SportAssist
Workshop Activity Booklet
Creating a Stakeholders’
Communications Strategy

“Creating a Stakeholders Communications Plan”

Activity Booklet Objectives
By the end of the workshop you will have worked through a sample document
that will be specific to your organisation. This activity booklet will provide you
with an opportunity to take a step by step approach to developing a
Stakeholders Communication Plan. As part of this process you will be able to;
 Identify your communication objectives and align them with your
organisational objectives (what you need to do, why you need to do this
and when you need to do it).
 Identify your key stakeholders.
 Allocate a priority rating for communicating with your stakeholders.
 Determine your stakeholders‟ expectations and any issues that may need
to be addressed.
 Determine key messages for stakeholders based on an understanding of
your brand.
 Identify the best communication channels and tactics.
 Identify responsibilities and costings.
 Develop a framework for communication planning.

Task-Stakeholder Communication Plan
Complete each of the activities in this booklet to develop a Stakeholder Communication
Plan for your sports club or organisation, taking a step by step approach. You will be
provided with a pro forma, like the example below, to help you achieve this task.

Stakeholder Communication Planner

Activity 1
Defining & Prioritising your Stakeholders
(a)








(b)

Identify the key stakeholder groups in your organisation.
Examples include but are not exclusive to;
participants
sports media
funders & sponsors
spectators
volunteers
NSO
RSO
coaches
For each of the key stakeholders in your organisation allocate a priority
rating for communicating with them. To achieve this you may need to first
try and assess where each stakeholder group is in terms of its level of
satisfaction with your organisation. Try and rate each of them on a
satisfaction scale of 1-10 (where 1 is they don‟t like you at all and 10 means
that they love you). This rating, combined with each stakeholder‟s influence,
will help you decide where you put them on your priority list.
For example, a group of coaches who are very dissatisfied may be a small
group, but they may have the power to disrupt your entire operation and
prevent you from achieving your goals. You would rate them a 2 in terms of
their satisfaction. When combined with their potential influence, you may
decide to give them the highest communications priority– a „1‟ – on your
priority plan for the year.
Priority Ratings
1 = Highest priority
2 = Strong priority
3 = Lesser priority
4 =Low priority

c. You may wish to make use of the chart overleaf to draft your ideas, before
entering this information on your sample “Stakeholder Communications Planner”.

Stakeholder Group
Coaches

Satisfaction
Rating
2

Priority Rating
1

Notes

(d) Enter this information on your sample “Stakeholder Communications Planner”.

Activity 2
Setting Communication Objectives
a. For each stakeholder identify communications objectives that are SMART
(specific, measurable, achievable, realistic and time-related).
In the process of doing this you may need to consider the following question;
A year from now, what do we want to have achieved from a communications
point of view that will support our organisation in achieving its goals?
Also
 All communication objectives must clearly support your organisation in
achieving its stated goals. If you are clear about where your organisation is
going and what it needs to achieve, it becomes much simpler to work out
what you need to do in terms of communications activity to support that.
 Objectives won‟t work if you make them too broad or try to achieve too much
in one statement. For example, saying you want to improve relationships with
your key stakeholders might be a worthy objective. However, without the
why? it could be interpreted any number of ways when it came to developing
activities to support it.
b. You may wish to make use of the chart below to draft your ideas, before
entering the information on your sample ”Stakeholder Communication Planner”.

Stakeholder Group
Coaches

Communication Objectives
To keep coaches informed about coaching workshops

Activity 3
Communication Expectations
a. For each stakeholder identify their communication expectations in so far as
their association with your organisation is concerned. You can make use of the
chart below to draft your ideas, before entering this information on your sample
“Stakeholder Communications Planner”, in the expectations column.
Some examples include;
 Your coaches want to be kept informed about professional development
opportunities.
 Your participants expect to be kept informed about the player registration
process.
 Your NSO wants to see the sport‟s profile lifted in your area.
 Your sport may not be taken seriously by the media and therefore they give it
little coverage.
b. Please refer to your resource booklet for specific details relating to
communication expectations.
c. Please enter this information on your sample “Stakeholder Communications
Planner” in the expectations column.

Stakeholder Group
Coaches

Communication Expectations
To be kept informed about professional development
opportunities

Activity 4
Identifying Key Messages
a. For each stakeholder identify the key messages relating to your organisation.





Some examples include;
What are the most important things you want people to understand about your
organisation?
What is your organisation aiming to achieve in the year or years ahead?
What projects, initiatives or events are going to be the focus for you this year?

b. Please refer to your resource booklet for specific details relating to key
messages.
c. You may wish to make use of the chart below to draft your ideas, before
entering this information on your sample “Stakeholder Communications Planner”.

Stakeholder Group
Coaches

Key Messages
Support for coach development is available through the
Coachforce network

Activity 5
Communications Tactics, Channels and Timing
a. For each stakeholder identify the best communication tactics and channels for
each of your stakeholders within your organisation.







For example, it might be that you decide to;
Host a function to get all your key stakeholders in one room together.
Advertise the start dates for your training and playing season in a key
publication read by your stakeholders or on the radio.
Produce a club handbook for volunteers and participants.
Develop a list of influential sports media and general sports media contacts and
then target them with press releases.
Develop a code of conduct for spectators.

b. Please refer to your resource booklet for specific details relating to
communications tactics, channels and timing.
c. You may wish to make use of the chart below to draft your ideas, before
entering this information on your sample “Stakeholder Communications Planner”.

Stakeholder Group
Coaches

Communication Channel /
Tactics

Timing

Website, Coaches Forum, Newsletter,
Handbook

Pre-season
and
during the season

Activity 6
Allocating budget and responsibilities
The next two columns in the communications template – one to identify the person
responsible for implementing the communications tactic, and the second for indicating
what budget you anticipate might be needed for this – need to be completed. When you
add it all up, you may find that you have to revisit the plan to either remove some items
or find a more cost-effective way of achieving what you want.
a. For each stakeholder identify who might take responsibility for communicating a
specific aspect of the communications planner and allocate a specific amount of
money from your budget to do this.
b. You may wish to make use of the space below to draft your ideas, before
entering this information on your sample “Stakeholder Communications Planner”.

Stakeholder
Group
Coaches

Communication
Channel / Tactics
Website
Coaches Forum
Newsletter
Handbook

Responsibility
Admin‟ officer

Estimated Cost
$xxxxx

Activity 7
Assessing results and adapting the plan
Once a plan is implemented, you need to know if it is working to achieve the objectives
you set. A communications plan is not a static thing. It should always be reviewed and
amended with a view to making it as effective as possible.
Some simple things you can do to check how things are working might include:










Conduct some in-person interviews with your top stakeholders to get a real feel
for how they view you and what the issues are.
If you have key stakeholders together for a conference, forum or session, give
them a written questionnaire to fill out, asking them for feedback on the things
you want to measure.
Monitor and collect all the news clippings that mention your organisation or
issues of relevance to you.
If you have objectives around compliance (e.g. new rules), it may be that some
reporting from referees is introduced at the start of the season, if this is
feasible.
Include a small survey in your regular newsletter and ask stakeholders to send
it back.
An online survey with your key stakeholders.

Take part in a group discussion and;
a. Identify some of the strategies you have used to communicate with your
stakeholders and comment on how effective they have been.
b. Identify some of the constraints that determine the type of strategies used.
c. You may wish to make use of the space provided to record the results of your
discussion.

Notes

PTO

Notes

Activity 8
Developing a communications calendar
The purpose of the calendar is to give an “at a glance” list of all the things you have
included within your plan and when they need to be actioned by.
a. Using the pro formas as a guide identify your communications requirements for
your season.
b. Refer to the “Tactics Cheat Sheet” in your resource booklet that highlights
some of the merits and disadvantages of selected communication strategies.

Communication/Activities Calendar
Example 1

Month
January
February
March
April
May
June
July
August
September
October
November
December

Date
31

Activity
Advertise for Senior Players

15

Advertise player registration details

PTO for Example 2

