cultural groups
at risk of loneliness) participate unlesstheyare or charities

- Broader personal and social associated with the sport/club - Eventse.g. hosting community

outcomese.g. lessinterestedin open days
competitionsand more

interestedin things like mental

health, reconciliation, supporting

people living with a disability to

participateinsport



The friendly neighbour

Journey map

Preparation

1.

A person attends an
event at the soccer club
for RU OK? day. They see
how much the club is
investing in mental health
and is excited by what
they see.

Key:

W Make it feel like | belong

Easy to get involved

W Tailor roles to my needs

W Support me

2.
They sign their child up and
express interest in volunteer
opportunities that uses sport to
contribute to positive mental
health. They sign up to
volunteer at a clinic for at-risk
youth. They have experience
working in corporates and
offered to help with
sponsorship for the clinic.

Create value for me, the club and the community

3.

The new volunteer is
introduced to the team at a
weekly team event. As
they go through the
induction they feel
confident and empowered
to make a difference.

Participation

4.
The volunteer is able to build on the
partnerships that have been
established. They find a restaurant
that will host the end of clinic event.
The soccer clinic participants all
celebrate the week and enjoy a night
of fun, laughs and good food.

Ongoing Engagement

6.
They attend a social
event at the end of the
clinic to thank all of the
volunteers who
provided support.

5.

The volunteer feels great about
the impact they have been able
to make. They would like to
share their experience about
corporate partnerships more
broadly. They volunteer to
create a quick guide to help the
next person.
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The framework in action

The workplace volunteer

These volunteers work in companies with established
volunteer programs. They may not normally engage with
the sport or club, but they are enthusiastic about making
the most of the opportunities created by the companyto
support the community.

Likes Pain points

= Giving back tothe community - Wastingtime

= Sharingtheir skillsand expertise - Workinginefficiently
where useful

- Unclear expectations

a1

How to reach them

- Through partnerships with
corporatesandlocal businesses



The workplace volunteer

Journey map

Preparation

o

1.

An employee notices an
advertisement on their
intranet to use their two
days of volunteer leave
to help a cricket club train
people how to use a new
scoring app. They have
been interested in doing
more training so the role
sounds perfect.

Key:

® Make it feel like | belong
Easy to get involved

@ Tailor roles to my needs

® Support me

"

2.

They email the club and
organise dates. The club does
all the coordination to support
the training. Allthey have to do
is design and facilitate the
training.

Create value for me, the club and the community

°

3.

They are sent information
prior to starting volunteer
role about the new app and
the training requirements.
They get to download and
practice prior.

Participation

4.
They deliver the training to over 20
volunteers at the club. The
volunteers all feel really confident
and excited about the app.
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Ongoing Engagement

5.
The club gives the volunteer a call
afterwards to thank them and
check-in on the experience. The
volunteer shares an idea to digitise
the training and offers to get
involved to help streamline it in
future.



The framework in action

The underutilised talent

These volunteers are highly skilled but for a variety of
reasons, such as family commitmentsor retirement, are
currently not applying these skills. They are interested in
keeping these skills current and giving back to the
community but may not associate professional
volunteering with a sport club.

Likes
= Giving back tothe community

- Keeping their skills fresh and
feeling like theyare continuing
tolearn

- Usingtheir skillsina waythat
suits them

- Usingskillsto achieve broader
outcomes

Pain points

- Lackofalignmentofrolesto
individual needs and motivations

- Lack of flexibility; they may not
want tocommit ongoing

- Workinginefficiently
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How to reach them

- Throughtargeted campaigns
and messaging

- Partnerships withlocal groups
e.g. maternal health centres or
retirement groups



The underutilised talent

Journey map

Preparation

1.
A physio has taken time off
following the birth of their child.
They think it could be a good time
to use their skills ina way they
wouldn't have the opportunity to at

2.

Participation

3.

The volunteer doesn’t have skills
in developing content or creating
videos but is excited to
collaborate as part of ateam. She
can do it inher own time.

Inan online search, they find a website
where you can search for opportunities
based on skills, time and interests. They
are excited when they see they are
looking for volunteers to design a
stretching program for club members.

work.

Key:

® Make it feel like | belong
Easy to get involved
® Tailor roles to my needs
® Support me
Create value for me, the club and the community

a4

Ongoing Engagement

5.

When the online stretching
program is launched, the
club send itover with a
thank you note.

4.

The volunteer returns to work
after a period of time. She
doesn’'t have much time
anymore but enjoys staying in
touch through the club’s
newsletter and helping out at
ad-hoc events.
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Six key opportunity areas for action

The opportunity areas

What are the opportunity areas?

Through co-design, six key opportunity areas have beenidentified
that will enable the realisation of the vision. Each opportunity area is
aligned with at least one element from the framework for change.

The areas are broad and are not designed to be prescriptive but
instead prompts to inspire and guide stakeholders across the sector
to take action and bring about change.

How to use the opportunity areas?
- Use themto help develop a business case and get funding for an

idea
- Implementany of the ideas/actions listed

- Inspire other ideas/initiatives that respondto the opportunity area

- Use themas a starting point for collaboration with othersin the
sector

Getting started

We have provided a selection of actions and ideas that emerged over
the course of ourresearch as ‘first steps’ for different players in the
sport sector. These may be actions that your organisation is equipped
to implementstraight away, or they may be more usefulas prompts to
inspire otheractions which are not listed here.

Lower effort and higher effort

We have indicated which actions appear to be simpler to implement,
and which may require more time, resources and investment. This is
just a guide; it may be the case that the higher effortactions are more
feasible for your organisation despite their increased complexity.
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Six key opportunity areas for action

Opportunity One:

a7

Partnerships between community sport clubs and local organisations

What is the opportunity?

There is anopportunity to establish partnerships between sport clubsand other
community organisations to leverage their skills, experiences and resources. It will also
help to build more diverse club cultures and stronger community cohesion.
Partnerships could be formed between a sport cluband a charity, a volunteering peak
body, corporates, local faith groups, local government, veterans, schools and
universities, local businesses, or service clubs such as Rotary.

Forexample, a sport club may partner with a local charity who combine running events
with helping their community. A group of runners may jog together to visit elderly
people who live by themselves. A partnership like this could provide each organisation
withaccess to a new poolof volunteers, and tackle socialisolation and loneliness at the
sametime.

Why is this idea important?

Many clubs feel pressure to do everything themselves, and may not always have the
skills, resources or reach. Partnerships create opportunities to leverage the skills and
experience of others ina way thatis mutually beneficial.

Creating partnerships can:

- increasethepool of possible volunteers and attract people who are not already
connected to the sport

- equip clubs to develop a more inclusive club culture, by engaging people through
diverse networks and not exclusively throughword of mouth

- create new forms of value for volunteers, especially those who maybe interested
inmore altruistic outcomes than sport competition

= help to build social cohesioninthe community, by creating connections between
different kinds of organisations

- enableclubs to contribute more deliberately to broader social outcomes, such as
good mental health
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Six key opportunity areas for action

Opportunity One:

Partnerships between community sport clubs and local organisations

Related elements:

Make it feel
like | belong

Partnerships willhelp to bring in
amorediversepoolof
volunteers, making it feel more
relatableand inclusive for
others.

Tailor roles
tomy needs

Support
me

Create value for me, the
club and the community

Partnerships could support the
creation of new volunteer
opportunities that better align to
individual goals e.g. altruistic
outcomes.

Partnerships will help to bring in
more volunteers, who will helpto
share the load of existing

volunteers and mitigate burnout.

Partnerships with socialimpact
organisations will enable the
club to more deliberately
contribute to social outcomes.



Six key opportunity areas for action

Opportunity One:

Partnerships between community sport clubs and local organisations

What does this need to succeed?

Partnerships need to be strategic - the partnership should be built from mutual
interest and benefit and not as a reactive decision.

Written parameters - parameters include commitment, stated objectives, guidelines,
timeframes, metrics to measure the success of the partnership, and key contacts on
either side.

Training - reaching out to culturaland faith groupsin particular will require the
involvement of existing volunteers from those cultural or faith groupsto assistin
making sure engagements are culturally safe.

Minimal red tape or administrative burden - partnerships should be easy to establish
and impose no extra burden on volunteers, or either organisation.

Active partnershipleadership - through someone with sufficient time and skills to
dedicate to managing and nurturing the partnership.

Communicationand promotion - Communication and promotion of the partnership
and its successes along the way.

Values alignment - Values should be aligned across both organisations.

Risks

- Partner’s expectations of the arrangement are not met

- Partnerships take time to build and nurture over time and not seen as worthy

- Partnership may be based on personal relationships of club member, which could
fall over once thereis attrition

- Misalignment of values or objectives of the partnered organisations

- Potential damage to reputationif the partnershipis nota good match

Considerations

- Sponsorship models could donate time instead of traditional monetary
contributions

= Certainpartnerships may be at the NSO or SSO level (for example with
universities) to facilitate arrangements that multiple clubs can benefit from
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Six key opportunity areas for action

Getting started:

Partnerships between community sport clubs and local organisations

Community
sport clubs

NSO/SSO

Government

Lower effort

Access existing guidance from
volunteer resource centres, for
example onestablishing corporate
volunteer partnerships.

Conduct audit of existing toolsand
resources to support clubsin
developing partnerships.

Conduct audit of existing tools and
resources on Game Plan,and
other platforms, to support clubs
indeveloping partnerships.

**Gameplan is is a digital platform supported
by sportAustralia designed to help sport clubs
understand their current capability and
provide support

Identify objectives fora
partnership (i.e. attract volunteers,
build social cohesion etc.) and
scope possible partners.

Scopepossible partnershipsat
the associationlevel which would
create opportunities for multiple
clubs to participate, for example
withalarge university.

Facilitate round tables/ innovation
events with possible partners to
brainstorm initiatives that would
have mutual benefit e.g. events,
initiatives.

Higher effort

=)

Establishand participatein
strategic partnerships, including
with organisations from outside
the sport sector.

Form strategic partnership to
create value for multiple clubs.

Createa ‘bank’ of novel
partnership ideas to helpinspire
others.
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Ideain action

AnNSO or SSO could establish a
partnership with a university to provide
sport management students with
opportunities to gain valuable, hands-on
work experience. This would save clubs
from having to independently reach out and
establish similar arrangements, and could
function as arich source of skilled
volunteers.

Imagineif....

Students had access to a portal that was
practical, educational and inspiration.
Imagine logging on to see volunteer
opportunities that provide tangible avenues
to demonstrate skills, showcases of
previous students work to inspire others on
what's possible and, videos on how to get
the most out of the opportunity to make
others feel equipped.


https://www.volunteeringaustralia.org/resources/corporate-volunteering/

Six key opportunity areas for action

Opportunity Two:

Collaboration between community sport clubs

51

What is the opportunity? Why is this idea important?
In addition to forming partnerships with organisations from outside of sport, thereis an The sportsectoris fragmented with many community sport clubs operating
opportunity to introduce mechanism/s for sport clubs to collaborate more effectively independently, and often without sufficient support. This prevents clubs fromlearning
with one another. This will create a forumin which clubs can share knowledge and from one another, and oftenresults in needless duplication of effort, for examplein
resources. independently delivering training to their respective volunteers.
Forexample, this type of collaboration could support the development of novel Collaboration cansupport:
concepts like shared local community events, applying for shared grants or sharing of
resources for winter and summer sports. -  moreefficientuse of limited resources
-  consistency acrossthe sector which makes it easier for volunteers to move
betweenclubs
-  sharing inspirationand innovation with other clubs
=  prioritisation of collaboration over competition, which could ultimately
translateinto aboostinvolunteers for everyone
=  collaborativelybuilding the practice of volunteer management



Six key opportunity areas for action

Opportunity Two:

Collaboration between community sport clubs

Related elements:

Tailor roles
tomy needs

Clubs could collaborate by
sharing volunteers. This would
provide volunteers with more
choicewhenitcomes to

choosing arole that suits them.

Support
me

Collaborating with other clubs
will create opportunities for
sharing knowledge and opening
up training opportunities so that
more volunteers feel equipped
with the skills they need to do
theirrole.
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Six key opportunity areas for action

Opportunity Two:

Collaboration between community sport clubs

What does this need to succeed?
Goals - Clear objectives, not just collaborating for the sake of it.

Prioritisation - Before clubs take the steps to collaborate, they need to
prioritise their collaboration efforts so efforts can be targeted.

Resourcing - Thereisa need for a dedicated position who can manage
collaboration, to prevent this from falling to existing volunteers and risking
burnout.

Measurement - A wayto measure the success of the mechanism

Flexibility - Different ways for people to engage, i.e. time of day, day of week,
remote/in person.

Diversity - Diverse membership, including different types of volunteers.

Easy - It needs tobe aseasyas possible for volunteersto collaborate.

Risks

- Sportforumsand other collaboration mechanisms canbe anavenue
tospark collaboration, but without coordination and leadership, ideas
andactionsare not prioritised or implemented

-  Leadingon collaboration often falls within the remit of a club board or
president, whois already very busy and may not have the time to
take on more work

-  Collaborationthatis not purposeful or goal orientated can feel likea
waste of time

Considerations

-  Collaboration does not needto be limited to the sport sector. There
isan opportunity to engage more broadly with volunteer hosting
organisations outside sport



Six key opportunity areas for action

Getting started:

Collaboration between sport clubs

Community
sport clubs

NSO/SSO

Government

Lower effort

Reachout to other clubs inthe
area foraninformal catch-up.

Shift the narrative to ‘collaboration
over competition’in
communications with community
sportclubs.

Conduct audit of existing toolsand
resources on Game Plan,and
other platforms, to support clubs
indeveloping partnerships.

Use existing channels, such as the
peak bodies for sport, to attend
events, learnfrom other clubs, and
sharelearnings.

Hostevents for clubs to meet
eachother and learnfrom one
another.

Create forums to bring clubs
together to support volunteer
management.

Higher effort

=)

Consider recruiting a shared
volunteer to lead and manage the
collaboration between clubs.

Establish pilots witha group of
clubs to help implement
innovations and build relationships.

Clarify roles and responsibilities
and re-design governance
between federal, state and local
government and NSO/SSO.
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Ideain action

Sport Australia hosts a monthly meetup
called ‘covering all bases in sport
volunteering’ for clubs.

The event could be a way of sharing updates
e.g. new tools developed, showcasing best
practice from different sport clubs,
networking, and co-designing new
initiatives/supports.

It could be recorded and posted as a
webinar for others to view after the event.

Imagineif...

Anevent was able to bring together early
adopters/innovators to share knowledge,
collaborate and support one another.

Imagine government as an active supporter
of grassroots change at a club level, scaling
up ideas and sharing learnings.



Six key opportunity areas for action

Opportunity Three:

Reframe sport volunteering

What is the opportunity?

There is anopportunity to rebrand sport volunteering and use distinct engagement
methods, collateral and tailored messaging to appeal to different volunteer groups.

This includes more deliberate efforts to bring sport volunteering into the broader
volunteering community, for example by advertising roles in the same places, and
drawing attention to the broader impacts of sport that extend beyond competition and
gameplay.
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Why is this idea important?

Sport volunteering does not resonate with certain groups within the population. Itis
perceived by many as exclusive, and less dynamic and engaging than other volunteer
opportunities. Many volunteers who engage with non-sport volunteer opportunities
wouldn’t consider volunteering for asport club.

Reframing sport volunteering will help to:
-  repositionsport volunteering as an exciting and desirable opportunity

-  attractnew volunteers and increase the pool of support
-  attractdifferent types of volunteers, with different skillsand experience



Six key opportunity areas for action

Opportunity Three:

Reframe sport volunteering

Related elements:

Make it feel
like | belong

Reframing sport volunteering
will ensure that people from all
walks of life feel as though there
is a place for them to volunteer
atacommunity sportclub.

Tailor roles
tomy needs

Taking the time to better
understand different types of
volunteers, and their distinct
needs and motivations will
enable clubs to more effectively
cater to them.



Six key opportunity areas for action

Opportunity Three:

Reframe sport volunteering

What does this need to succeed?

Start small - Commence with the groups who are already engaged in some
form, such as parentswho come towatch their children, or former club
members.

Tailored - Language, channels and content types that appeal toeach
volunteer group andis shaped around their respective motivations.

Testing - Messaging, designs and channels should, where possible, be tested
prior toimplementing.

Informed - Anunderstanding of who the target audiences are, where they are,
andtheirinterestin volunteering.

Educational - Support for clubs on how touse different collateral effectively
e.g. channels, timing, audiences.

Iterative - Measure changesin engagement over time and make
improvements.

Risks

- Therearetoomanydifferent messagesinthe market andtheyare
not coordinated

- Nottesting messaging andit not ‘landing’ asintended
- Lackof skills; copywriting, social media and graphic design
- Thevolunteer experience does not align with expectations
communicated e.g. if the advert promotes the training and support
provided andthisis not areality thiswill lead to disengagement
Considerations

- Asmuchaspossible, clubs should use researchanddata toinform
their segmentation. The archetypes may be a useful prompt in this
process
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Six key opportunity areas for action

Getting started:

Reframing sport volunteering

Community
sport clubs

NSO/SSO

Government

Lower effort

Consider establishing a club
presence ondifferent social media
channels based on the audiences
the club wants to reach.

Recruit communications students
as volunteers to create sport
specific messaging to different
audiences.

Createapilot campaign, targeting
a particular cohort e.g. students

who are seeking to build new skills.

Reframe volunteer opportunities
to uselanguage thatappeals to
the volunteer groups you are
trying to attract. Forexample,
using different titles for volunteer
roles such as ‘actionagents’.

Designsport specific events that
will attract new audiences to the
sport e.g.social sport for adults
who have stopped playing sport or
mums and bubs bowling.

Supportresearchto better
understand what's needed in
reframing sport volunteering.

Higher effort

=y

Involve different cohorts inthe
designof collateral and messaging
e.g.getstudents to write the
university adverts or aretiree to
send material out to their
networks.

Consider partnerships with other
organisationsthat have
successfully engaged particular
cohorts e.g. universities,
community/cultural groups.

Build a set of reusable materials,
collateral and messaging that
resonates with different groups
especially those that are hard to
reach that clubs canuse.
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Ideain action

Sport peak bodies could design a set of
materials and collateral that sport clubs can
tailor. This could include social media
advertisements, printable materials,
reusable photography and key messages.
The collateral would be tailored to appeal to
different audiences so people can see
themselves reflected in sport volunteering
e.g. someone volunteering athome, older
people, students and different cultural
groups.

Imagineif...

A sport club felt brave and empowered to
reach out to new audiences to volunteer
and support their clubs. Imagine a future
where sport volunteering reflects the
diversity of the community it operates.

Imagine sport clubs using these materials in
creative ways to build awareness, interest
and engagement.



Six key opportunity areas for action

Opportunity Four:

Redesign volunteer roles

What is the opportunity?

There is anopportunity to re-imagine and re-design volunteer roles so they are more
accessible and bring new skills and diversity to sport volunteering. This includes
breaking downroles, aligning them to archetypes, and creating more flexible
opportunities for people to optinorout of roles.

Forexample, there may be project based roles that volunteers canlead for a
designated period of time according to their availability. Alternatively, there may be
volunteers who are happy to engage regularly, but require remote engagement
opportunities.

59

Why is this idea important?

Currently volunteer roles are limited and time intensive. This isa barrier for people
joining sport volunteering, who may not see any opportunities to suits their interests,
motivations, or life circumstances.

Ataminimum, people should be provided with small opportunities that require non
ongoing commitment e.g.if someone turns up to a sport club to watch their child, there
should be opportunities to getinvolved e.g. cleaning up rubbish, extra pair of hands at
canteen or providing drinks to umpires.

It is also important given how often volunteer roles evolve and expand over time, which
is causing burnout for existing volunteers.

Redesigning volunteer roles will:

-  reduceburnout

-  increasetheoverall number of volunteers by designing roles that meet their
needs

-  ensure volunteers haveroles thatalign with their motivations and interests

-  increasethediversity and skills of volunteers by drawing in different kinds of

peoplewithdifferent roles



Six key opportunity areas for action

Opportunity Four:

Redesign volunteer roles

Related elements:

Make it feel
like | belong

Redesigning roles that align with
individual needs, motivations
and goals will make people feel
welcomed and valued making
them morelikely to getinvolved.

Tailor roles
tomy needs

Re-designing roles willmean
there are more opportunities for
peopleto find arole that meets
their needs.



Six key opportunity areas for action

Opportunity Four:

Redesign volunteer roles

What does this need to succeed?
Easy - Any workforce planning and design tools need to be easy to implement.

Education - Skill development and supportis required for clubs to switch to thisway of
working.

Relevant - It needs to be supported withinspiration to demonstrate the benefit of
redesigning roles e.g. how early adopters have reinvented roles.

Start small - It needs to be enable clubs to start small and build new roles over time -
they can't doitall atonce.

CRM - Capturing of data on members skills, motivations and circumstances to help
drivethe designof new roles.

61

Risks

- Club cultures will impact willingness to try different ways of structuring
volunteer roles.

-  Clubs aretimelimited and may not possess the required skills to implement
workforce planning/role redesign

-  Workforce planning/ roleredesignis not goingto be a priority for a lot of
clubs

Considerations

- Thedesignofroles atdifferentlevels e.g.club,local community and NSO/SSO
level

- Clubs willrequire workforce planning tools and resources so they canactively
consider the needs and requirements of their clubs before designing new
roles



Six key opportunity areas for action

Getting started:

Redesigning roles

Community
sport clubs

NSO/SSO

Government

Lower effort

Useafreesurvey formto
understand skills, motivations and
circumstances of current
members.

Create positiondescription
templates that clubs can pick and
choose from.

Build and share resources on
Game Plan. This could include
workforce planning
templates/tools as well as
positiondescriptions developedin
collaboration with NSOs/SSOs.

Design1-2 new volunteer
opportunities, using templates
and resources made available by
government or supporting sport
organisations.

Designvolunteer positions at the
NSO/SSO level e.g. social media,
events design, finance.

Offer agrantor
coaching/consulting package to
early adopter sport clubsto
undertake workforce planning and
designnew roles.Useas acase
study to inspire others.

Higher effort

=y

Share learnings about new roles
that canbescaled.

Host workforce planning events
that support clubsto consider
their needs and re-designroles
based onthose needs.

Build a CRM that identifies the
skills and needs of current
volunteers to help designnew
volunteer opportunities.
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Ideain action

People often need some inspiration and
examples to get themselves started. A set
of position descriptions that reflect ‘new’
ways of sport volunteering e.g. small bite-
sized roles, project based or virtual
volunteering would help people take the
first step forward. These templates would
be clear, respond to different archetype
needs and motivations and clearly
communicate the value to the individual,
club and community.

Imagineif....

A community sport club could ‘try’
advertising new roles without too many
burdens placed on them. Imagine if position
descriptions continue to evolve over time
based on learnings from sport clubs.



Six key opportunity areas for action

Opportunity Five:
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Catalyse innovation, creativity and new ways of working

What is the opportunity?

There is anopportunity to provide continued support to community sport clubs to help
them them innovate. Sport volunteering requires a significant re-framein thinking and
practice to respond to changing individual and societal shifts. While tools and resources
areimportant, these will have minimalimpact without changing the way things are
done. Incentivising and promoting innovationis at the core of change.

Forexample, government as wellas NSOs/SSOs can provide the scaffolding to support
innovation by co-designing new approaches with ‘early adopters’, developing tools and
resources to make innovation easy as wellas scaling and sharing learnings.

Why is this idea important?

There is a strong acknowledgement that volunteer recruitment and managementis not
meeting the needs of clubs and volunteers. Community sport clubsare time poor and
oftendo not have the skills to implement changes. Creating the infrastructure and
conditions for innovation will be incredibly important.

Increased innovationand creativity will support:

A boostinconfidence for sport clubs inimplementing changes
Professionalisation of volunteer management

Reduced duplicationacross clubs and sports, creating efficiencies
Increase in the number of volunteers

Improved volunteer experience

U 2 )



Six key opportunity areas for action

Opportunity Five:

Catalyse innovation, creativity and new ways of working

Related elements:

Make it feel Easy to get Tailor roles Support
like | belong involved tomy needs me

Create value for me, the
club and the community
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Finding innovative and creative solutions to problems has the potential to
create significantimpact acrossall five of the elements.




Six key opportunity areas for action

Opportunity Five:

Catalyse innovation, creativity and new ways of working

What does this need to succeed?

New mindsets - Resources, toolsand training cannot replicate existing mindsets about
sport volunteering e.g. designing position descriptions in the same way it has always
beendone.

Champions - Innovation requires champions who are willing to try new ways of doing
things that canbe shared with others.

Bottomupandtopdown - Innovation needs to happen onthe ground and
resourced/scaled at the top.

Coordination - Scaling and turning innovation into reusable tools requires a high degree
of supportand coordination.

Incentives - Innovationrequires a set of incentives such as grants, the opportunity to
getinvolved insomething new and exciting.

Balanced - Any tools and resources developed need to balance generic vs bespoke (ie.
for each sport) ways of doing things.

Risks

->
>
->
-
->

It is notresourced and supported reducing opportunities toscale impact
People do not have the time or skills to participate

Clubs feel that the content is too generic and doesn'’t relate to their sport

It is hard to navigate and feels overwhelming. People don't know where to start
Clubs do not have the time to implement changes

Considerations

- Theroles and responsibilities forinnovationsoitis clear who does what and

ensure workis not duplicated

- Continuing to understand where people are at so change canbeintroduced

gradually and at a pace that clubsare comfortable with



Six key opportunity areas for action

Getting started:

Catalysing creativityand innovation

Community
sport clubs

NSO/SSO

Government

Lower effort

Access existing toolsand
resources provided on Game Plan.

Identify ways to contextualise
existing resources to reflect
nuances indifferent sport.

Upload elements of this report e.g.
activities, visionto Game Plan.

Conduct audit of existing toolsand
resources on Game Plan,and
other platforms. Adapt/iterate
based oninsights from co-design
project,

Participatein knowledge sharing
abouthow thetool was usedeg.
podcastor case study.

Partner to create and update tools
and resources. Support the
promotion of tools andresources.

Establishadesignsprint where
clubs canlearnand actionideas
simultaneously with the support
of their peers.

Higher effort

=)

Contribute feedback onthe
effectiveness of tools and what
else should be developed.

Usetheresources to experiment
with new ways to support the
clubs e.g.designnew rolesat
NSO/SSO level.

Develop a grants program to
support volunteer innovation that
canthen bescaled.
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Ideain action

Sport/volunteer peak bodies could facilitate
a six week action learning programme/sprint
on volunteer management/engagement
with sport clubs.

This could be a course type model where
participants complete tasks with the
support of their peers.

Imagineif.....

You could build capability, test new
approaches and build a group of early
adopters simultaneously. Imagine the ideas
generated and developed through the
learning program are used to showcase
what innovation in sport volunteering looks
like.



Six key opportunity areas for action

Opportunity Six:
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Use shared systems to streamline recruitment and support volunteer experience

What is the opportunity?

There is anopportunity for the sector to use shared systems, for example througha
digital platform, to streamline processes. Processes mightinclude end-to-end
volunteer recruitment, and the ongoing management and recognition of volunteers.
The platform could exist at the national level, across all sport and jurisdictions.

Forexample, a shared system that matches volunteers to roles based on their skills or
experience would ensure clubs are getting the resources they need, whilst volunteers
arefilling roles that align with their interests.

Why is this idea important?

Recruitment and management of volunteers is currently done manually, and
independently by each club. The processis resourceintensive, oftenresults in
roadblocks for volunteers, and misses many opportunities to engage with people
outside of thesportclub.

A shared system will:

->

Vi

enable more personalised volunteer experiences;including matching to
suitable opportunities

create efficiencies in the volunteer recruitment and management process, by
bringing all tasksinto the one place

create access to broader audiences outside of sport club relationshipsby
replacing word of mouth recruitment with an online platform
facilitateinnovation, such as sharing of volunteers across clubs

create opportunities to develop volunteer profiles or passports, and gamify
rewards



Six key opportunity areas for action

Opportunity Six:

Use shared systems to streamline recruitment and support volunteer experience

Related elements:

Easy to get
involved

A central system which
manages all sport volunteer
opportunities would simplify the
recruitment experience for
volunteers,and ensure
advertisements are seen by
more people.

Tailor roles
tomy needs

A shared system could
seamlessly match volunteers
withroles thatalign with their
interests, skills, motivations and

the time they have to contribute.

Support
me

A shared system could function
as a centralised repository for
tools and resources that could
be easily located by clubsand
volunteers.
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Six key opportunity areas for action

Opportunity Six:

Use shared systems to streamline recruitment and support volunteer experience

What does this need to succeed?

Capable of integration - Any system needsto be able to integrate with other systems.
Forexample, when players pay their fees they are able to sign up to volunteer
opportunities at the same time.

Easy - A shared system needs to be easy for clubs to use,and meet their individual
needs, otherwise they will not gain traction.

Customisable - A system must be customisable so clubs canadapt certain elements to
suit their needs.

Volunteer passport - Provide space for volunteers to save their detailsand credentials
so they do not have to jump through the same hoops each time they volunteer
somewhere new.

Flexible - Volunteers must be able to easily update their profile as they move between
roles and clubs.

Data capture - A shared system would provide invaluable (de-identified) data for
reporting,insights and improvements.

Risks

-  ltisestablished too quickly without consultation and does not meet club
needs. Any implementation of new technology requires a phasedrollout,and
comprehensive engagement with end users to ensureitis meeting their
needs

Considerations

-> Many community sport clubs do not feel confident using technology, and will
struggle to engage witha new tool

- Crucially, this opportunity does not necessarily require the creation of
something new. There are a number of existing systems and platforms that
could beleveraged to create efficiencies for clubs



Six key opportunity areas for action

Getting started:

Shared systems to streamline recruitment and support volunteer experience

Community
sport clubs

NSO/SSO

Government

Lower effort

Consider using existing tools that
are free and easy to use, suchas
survey platforms to gather
volunteer feedback, or messaging
tools to communicate with the
volunteer community.

Contribute to the development of
abusiness case e.g.supply of data
onnumber of volunteers.

Identify current digital platforms
that could be
utilised/adapted/procured.

Participateina proof of concept
and beinvolved intesting.

Develop communications and
engagement planto support the
promotionand uptake of digital
platforms for volunteering.

Establish national platform for
sport volunteering, where all
volunteers and clubs cango to
find opportunities and manage
their experience, similar to the
Surf | ife Saving platform.
Integrate this platform with
existing volunteering platforms.

Higher effort

=y

Customise system to meet
individual club needs.

Create mechanisms for analysis
and reporting of data.

Createasport volunteering
passport that would enable
individualsto move between
different clubs and broader
volunteering sector e.g. NFP.
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Ideain action

One of the most significant challenges in
volunteer management is matching
individuals unique needs, motivations and
skills with roles.

A digital platform that felt personalised and
supported individuals to find the right
volunteer roles will lead to higher levels of
engagement.

Imagineif.....
People canbe matched to roles based on
their uniqgue motivations, time available and

skills.

Imagine being matched to arole that felt so
right, it compels you to sign up immediately.


https://sls.com.au/pathways/

Sport Australia

Conclusion

There is a clear need for a more concerted and coordinated effort
from the sport sector to improve the volunteer experience and boost
volunteer recruitment and retention. As demonstrated by the
extensive participation in this research, thereis also significant
interest from the sector in making this happen.

This report has laid the foundations for change, but more work is
needed. Each idea or opportunity area will require thorough scoping
beforeitis pursued, and it is important to continue to engage
stakeholders and end users as solutions are designed, tested and
refined. The tools in this work provide a guiding framework for the
sector, however they may need to be adapted over time to remain
relevant.

A collective approach is required to make meaningful change to sport
volunteering. Clubs can change their approach to volunteer
management, but not without the right support from their governing
bodies, and the necessary infrastructure and operating environment.
There can be some quick wins, but also some more transformational
changes will be required for the sector to progress towards its future
vision for sport volunteering. The sector will need to think
strategically about how to get there, particularly in regards to roles
and responsibilities of those involved.
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