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1. INTRODUCTION & BACKGROUND  

The declining rate of youth participation in organized sport is a challenge faced by many community sport organisations.  In October 
2017, the West Vancouver Field Hockey Club (WVFHC) Board committed to Spring League remaining a non-streamed program based on 
fun, skills development and participation at any age.  The Board also endorsed the need to better communicate our values and educate 
members about the benefits of our philosophy for Spring League – this is essential to ensure the survival of the Spring League program 
within an environment where there is increasing pressure to specialise from an early age and a growth of other providers offering “high 
performance” programs.  

Yet there is little guidance for community sport organisations about the most effective ways to communicate and educate their 
members about their programs.  This is a particular challenge for large sport organisations, such as WVFHC, where there are thousands 
of members which creates an over-reliance on email as the main means of marketing and communication. 

And so, during Spring League 2018, we developed, implemented and experimented with different communication methods and ways 
to engage with our membership. We then surveyed and evaluated each method to find out what worked and what did not, what 
resonated and what did not, to better understand how we engage and promote our messages to our members. 
 

COMMUNICATION OBJECTIVES 
The project intended to develop, implement and evaluate the effectiveness of different communication methods but what was the 
point of this communication?  We determined that our main objectives were: 

i. To raise awareness and understanding of our Spring League philosophy and values and how we align 
with long term athlete development 
 

ii. To raise awareness and understanding among parents/players about “sport for life” factors that 
should influence their decision-making and behavior around their child’s sport experience (eg. values 
of LTAD; benefits of multi-sport; physical literacy; being active for life) 
 

iii. To create a supportive environment for coaches and managers as our main program delivery “arm” 
and as a key point of contact with players and parents to ensure that we are delivering a quality 
sport experience 

Ultimately, we hope that all of the above contribute: 

iv.  To increase satisfaction with WVFHC Spring League program and encourage the retention of players 
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TARGET AUDIENCES 
We focused our communication on our members in the U6-U12 age groups (FUNdamentals & Learn to Train stages): 

➢ These age groups are the main “entry point” for Spring League – the ages when children are most likely to try a new sport and 
start field hockey.  After 12 years, the number of new players joining the program declines. 
 

➢ In the LTAD model, these age groups should not be “specializing” in field hockey but should still be developing fundamental 
movement skills and physical literacy. However, we are noticing an increased demand for specialization in these younger groups 
which makes communicating our “sport for life” messages even more essential. 
 

➢ Our messages, values and philosophy arguably have most impact on members as they enter our program.  We can create a 
legacy of more informed players, parents and coaches as they stay with the club and move up through the program. 

 

 

 

Profile: U6-U8 (FUNdamentals) & U9-U12 (Learn to Train) – coaches, players and parents 

 

2018 PLAYERS  2018 COACHES & MANAGERS 

 PROGRAM  
AGE GROUPS 

LTAD STAGE  AGE GROUP NUMBER 

GIRLS U6-U8 FUNdamentals  U6-U8 52 

 U9-U12 Learn to Train  U9-U12 118 

    TOTAL 170 

BOYS BU6 & BU8 FUNdamentals    

 BU10 & BU12 Learn to Train  

    

 TOTAL PARTICIPANTS Approx 1000  
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KEY MESSAGES 

Our communication materials focused on 4 themes: 
 

1. The physical, emotional & mental development that takes place in a child at the FUNdamentals and Learn to Train stages  

2. The age-appropriate field hockey skills that our Spring League program teaches at the FUNdamentals and Learn to Train stages 

3. Our club’s philosophy for the Spring League program and how it supports long term athlete development & sport for life 

4. The important role of parents and coaches in creating a positive sport experience for a child and encouraging them to be active for life 

 
We also developed key messages about the philosophy and values 
of our Spring League program that we used throughout the 
communication: 

All communication materials were tied together by a strapline: 

“I’m learning to be active for life!” 

SPRING LEAGUE 

• Long-Term Athlete Development – we will ensure that 

activities are appropriate for age and stage of development 

• Player-centred – we recognize that physical, mental, 

cognitive and emotional development varies with a player’s 
age and stage of development 

• Promotes key values – we will ensure that we are 

inclusive, welcoming, fun, fair and safe, placing priority on 
long-term success 

• Encourages lifelong activity and wellness – whether 

you continue with field hockey or take a break and come 
back at a later time, we will provide opportunities to stay 
active at any age 
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EVALUATION 

Detailed evaluation of each communication method was undertaken to determine their role and value, and to see whether we had 
achieved our communication objectives.  To be useful, communication tools need to convey a message but also meet certain practical 
considerations such as cost effectiveness and easy implementation.  We took a holistic approach considering a variety of factors: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A central part of our evaluation was a comprehensive survey that we sent to all U6-U12 parents, players and coaches in June 2018. 
Surveys were completed by 75 players/parents and 29 coaches, a response rate of 8% and 17% respectively.   We asked respondents if 
they were U6-U8 or U9-U12 age groups, and if they were “New” or “Returning” to our program.  This enabled us to evaluate responses 
by these different demographics. 

EVALUATION OF 
COMMUNICATION 

TOOLS 

SURVEY FEEDBACK 
FROM PARENTS & 

PLAYERS 
COST 

EASE OF 

IMPLEMENTATION 

SURVEY 
FEEDBACK 

FROM COACHES 

SPRING LEAGUE 
SATISFACTION 

SURVEYS 

PROS & CONS 
IN DELIVERY 



2. COMMUNICATION MATERIALS & OUR MEMBERS’ FEEDBACK (all  rankings out of 5)  

 

 

1. WELCOME PACK 

On the first day of the program, each player and coach received a welcome pack which included welcome letter, 
leaflet on player development, player development matrix, codes of conduct and info on player safety 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$1196.77 

costs include printing all 
materials inside 

$1.05 3.5 
Easy to write and compile  

Challenging to bundle & distribute to teams 

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role 
in supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

3.8 3.5 3.6 3.1 3.9 3.2 4.2 3.7 

PROS CONS 

✓ Gave a comprehensive introduction to club and philosophy. Parents & 
players rated the Welcome Packs highly for helping them “understand Spring 
League” (average 4.2) 

✓ Giving out physical materials to people meant that we knew people had 
received the communication 

✓ Effective way to bundle and distribute communication materials together 

× Labour-intensive to stuff and prepare packs 
× Rated less helpful/useful by coaches across the board, possibly because 

many had already received similar information through other means  
× Distribution to teams was challenging at a busy point of the season. It 

depended on coaches and managers giving it out to their teams 
× Printing was cumbersome and not environmentally sustainable.   

 

2. PLAYER DEVELOPMENT MATRIX 

Document including physical, social, emotional and ethical development for the age, general desired outcomes for 
the age, coaching tips & field hockey skills that will be developed during the program 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$1196.77 
costs included in Welcome 

Pack 

$1.05 

 

4.5 
Some time to compile but now can be used yearly 

Easy to distribute once completed 
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Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

4.1 4.0 4.1 3.8 4.0 3.9 3.8 3.7 

PROS CONS 

✓ Gave a general overview of child’s development and also introduce sport-specific 
info about skills that program covers 

✓ We compiled these for each LTAD stage – they can now be easily reviewed and 
adapted year-on-year 

✓ Can be easily distributed in different formats: website, electronic, hard copies, 
integrated into presentations 

✓ Rated highly among parents and players for helpful and useful information 
✓ Ranked highly among coaches for providing “useful information”. New coaches to 

WVFHC found them particularly valuable 

× The matrix contains a lot of information. It was hard to make them 
visually attractive while ensuring that all the information was 
complete 
10% of respondents did not read them, possibly because they were 
very text-heavy 

× Parents and coaches are not usually familiar with field hockey skills. It 
was hard to explain the skills in layman terms within the matrix.  We 
tried to mitigate this by providing a link to our YouTube channel for 
skills demonstrations.  

 

3. MY PLAYER PATHWAY 

Every player received a pathway card with a weekly challenge or a postcard and parent handout on a “sport for life” 
theme: physical literacy, benefits of multi-sport, True Sport values, and being active for life 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$4046.67 $3.55 2.0 
A lot of work to produce but can now be adapted 

Extremely time consuming & challenging to distribute  

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS PARENTS PARENTS PARENTS 

3.7 3.6 3.9 4.0 

83% of coaches handed out the materials, 48% of coaches did the weekly challenge/activity & 89% felt the materials were “too frequent” 
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PROS CONS 

✓ Focused on communicating to and educating young players.  It rated 
highly for helping players to understand the Spring League program  

✓ The weekly format allowed “bite-size” chunks of information on a 
variety of topics related to quality sport.  It also allowed us to “theme” 
different weeks and reflect these in social media and other 
communication channels 

✓ Parent handouts on the topics can be distributed and used in other 
situations 

× Parents, players and coaches mentioned “information overload”.  The weekly 
format was too frequent to allow people time to read and complete.  

× The printed format was extremely hard to reliably distribute out to teams located 
on different fields on different days 

× The initiative placed more burden and work on volunteer coaches who already 
spend a lot of time delivering our program. Only 48% completed or talked about 
the weekly challenge/activity with their teams 

× Printed format was not environmentally sustainable 

 

4. PARENT AND PLAYER CODES OF CONDUCT 

Double-sided card with codes of conduct for parents and players that were handed out.  We did not require them 
to be signed and returned to the club – rather as a discussion point to talk about appropriate behaviour 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$1196.77 

costs included in Welcome 
Pack 

$1.05 4.5 
Easy to compile using FHBC’s RESPECT program 

Distributed as part of the Welcome Pack 

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

4.0 3.8 3.5 2.5 4.1 3.5 3.8 3.4 

PROS CONS 

✓ The format was simple and clear 
✓ The Codes of Conduct provided an effective introduction to our values and 

expectations around parent and player behavior.  It was rated highest among 
U6-U8 and “new” players for increasing understanding of the program and the 
role that parents play in supporting their child.   

✓ Including this in the Welcome Pack meant that parents and players received 
them at the start of the season, setting a framework for the season 

✓ Now that we have these developed, we can adapt the content to different 
formats – electronic, website etc 

× By not requiring parents or players to sign the codes of conduct, we had 
no way of knowing how many read or understood the concepts 

× We intended these Codes of Conduct to provide a supportive 
framework for coaches to address any behavioral issues within their 
teams.  However, we did not provide any guidance about how to do 
this.  Coaches generally rated the codes of conduct as less 
helpful/useful than parents did. 
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5. TEAM PROGRESS CARDS 

Team Progress Cards were printed and given to every coach to complete for their team by the end of the program.  
The skills on the cards were based on those in the Player Development Matrix for that age group. 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$690.61 $0.71 3.5 

Some time required to pull together the information. 
Challenging to distribute out in hard copy 

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

4.0 3.3 3.7 3.4 3.8 3.2 4.0 3.3 

PROS CONS 

✓ The Progress Cards were based on the skills that had been outlined in the 
Player Development matrices.  They allowed parents and players to see 
what had been addressed during the program 

✓ Parents generally like to receive feedback. The progress cards rated highly 
among parents and players  

✓ The combination of the Player Development Matrices and the Team 
Progress Cards provided a framework for coaches to understand what we 
are trying to deliver and teach in Spring League.   

× The cards placed additional work on our volunteer coaches, many of whom 
were not comfortable providing an assessment of their teams.   

× We held back the distribution of the Team Progress Cards until May to avoid 
overloading our coaches. Retrospectively we should have provided more 
information up front about what to do with them.  

× We did not make completing these cards mandatory which resulted in a 
large number of coaches opting not to do them.  41% of players did not 
receive them. 

 

6. NEWSLETTERS 

From December to March we produced a monthly “Coaches Corner” newsletter that was emailed to all parent 
coaches.  In addition, we produced a Spring League newsletter that was sent to all registered players at the end of 
March to introduce our philosophy and values, and provide practical info & tips  

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$170.69 $0.15 4 
Time-consuming to compile and write 

Easy to distribute 
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Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

4.0 3.8 3.5 3.1 3.7 3.5 3.9 3.5 

PROS CONS 

✓ We could prepare and write the materials before when things were less 
busy 

✓ Parents and players rated the newsletter very highly for providing useful 
information and helping understanding of the program  

✓ Flexible and easy format to tailor with the messages and content  
✓ We used Mailchimp to distribute which was fast and professional 

× Time-consuming to compile and write.  
× Coaches rated the newsletters as less useful / helpful than parents across the 

board possibly as they already get info through other means 
× The New and U6-U8 coaches found the newsletters least helpful or useful. 

With the monthly frequency, we possibly provided too much information for 
these starter coaches.   

 

7. SOCIAL MEDIA 

“Sport for Life” social media campaign implemented for the duration of Spring League.  These included 
#myplayerpathway, #TeamOfTheWeek, #activeforlife. 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$150 *pro-rated 

Hootsuite fee 
$0.13 5 

Easy to compile and create 
Easy to post 

Do you subscribe? Do you remember seeing the 
#activeforlife #TeamOfTheWeek posts? 

Did the posts provide useful information? Did the posts help you understand 
WVFHCs Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

25% 38% 36% 57% 2.8 3.2 2.7 2.8 

PROS CONS 

✓ Very easy to implement  
✓ Great way to connect with a wider network of organisations to support 

our messages – we could easily tag or link to resources 

× The effectiveness of social media depends on whether individuals follow it or 
not. We heavily promote our social media channels but there was a still only a 
low level of subscribers within this project  
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✓ Our social media followers are a younger profile, particularly in 
Instagram. This allowed up to promote our messages to a different age 
group, outside of the U6-U12 groups covered in this project 

× Even among those who subscribed to social media, the ratings were relatively 
low for how well they provided useful information.  The bite-size nature of 
social media mean that it is hard to impart complex messages.  

 

8. WEBSITE 

“Sport for Life” section on wvfhc.com including information and resources 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$0 $0 3.5 

Relatively easy to write and post. 
Current website is not easy to use 

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS COACHES PARENTS COACHES PARENTS COACHES PARENTS COACHES 

3.5 3.7 3.4 3.3 3.5 3.5 3.6 3.9 

PROS CONS 

✓ The website allowed up to promote our messages to a wider demographic, 
outside of the U6-U12 groups covered in this project 

✓ We could easily post parent handouts and other materials in an electronic format.  
This means that messages could be reinforced in different ways 

✓ The website was rated most highly for helping parents/players and coaches to 
understand the Spring League program.  As the main focus of our website is 
providing information about our programs, this is not surprising. It was less 
impactful for increasing understanding of a child’s development. 

× This project targeted our registered U6-U12 players.  Once people have 
registered and programs are underway, they are less inclined to visit 
our website which makes this communication less impactful.   

× Our current website is not easy to use or navigate. We are currently in 
the middle of transferring to a new provider and relaunching the site.  
The feedback might have been better with the new site 

× To make a website dynamic you have to post and update regularly.  
When the season was underway this was challenging to fit in 
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9. FIELD POSTERS 

Set of posters at our home field including 3-4 field hockey skills that are taught during the program, along with 
reference to our website and YouTube channel 

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$406.08 $0.36 4.0 

Time-consuming to compile but once produced, these 
were easy to put up & can be re-used 

Did this provide you with useful 
information? 

Did this help you understand your 
child’s/team’s development? 

Did this help you understand your role in 
supporting your child /coaching? 

Did this help you understand WVFHCs 
Spring League program? 

PARENTS PARENTS PARENTS PARENTS 

3.8 3.2 3.3 3.3 

PROS CONS 

✓ Our intent with the posters was to educate parents and players 
about age-appropriate skills and what the program would be 
teaching.  The sides of the field are high traffic during our U7-U8 
program.   

✓ Highly visual and eye-catching along the side of the field.  Having 
a series of 5 posters caught people’s attention and encouraged 
them to read.  We also got a lot of foot traffic / readership from 
passers-by.   

✓ Inexpensive and easy to print and deliver 
✓ Now that they are produced we can re-use them year on year 

× This type of communication is location-specific.  We could only put up the posters 
at Rutledge Field which meant that a large number of our target group would not 
have seen them. 

× The District of West Vancouver was supportive of the posters but it required some 
dialogue to allow us to put them up.   

× With all posted materials there is a risk of vandalism.  Fortunately this was not an 
issue. 

× We could not impart much information without compromising the visual nature of 
the posters. We chose to highlight 2-3 skills that players would learn and direct 
people to our website/YouTube channel for further information. 
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10.  SEMINARS 

As part of our communications we hosted two free parent / player seminars during Spring League: 

• “Supporting Your Child in Sport” – an evening of dialogue with Matt Young (May 2018).  This was 
held in partnership with North Vancouver Recreation Commission and we had approximately 60 
participants, of which at least 50% were from WVFHC 

• “Player Pathways” – a talk hosted in partnership with Field Hockey BC and Field Hockey Canada to 
talk about our different programs and how they align with each other for players (June 2018).  We 
had approximately 40 participants attend this event.  We also used this opportunity to “launch” our 
new Player Pathways Handbook which provides a guide to our programming and how it links to 
Long-Term Athlete Development.   

TOTAL COST PER PERSON Ease of Implementation (out of 5) 

$150 
Note: costs would have 

been significantly higher 
if we had not partnered 
with other organization. 

$2.50 

 

2.0 
Very time-consuming to organize.   

High effort and cost compared to the number of 
participants 

PROS CONS 

✓ This is the most highly effective way of getting a message across: attendees are a “captive” 
audience and can be engaged through presentations, multi-media and the ability to ask 
questions.  This is evident from the responses we received to “what did you learn?” All of 
the responses reflected the key messages that we intended to convey during the seminar 

✓ We partnered with NVRC and with RYU to host the seminars, both of whom covered the 
costs associated with hosting.  As well as establishing long-lasting partnerships that will 
benefit the club, this meant that we incurred very little cost to hold the events. If we had to 
pay for venues and speakers, the cost would have been much higher. 

✓ As well as getting our messages across, these events really added value to our club members 
and got a positive response. They demonstrated that we care about our members beyond 
simply our programs, and that we take a holistic view of their development and interests.   

× This type of events typically only attracts a very small 
percentage of membership:  we had 60 attendees out 
of our target market of nearly 1000. This makes it a 
very expensive and labour-intensive means for 
communicating to members. 

× Spring League is a challenging time to hold seminars or 
events. April – June is one of the busiest times in the 
school year.  It is also a gamble as to what day or time 
of the week will attract most participants.  It is harder 
for our members to commit to a seminar than to 
reading a newsletter, for example. 



ADDITIONAL FEEDBACK 
As part of our surveys, we also included some questions to solicit general feedback about our Sport for Life communications: 
“When you think of the values of our Spring League program what words came to mind?”  We could then compare answers to our 
key messages about the values and philosophy for Spring League:  

 

SPRING LEAGUE 

• Long-Term Athlete Development 
 – we will ensure that activities are 
appropriate for age and stage of 
development 

• Player-centred 
- we recognize that physical, mental, 
cognitive and emotional development 
varies with a player’s age and stage of 
development 

• Promotes key values 
– we will ensure that we are inclusive, 
welcoming, fun, fair and safe, placing 
priority on long-term success 

• Encourages lifelong activity & 
wellness 
– whether you continue with field hockey 
or take a break and come back at a later 
time, we will provide opportunities to stay 
active at any age 

“I’m learning to be active for life!” 

 

➢ Both parents/players and coaches identified similar values for our Spring League program with Fun being the overwhelming 

top response and mentioned by almost every respondent.   The values mentioned clearly align with our values and 
philosophy for Spring League, indicating that we were successful in communicating our key messages about the program 

FUN FUN 

ACTIVE   SPORT   

EXERCISE 
TEAM   FRIENDSHIP 

SOCIAL   FRIENDS   INCLUSIVE   
WELCOMING   COMMUNITY 

INCLUSIVE   SUPPORTIVE   
PLAYER DEVELOPMENT 

TEAMWORK    SPORTSMANSHIP    
FAIR PLAY   RESPECT 

RESPECT   SPORTSMANSHIP   
 FAIR   PARTICIPATION 

POSITIVE   SELF ESTEEM 
HAPPINESS 

ACTIVE FOR LIFE 
SPORT FOR LIFE 

PARENTS & PLAYERS COACHES 
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3. CONCLUSIONS & RECOMMENDATIONS  

Although there are improvements to make for future seasons, our Sport for Life communications were successful in meeting all 4 
objectives that we set at the start: 

1. Our members increased their awareness and understanding of our Spring League philosophy and values, 
and how we align with Long-Term Athlete Development 

“I loved the materials this year. It really 
made it clear what the club's philosophy 

is, what skills the girls are learning at 
what age” 

“My daughter loved her first season of field hockey and as a parent who never played it 
or watched field hockey growing up I appreciated the information given to the parents 

about how it is all about fun and skill development and should not focus  
on ability at this stage.” 

➢ Parents, players and coaches could clearly identify values for our Spring League program that align with our philosophy.   Fun 
was the overwhelming top response, mentioned by almost everyone, and central to our key messages about the program.   

➢ The Player Development Matrix and Team Progress Cards received a highly positive response from parents, players and 
coaches.   Both of these tools communicated the general development and field hockey skills that each LTAD stage would be 
taught during Spring League.  They were rated highest for “providing useful information” and “helping me understand my 
child’s / team’s development” which demonstrates how much parents, players, and coaches value clear communication 
about their child’s development and the skills they are learning in a sport program.  Arguably this is even more vital in sports 
where there is less mainstream exposure and so people do not have much understanding of how the sport should be played 
and coached, such as field hockey. 

➢ The Welcome Packs played important roles in “helping me to understand WVFHC’s Spring League program” for both 
players/parents and coaches.  These included introductory letters and leaflets to highlight our key values and objectives for 
the Spring League program and handing these out at the first session brought these to the forefront of everyone’s attention.  
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2. Our parents and players increased their understanding about “sport for life” factors that should 
influence their decision-making and behavior around their child’s sport experience 

“I learned that as a parent sometimes I need to take a breath and remember that 
my daughter is only 9 and needs to be having fun first. I just need to be her #1 fan 

first rather than her "coach". I think I'm helping but she hears criticism.” 

“I learned that overspecialization for young 
children can lead to injury and burn out in 

sports” 
 

➢ 68% of players and parents said that they learned something new from our Sport for Life communications. 
➢ The Codes of Conduct provided an effective introduction to our values and expectations around parent and player 

behavior.  They were rated highest for “helping me to understand my role in supporting my child in sport”. Given that we 
did not make it mandatory for players and parents to read and sign, this is extremely encouraging as it indicates that 
most families reviewed the codes of conduct and took useful information from them.    

 

3. Our coaches felt supported as our main program delivery “arm” and as a key point of contact with 
players and parents to ensure that we are delivering a quality sport experience 

“The knowledge that these materials provided really made it clear to 
me where the girls in my daughter's age group were in terms of their 
development. So, now that I fully understand that, I'm less frustrated 

and can be more supportive of the players.” 

“The Sport for Life project lent a very supportive 
environment to us coaches and managers, making us feel 

that WVFHC was really there for us, giving us lots of 
resources and support” 

➢ 83% of coaches said that they had a better understanding of their team’s development from our Sport for Life 
communications 

➢ The combination of the Player Development Matrices and the Team Progress Cards was rated highest by coaches for 
“providing useful information” and providing a framework to understand what we are trying to deliver and teach in 
Spring League.   

➢ However, it is also important to note that coaches were more generally split between positive and negative feedback 
about our Sport for Life communications materials.  This is perhaps unsurprising as some of the initiatives created 
additional work for the coaches when they are already volunteering their time and energy to coach on a weekly basis.  In 
addition, we already have robust communications with our coaches through a pre-season meeting, coaching clinics and 
weekly practice plans so they would have already received similar information through other means.  This needs to be 
taken into consideration for future seasons.  
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4. We increased satisfaction with WVFHC Spring League program 

Ultimately, we hoped that this project would contribute “to increase satisfaction with WVFHC Spring League program and 
encourage the retention of players”.  For the last few years, we have sent out a post-Spring League survey to parents/players in 
which there are a number of questions that we can track to indicate satisfaction with our program: 

OVER THE COURSE OF THE PROGRAM DID YOU HAVE FUN? (RATING 1-5) 

 2017 2018 

U6-U8 PARENTS/PLAYERS 84.6% (4.23 average) 92.6% (4.59 average) 

U9-U12 PARENTS/PLAYERS 90.47% (4.33 average) 93.55% (4.58 average) 

OVER THE COURSE OF THE PROGRAM DID YOU IMPROVE YOUR FIELD HOCKEY SKILLS? (RATING 1-5)  

U6-U8 PARENTS/PLAYERS 
71.43% (3.93 average) 85.15% (4.33 average) 

U9-U12 PARENTS/PLAYERS 
85.70% (4.19 average) 84.12% (4.30 average) 

OVER THE COURSE OF THE PROGRAM DID YOU DEVELOP NEW FRIENDSHIPS AND CONNECTIONS? (RATING 1-5)  

U6-U8 PARENTS/PLAYERS 
57.15% (3.79 average) 62.98% (3.78 average) 

U9-U12 PARENTS/PLAYERS 
85.72% (4.05 average) 85.72% (4.16 average) 

DID SPRING LEAGUE MEET YOUR EXPECTATIONS?  

U6-U8 PARENTS/PLAYERS 85.71% 92.57% 

U9-U12 PARENTS/PLAYERS 85.82% 92.36% 

➢ The satisfaction scores for the 2018 Spring League Survey generally improved across the board from 2017.  In particular, 
Spring League “met or exceeded” expectations for 92% of survey respondents in the U6-U12 age groups, compared with 
85% the previous year.  Although there is not necessarily a correlation between the survey scores and our Sport for Life 
project, this is a strong endorsement that our communications added positively to our players’ experience and 
contributed to their satisfaction with the program. 
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RECOMMENDED COMMUNICATIONS PLAN – SPRING LEAGUE  
Moving forward we will incorporate our experience into an integrated communications plan to engage our members during Spring 
League and other large programs.   

PARENTS & PARENTS TIME FRAME COACHES 

Social Media & Website Promotion to encourage 
subscription 

Registration to one 
month from Program 

start 

Social Media & Website Promotion to encourage 
subscription 

  
Coaching Corner Newsletters for experienced and 

returning coaches (via email) 

Welcome to Program Newsletter (via email) 
One month from  

Program start 
Coaching Corner Newsletter for new & U6-U8 coaches 

(via email) 

  
"Welcome to Program" info incorporated into existing 
coaching clinics, coaches meeting & Team Handbook 

Player Development Matrix with general LTAD & 
specific sport skills (infographic via email & website) 

2-3 weeks from  
Program start 

Player Development Matrix with general LTAD & 
specific sport skills (infographic via email & website) 

Social Media campaign starts 
1-2 weeks from  
Program start 

Social Media campaign starts 

Welcome letter & Code of Conduct (printed & 
distributed via coaches) 

1st Session of Program 
  

"My Player Pathway" - player challenges & parent info 
(sent 3-4 times via email and website) 

During Program   

Skill Posters & Code of Conduct Signs at fields Skill Posters & Code of Conduct Signs at fields 

Social media campaign Social media campaign 

1-2 seminars on key topics   

Team Progress Card End of Program Team Progress Card  

Program evaluation survey Program evaluation survey 
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RECOMMENDED COMMUNICATIONS PLAN – OTHER PROGRAMS 
For smaller programs – and to continue to promote the Sport for Life messages year-round – we will take the key communications 
elements that ranked highest with most players, parents and coaches and integrate them into a more streamlined and targeted 
communications plan.  These include: 

1. Player Development Matrix 
2. Team Progress Card 
3. Parent and Player Codes of Conduct 

 

PARENTS & PARENTS TIME FRAME COACHES (PAID/CLUB) 

Welcome Letter incorporating: 
1. WVFHC values & philosophy 

2. Practical Information about program 
3. Player Development Matrix with general LTAD & 

specific sport skills 
4. Codes of Conduct 

1 week from Program 
start "Welcome to Program" information incorporated into 

coaching clinics, contracts & lesson plans.  Include 
Player Development Matrix with general LTAD & 

specific sport skills  

Skill Posters & Code of Conduct Signs at fields 
(depending on program) 

During Program  

Social media campaign    

Player Progress Card End of Program Player Progress Card 

Program evaluation survey Program evaluation survey 
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4. FINAL WORDS – Sport for Life lessons learned along the way  

Even with the most successful communications, you won’t win over everyone 

“It seemed like something from a school curriculum. I would have 
been so much happier with more support on the field rather than 

more responsibility in an area that didn't seem to have anything to 
do with field hockey” 

“Please don't do it again. I don't think it was useful.” 

“Introducing a whole new spectrum of information to the short 
season was not welcomed by parents, kids, or coaches. Appreciate 

the effort but let's focus on field hockey.” 

“This is aimed at the wrong demographic and should be done in 
schools and not at club level” 

➢  Not everyone liked our sport for life communications.  While most negative feedback was around the delivery 
(“information overload”), there were some who definitely did not agree with our messages or our intentions.   

➢ Communicating sport for life concepts such as physical literacy, multi-sport participation, being active for life, goes way 
beyond the regular communication that people receive when they are participating in a community sport program.  
Typically, as a participant, you might receive registration confirmation followed by emails with logistical details of where 
to go, what to wear and what you need.  To receive a handout on physical literacy or an email on how to parent in sport 
is not a usual communication from a sports club – and it was clear from comments like those above that some people felt 
that it was outside of our remit and that our focus should be solely on field hockey.   

➢ An outcome of our sport for life communications is that we have made our values, principles and philosophy for Spring 
League very clear to our program participants.  This is a benefit but also a risk – we know that we may lose people who 
do not agree with our approach to sport and who may seek alternative providers.   

But there is an opportunity in these challenges:  We provoked thought by the materials that we sent our members.  Bringing 
these topics to people’s attention is the first step in raising awareness, and getting people to think about appropriate sport 
programming.   It also forced us to be very clear about our identity and what we stand for as a sports organization.  Ultimately, 
we hope that by standing by this philosophy, we will gain more than we will lose. 
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Communications planning and delivery is required whatever the message - “Sport For Life” is no exception! 

➢ Don’t scrimp on the planning - “Sport For Life” is a broad topic encompassing many complex concepts such as physical 
literacy, long term athlete development, early specialization etc.  These do not lend themselves well to communication, 
especially in an environment where players and parents are receiving lots of information.  The planning session held to 
flesh out our objectives, key messages and values was essential. Once we had these identified we could continually refer 
back to them as we were designing and implementing communication materials.  

➢ Use an integrated approach - by combining different forms of communication we were able to reinforce our key 
messages. Sending one email does not get a message across, but sending an email, posting to social media post, hosting 
a seminar, and distributing a newsletter does. People absorb information in different ways and from our survey we could 
see that each tool resonated with some people. After our integrated campaign from April to June, there could only be a 
few of our U6-U12 members who were unaware that we were promoting Sport For Life during Spring League.   

➢ Some audiences are harder to reach than others - given their young age, the players themselves were challenging to 
engage and communicate with which meant that we focused on parents.  The “My Player Pathway” aimed to involve and 
educate our players but the format only partly worked and was highly dependent on our coaches for successful delivery.  
Moving forward we need to spend some time thinking about other creative ways that we can promote our Sport for Life 
messages directly to our young players.  

➢ Sometimes a message has more impact when it is slowly fed across - one of the criticisms we had from our members 
was that they felt overloaded and overwhelmed by our communication.  This was a fair comment because the nature of 
the project meant that we were simultaneously “testing” different communication methods on our members which 
meant that they may have felt bombarded at times. Retrospectively introducing new forms of communication would be 
done over several seasons so that we could adjust in response to member feedback. 

➢ Evaluating communications is essential – in an ideal world we would have held focus groups to test our messages and 
ideas before the season and to get more in-depth feedback after.  In reality this is beyond many community sport 
organisations given limited time and resources when sport programs are being delivered.  The incentivized survey 
provided us with invaluable feedback about what our members found useful and didn’t. Sometimes what we thought 
would have high impact and value didn’t – and we wouldn’t have known this without asking.   

➢ Similar to a traditional “campaign”, we limited our focus to promoting Sport For Life during Spring League.  However, 
these concepts extend to all our programs, events and operations.  Looking ahead we will be repeating these methods 
and key messages in other programs and new seasons.  We will integrate these key messages and tools into our yearly 
communications plan so that they become a central part of our membership communications.  It isn’t enough to talk 
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about sport for life during one season – to gain momentum, to get our message across and to change people’s thinking, 
we need to continually repeat messages and embed them in all our communications. 

 

 

The Sport For Life wheel has already been invented 

➢ There is an abundance of fantastic resources out there about Sport For Life – we drew content from our Provincial and 
National Sport Organisations, Sport for Life Canada, True Sport, Active For Life, and more.  There are videos, infographics, 
parent articles, and many different materials which mean that community sport organisations do not need to reinvent 
anything.  A list of some of the websites that we found useful is provided at the end of this document. 

➢ If anything, the sheer amount of information about Sport For Life concepts is overwhelming – it is important to stay 
focused on what you are trying to communicate and tailor the information to your members.  We drew from existing 
resources to create new materials that focused on the specific messages that we wanted to get across to our 
membership demographic. 

 

 

There is a general receptiveness to Sport for Life messages among parents 

➢  We heard repeatedly from parents who felt that there was something wrong with the current system and culture in 
youth sport, who wanted to keep their kids active but who didn’t know how to navigate a system that forces competition 
and specialization.  The messages that we were promoting about age-appropriate development, multi-sport participation 
and “keeping things fun” resonated loudly.  This was particularly clear in the questions and comments arising in our 
seminar on “Supporting Your Child in Sport”.   

➢ This feedback confirmed to us that, as a sport organization, we have an important role to play in supporting parents 
make the best choices for their child to ensure long-term health and activity.  Moreover, beyond just marketing, we need 
to be action-oriented and provide information about what our club actually does to support sport for life in our 
programming.  Our communications need to be backed up by action that parents can see in our programs. 
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The Sport for Life messages and communications contributed positively to our members’ views of the club 

“It made me feel very positive about having my 
daughter in field hockey, and made me mentally 

commit to keeping her in and encouraging her with 
this sport” 

“The club approach to Sport for Life is commendable and encouraging and all the 
information available was of high quality” 

“A club that is consciously putting actions behind the talk of "active for life" - you 
are walking the talk with Spring League and it is refreshing”. 

Feedback from our members in person and in survey often gave positive acknowledgement and recognition to the club for our 
sport for life emphasis and messaging.   

➢ The seminars were a good example of how our club was perceived as going above and beyond just running sport 
programs.   As well as creating community and adding value to our members, this type of event demonstrates that we 
care about our members and take a holistic view of their development and interests.  We had a very positive response to 
hosting the seminars, with further suggestions for future topics such as nutrition and time management for kids in sport. 

➢ In a marketplace where we are competing with other sports, clubs and activities, the credibility that this gives to our club 
is extremely valuable as it makes it more likely that our members will be loyal and will refer people to our organization.  It 
also shows how important it is that communications are aligned with a club’s identity – through materials such as the 
Player Development Matrix and Codes of Conduct we were able to demonstrate how our Sport for Life communications 
were backed up by the identity, values and culture that we already had in place.  
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The Sport for Life messages and communications raised the profile of WVFHC within the wider community 

“Awesome project! I am a 
pediatrician and so 

appreciative of your message.” 

 

“It’s an amazing initiative. I teach Physical Health Education and see kids in high school that are burnt 
out, injured and no longer participating in sport. These are the most important years of a child's life as 
many start to experience things that are not so positive and this can lead to negative choices later on. 
Furthermore, sport specialization is forcing kids out at an early age and this is not good for our future 

health outcomes. Your approach to keeping kids in sport is positive and parents need to understand why 
lifelong sport is the most important goal of all” 

➢ Sport for Life messages transcend sport – they relate to health, community, education and many other sectors.  During 
the season we received positive attention and validation from the wider community for our Sport for Life 
communications.  While this was not the primary intention, it was a great benefit in establishing our reputation and 
raising our profile within a wider network of sport, health, education and community groups. 

➢ Some of the communications tools we used were particularly effective in reaching external audiences:  Social media was 
a great way to connect with a wider network of organisations to support our messages. We could easily tag or link to 
resources, and also receive acknowledgement and validation for our efforts.  We also found that some of our email 
communications (such as our newsletters) got forwarded onto other organisations as an example of best practice in 
messaging and communications.  Finally, the posters at Rutledge Field were highly visual, catching the attention of 
passers-by in the community and acting as an unintentional advertisement of our program and club. 

➢ Our communications created partnerships with other organisations:  From hosting seminars to writing newsletter articles 
to connecting with local physical literacy groups, we created partnerships and relationships with external organisations 
and agencies to support the development of our materials.  Some of these were sport-specific but others were not. 

Moving forward this will be an exciting area of development for the club.  Exploring new partnerships with other sports and with 
other sectors will bring opportunities to share resources, learn from others, access new markets, and ultimately, bring more 
impact to our message.  
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USEFUL SPORT FOR LIFE RESOURCES 
General  
www.sportforlife.ca  
www.activeforlife.ca 
www.changingthegameproject.com 
www.believeperform.com 
www.aspeninstitute.org 
 

Physical Literacy & Multi-Sport  
www.physicalliteracy.ca 
www.pl4u.ca 
www.designedtomove.com 
www.getmorefromsport.ca 
www.playmoresports.ca 
 

Positive Sport Movement 
www.truesportpur.ca 
www.positivecoach.org 

Parenting in Sport 
www.activefor life.ca 
www.theridehome.ca 

 


