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Abstract

Examining Sudanese Sports
Federations perception towards the

sponsorship activities

Graduate School of Education, Seoul National
University
Global Sport Management

Ali Suliman Ali Hussien

Through examining of three Sudanese sports federations (SSF) with
general sponsors objectives and activities, the researcher used the Readiness
Assessment Tool (RAT) (Robinson & Minikin, 2012), to find out the
significant perception (competitive advantages) of these SSFs, which may
lead to building a profile that met the sponsors' objectives. The competitive
advantages of an organization arise from the resources and capabilities that

are in place within the organization. (Robinson & Minikin, 2012).
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Sudanese Sports Federations (SSFs) in general have limited or
unidentified resources that require to be understood and discovered to be used
for the interest of the federation in overall, or as a tool to generate additional
financial source or to attract sponsorships particularly. To gain sponsorship
deals, the SSFs compete with each other, through showing their competitive
advantages that may be valuable and meet the sponsors' objectives.

This research helped SSFs to answer some of the questions including
what are the main assets and capabilities of Sudanese sports federations that
can attract sponsors other than spectators’ base volume. The Readiness
Assessment Tool (RAT) is the main tool for conducting this research; RAT is
a tool for measuring 78 elements within eight pillars on the national
federations’ structures and activities. RAT was chosen to assist the Oceania
National Olympic Committees to understand the structure and development
characteristics of NFs better and in particular to determine if there was a way
to assess their readiness to undertake programs of development or activities,
(Minikin, 2009). The eight pillars are; Governance Management, Sports
Activity, Communication, Finance, Physical Resources, Human Resources,

and Values, these pillars can be considered as main assets for the SSFs.
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1. Chapter 1. Introduction

1.1. Study Background

Sponsorship is a business relationship between a provider of funds,
resources or services, and an individual, event or organization that offers
rights and association that may be used for commercial advantage in return
for the sponsorship investment (Sport New Zealand, 2012). Generally, most
of the National Sports Federations (NSF) seeking for the sponsorship to get
extra funds since the government support is typically limited. However,
getting, the financial support is not only the reason for looking into the
sponsorship deals, but also many other reasons can also be applied such as
public awareness, government relations, business relations, and community
involvement and so on. Sports sponsorships represent exchange relationships
between sports organizers, corporations, and other intermediaries (Robert,
Wendy, & Ron, 1996). Before seeking additional resources is very important
to identify Sudanese sport federations assets that already have, and
understanding the competitive advantages, that national sports federations
can create. This process will help to offer a reasonable proposal for sponsors
that can match their objectives and this what the researcher was looking for

through this paper.



In this thesis, the researcher used besides the phrase the Sudanese
Sports Federations (SSFs) the phrase Sports Property (SP) too, because it will
give a wider view of the sport-related business. Property is a word typically
used in sponsoring to donate the event, activity, organization, or person being
sponsored. (Bettina, 2014). Normally the sponsors look for marketing
benefits. In additional to obtain effective communication with current &
potential customers. As (Jiffer & Roos, 1999) mentioned on his book
Sponsorship: A Way of Communicating page 25; Sponsorship is a business
method for communication and marketing which, in the short- and long-term,
has the aim of contributing to the sponsor’s brand awareness and image, as
well as increasing the sponsor’s sales. Sponsorship should benefit all those
involved, and lead to a result that can be measured against pre-defined
objectives. (Jiffer & Roos, 1999). From this point of view, NSF & SP should
have the competitive advantages, which differentiate them from others, that
may lead to attracting sponsorships and at the same time to make these NSFs
& SPs be able to deliver the sponsor objectives of this sponsorship to the
stakeholders. The sponsors in need for SP to sponsor it because it is a valuable
platform to building corporate and brand image, the use of event sponsorship
or other types of sponsorship to establish, enhance, or change brand image is

a fairly common practice for a variety of organizations. This objective has
2



been identified as one of the two most common goals for organizations to
engage in sponsorship programs. (Abreu & Charles, 2013). The benefits that
sports property expecting is financial funds because Having sponsorship fund
will help the federation to develop the facilities, equipment, and provide a
sustainable financial source. That can allow athletes and coaches to focus
more on the training and promote their skills with the support of the
management for better planning to promote the quality of events achieving
better ranking in the competitions and expand the practitioners grassroots.
However, the sponsorships, not all the times just about finance and fund,
sometimes the business relationship between NSF and the sponsors it has
value can be worthier than right money; A good sponsor can add considerable
value by, for example, becoming the sport’s primary advertiser and creating
great brand exposure. In the longer term, this benefit may be of more value
than the direct sponsorship income initially received. (Sport New Zealand,
2012). The objectives and the nature of the sponsorship are very dependent
on the period of the sponsorship deals and about the nature of sports property.

Also, in other cases, the meanings held by events are sometimes
transferable to a brand through sponsorship. The perceived sponsor—property
fit affects brand evaluations. (Monica, Bettina, & Ravi, 2011). For the reason

of this matching, most of the sponsors looking for specific events, federations
3



or athletes to alliancing with to deliver a robust, compelling message.
However, we should understand that Sponsorship is based on exchange,
which is governed by rules and norms devised by agents. These entail
ownership and rights over things as a sponsorship deal cuts across the
interests of all parties involved. Closely connected to the understanding of
commodity is the notion of property rights. (Vassil & Ivan, 2004)

1.2. Sponsorship of Sport Federations in Sudan.

In the case of Sudan, the sponsorship relationships in general not
always succeed and most of the times may fail, even the proposal of
sponsorship may not be accepted from the beginning. One of the main reasons
that make most SSFs fail to propose fair sponsorship deals, that these
federations are not able to show their capabilities, competitive advantages,
and values that can benefit the sponsors. Most of the Sudanese sports
federations are not able to identify their competitive advantages. If Sudan
football association was excluded, most of the other SSFs have similar
features including low spectators' volume, poor facilities, and low media
coverage. As the results of low numbers of the events that SSFs were
conducting and no star’s players produced, however, the researcher thinks
that each federation has unique feature need to be identified and valued to be

the as competitive advantage for the federation. The need arose to identify
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other attracting features other than spectators' volume for Sudanese sports
federations which the researcher think by the final study can identify valuable
assets that can be attractive for sponsors. To study the factors that make the
differentiation among SSFs as a method to grantee successful sponsorships
relationships between SPs and sponsors, the need for this thesis has appeared.
By mapping general sponsorship areas from a sports property perspective,
through categorizing SP potential available sponsorship sectors. Three main
sectors can be targeted which are; sponsoring the federation as one unit,
sponsoring the events of the federations, and sponsoring the athletes as
individuals, taking into consideration skills and results of the athletes, the
advantages and the privileges of the sports itself and the federation events,
and the expected impact.

According to some Sudanese media reports and personal observing
for SSFs events and activities, the researcher found that among more than 40
national sports federations in Sudan, including 20 Olympic sports federations.
Less than eight NSFs only won regular sponsorship deals. While Less than
five sports federations get long-term sponsorship contracts. Although these
low number of sponsorships deals, even so, the amount of funding is not high.
Excluding Sudanese Football Association, which hugely depends, of its

popularity which attracting service companies specifically communication
B)



companies. Other than that, all other NSFs are struggling to find sponsors or
partners. The researcher will try to identify the main factors that shape NSFs
profiles, which can lead to successful sponsorship relationships Between the
SSFs and sponsors. Business firms or even government bodies can be targeted
as potential sponsors. To grantee smooth and strong sponsorship relation SPs
must be able to satisfy the marketing needs of the sponsors beside that the
NSF should provide transparency and healthy environment for the relation at
least by signing up a contractual memorandum which outlines ownership
issues and No third party can lay claim to ownership.

For the SSFs to understanding their competitive advantages is the
first stage of gaining the sponsorships, developing these features is another
stage. While understanding the sponsors' objectives and how to cope with
NSFs competitive advantages is the most crucial issue in the final stage of
ensuring profitable sponsorship deals.

1.4. Purpose of the Study

The purpose of this research is to study and figure out the perception
of Sudanese Sports Federations toward the sponsorship activities. These
perceptions can be considered as a competitive advantage for the SSFs. The
main aim of this research is to help those federations to understand what they

have, and how can use it to differentiate them from each other, which lead in
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the end to gain and maintain successful sponsorship contracts, as one of the
results of understanding competitive advantages. Gaining sponsorships is not
only the way that SSFs benefit from identifying competitive advantages but
developing these assets is an important factor in raising funding. This thesis
also will demonstrate the importance of showing what SSF unique values and
assets hold that can be delivered to the sponsors other than the spectators’
volume. In addition to That, this research can help NSFs to identify their
capabilities as well as weakness and strengths, which can help to develop the
sponsorships proposals and understand the sponsors' objectives. This thesis is
mainly demonstrating the sports properties point of views while most of the
existing researches studies are from corporates and sponsors perspective. One
of the objectives also the result of this research can be used to decrease the
gap between sponsors’ objectives and NSFs delivered benefits which will
create a common platform to build successful relationships between sponsors
and SSFs. Understanding the competitive advantages of NSFs, it will help
them develop their capabilities, structure and the whole organization as well.

Extensive research has been conducted on the objectives of sponsors
and selection of corporate to sports sponsorship; which has disclosed that
companies’ selection criteria for sponsorship are often dependent on its

objectives which is normally similar with small variation according to sports
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business size in the country and the economic status as well. Nevertheless,
most of these researches were conducted across professional sports that do
not exist in Sudan. While there have also been studies on non-profit sports
organizations, its broadness makes it difficult to relate findings to the different
Characteristics of non-profit sports organizations even if we try to narrow it
to match our situation. For example, the characteristics and values of large
non-profit sports organizations such as FIFA or IAAF are different from
relatively smaller ones such as National Sports federations like SSFs for
example although they are sports federations. This study seeks to find out the
competitive advantages of Sudanese sports federation and to benchmark this
advantage with the sponsor's objectives. However, little is known about how
the corporations evaluate the success of their sponsorship involvements and
how these assessments affect decisions to continue or discontinue future
involvements. (Robert, Wendy, & Ron, 1996).

1.5. The significance of The Study

The findings of this research provided SSFs with critical information
concerning the most sought sponsorship objectives. With these findings, SSFs
can identify their competitive advantages and develop strategic means of
developing their sponsorship proposals to suit the objectives of sponsors

better and maintain long-term relationships. The findings will be more critical
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to federations who currently not have sponsors to understand and develop
their competitive advantage then use it to win deals, and also is essential to
sponsor to be informed of the values and benefits of SSFs sponsorship so they
can have stepped forward to sponsor some federations. As the first academic
work done on sports sponsorship and competitive advantages for Sudanese
sports federations, this will be a valuable contribution to the emerging the
academic research in sports sponsorship in the country and valuable
assessment tool for the federations. The researcher thinks most of the
Sudanese sports managers may lack insight regarding how corporations select
and evaluate sports sponsorships. This kind of research would enhance their
understanding of the exchange process while increasing their ability to
negotiate successful sponsorship initiatives after they identify the federation
competitive advantages.
1.6. Research Question (s)
The following questions were addressed: -

RQ1: What are the main assets of Sudanese sports federations that
considered as a competitive advantage according to federations perceptions?

RQ2: How can Sudanese Sports Federations perceptions match with

the sponsors' objectives?



The main purpose of these questions is to identify the valuable assets
and the competitive advantages of the SPs & SSFs that can be sponsored. The
assets are not only the physical but also sports activities, the organization
culture, values, and management system of NSF, need to be identified as well
as an asset.

Once the SSFs able to understand their competitive advantages then
should start to think how can be used to create interest to sponsors. The need
will appear to show the Value Propositions of the federation packages that
created from the competitive advantages. Besides, one of the leading roles of
answering this research questions is to review Sudanese Sports Federations

perception toward the sponsorship activities.
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Chapter 2. Literature Review

2.1. Theoretical Framework

The review initially discussed the theoretical perspective of
sponsorship that contains the Scholars definitions of sponsorships. At the
second part of the literature review, the development of sponsorship will be
discussed; as well, as study deeply on the sponsor's objectives theories and
how Sudanese sponsors set up their objectives finally, the researcher
discussed the competitive advantages concept.

A full explanation for the Readiness Assessment Tool (RAT) was
provided, this assessment tool is widely used to identify the strength and
weakness of some national Olympic committees by studying the national
federations. Taking into consideration that, as the needs and demographic
makeup of sports consumers have become more complex, and as competition
for the spectator and participant dollar has increased, the demand for
professional marketing also grown. (J.Mullin, Stephen, & William, 2007).
However, generally we can consider sponsorship as a relational activity
between at least two actors, it is reasonable to assume that their joint activities

are prone to some degree of common understanding. (Robert & Sten, 2015).
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2.2. Scholars Definitions for Sponsorships

The sponsorship is not a recent activity; many scholars found out the
sponsorship was existing since ancient Greek time. The first scholarly work
in sponsorship was by the Ancient Greek historian and philosopher Xenophon
who describes the contribution of sponsorship (“choregia") to the
development of private-public finance and the Political Economy (Margaret
& George, 2015); this finding and definition show the sponsorship is about
financing and political economy as a partnership. Nevertheless, the scholars
usually have different points of views about sponsorship these views affected
by what background of the scholar and which side the scholar was looking
from, also the era of the study can shape the definition direction. Most of the
definitions generally describing sponsorship as financing and partnership.
Sponsorship is a unique business-to-business activity that brings a sports
property and sponsors together for the mutual benefit of both organizations.
(Kyoum, Ko, & James, 2011).

The traditional view defines Sponsorship as a business relationship
between a sponsor who will provide fund, resources, or services and a sports
organization, which offers in return specific rights that may be used for
commercial advantage. (Pippa & William, 2011) Says sponsorship is a

partnership between sports organization and another organization, which
12



offers mutually beneficial opportunities for the development of brand-related
goals and brand equity for both parties associated, perhaps hidden, costs to
the sport of sponsorships. Those views developed through years and study but
in general, they agree that Sponsorship is one of the sport marketing tools or
in another word, it's marketing via sports Sponsorship is an associative
marketing tool that a mutual brand and business value for both the sponsor
and the sponsored activity (Pippa & William, 2011).

It is imperative to differentiate between Endorsements and
sponsorship; the two terms look very similar. The endorsement is known
Where an individual performer, club or organization is paid a fee to use
specified products, then this is an endorsement and represents a mainstream
brand or product advertising. Such activity usually takes place within the area
of sports or arts and is often undertaken in conjunction with a sponsorship
program (John, 1983). However, the definitions dependent fundamentally on
the era of the sport, since sport moved from just activity for entertainment at
the ancient time to big business and colossal industry, currently this shape the
definitions according to this transformation. Throughout its relatively brief
history, commercial sponsorship has changed in many fundamental ways.
Most evident has been its development from small-scale activity to major

global industry (Meenaghan, 1998).
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2.3. Development of Sponsorship

As mentioned earlier sponsorship is not a new issue, other scholars
claimed that sponsorship had been around for thousands of years since the
gladiator days of ancient Rome which can be defined as sports sponsorship.
However, in its early years, sports sponsorship was perceived as more of
philanthropy or donation rather than a commercial activity targeting a return
on investment (Tony Meenaghan, 1991). Although the sponsorship was found
a long time ago, the central principle remains the same which is about gaining
mutual benefits between the sponsor and sponsee. Being a sponsor or being
sponsored shapes the main dividing line in one’s view of sponsorship.as noted,
in general, properties seek financing and sponsors seek brand building, but
more could be said about these entities and how they behave. (Bettina, 2014).
Who will benefit more, and who will take more risk of the sponsorship all
these scenarios should be considered but its vary according to nature of the
sponsorship. However, while previous studies have convincingly made a case
for sponsorship as a resource and capability, the domain of sports sponsorship
is still in its infancy concerning conceptual rigor and empirical variety
(Robert & Sten, 2015).

In addition to that sponsorship is a useful communication tool that

drives the company brand and enhances the relationship with customers.
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Sponsorships are used to drive brand communications across multiple
platforms, tapping into the passion and dynamism that defines the relationship
between a sport and its fan base. (Douvis, Sarli, Kriemadis, & Vrondou,
2015).

(Meenaghan, 1998), explicitly described the current sponsorship
situation and how it developed, in his paper titled Current developments &
future directions in sponsorship in recent years the opportunities for
sponsorship investment have expanded beyond the traditional options of sport
and arts. New industries and companies continue to adopt sponsorship as a
method of marketing communications. One of the most notable developments
has been a change in corporate attitudes to managing sponsorship. Hitherto
treated as ‘something different,’ many sponsors today have in place
sophisticated planning, selection and evaluation procedures for their
sponsorship programs.

The world witnessed revolutions in many sectors, and sport is not
an exception, because the sport is connected tightly with every part of
people life, for this reason, and other. The sport-related industries also keep
changing to cope with transformations. Sport sponsorship has taken on a
whole new role in today business strategic alignment , it had been akin to

lottery in the past where the sponsor would be spending a large amount of
15



money on shotgun approach of foreign and development links with as many
high profile athletes, teams or events as possible (Information Resources
Management Association USA, 2018).

2.3.1 Sponsoring Sport properties

Sponsoring sports properties is a standard marketing tool used by
numerous sponsors, the effectiveness of the deal depending at many factors,
but the observation showed an increase in the investment of the sponsorship
deals, which make the selection criteria more complicated. However, Due to
the increasing financial value of sports sponsorship, the selection of a
sponsorship partner and the development of the sponsorship deal are crucial
issues for sports businesses. (Douvis, Sarli, Kriemadis, & Vrondou, 2015).

The sports sponsorship business continues to show enormous growth
the main reason for this sustainable growth at this business most of the
sponsorship deals is based on mutual benefits for all parties.

Successful sponsorship relationships require significant investment
and commitment from both parties. The sponsor is required to contribute
monetary resources, management time, and support leverage activity. The
sports organization, in turn, is required to provide the service, structures , and
systems to ensure the sponsor receives good value (Sport New Zealand, 2012).

Flexible and dynamic sponsorship theories and strategies are needed to
16



leverage the different scope of the sponsorships, taking into consideration the
nature of the sport whether it is in professional sport or amateur. Also, the size
of the event is affecting the deal it may be a mega sports event which required
global standards methods. (Robert & Sten, 2015), were agreed on their paper
that to, geared toward developing a conceptual framework of sponsoring as a
strategic lever in professional sport. They identified three sponsorship
strategies derived from a selective review of the sponsorship literature:
sponsorship as an investment, relation, and animation. Each one of these
strategies contained specific types of sponsorship activities, notably:
philanthropic, brand, alliance, dealmaker, activation, and collective
sponsoring.
2.3.2. Views of Sponsorship

(Margaret & George, 2015), they analyzed the evolution of key
themes and concepts in sponsorship researchers that were published in
scholarly journals in the period 1980 and 2012, these researchers collected
841 articles by over 1,000 authors, from over 150 scholarly journals. The
finding of these researches helped to map the semantic evolution of the
sponsorship concept and formulate a new definition of sponsorship research.
Four foundational pillars of sponsorship research have been identified as

follows: -
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The 1980s: Intellectual Foundations: they describe the 1980s period
as marking the intellectual foundations of sponsorship. While The 1990s is
Strategic Foundations, the best discerption of this period as new concepts
emerge around research activity such as results, implications, literature, and
model essential shift toward establishing sponsorship's identity as a discrete
academic domain. The 2000s is the Behavioral Foundations The 2000s was
the decade of consumer research, reflected in the appearance of new concepts
such as products, consumers, and market and the prominence of analysis and
results. The 2010s is the Relational Foundations From 2010 to 2012 the most
prominent concepts identified were the professional, team, relationship,
social, and value.

As might be expected, issues that preoccupied researchers in the
2000s period also permeate the start of the 2010s. However, for the 2010
period, the authors’ comments are speculative and based on a somewhat
narrow sample of abstracts. Still, the data set does represent approximately
the same number of articles as were published in the 1990s and about half of

those published in the 2000s. (Margaret & George, 2015)
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Figure 1 Discriminant analysis map of sponsorship concepts by a period

Source. (Margaret & George, 2015)

2.4. Theoretical Sponsors Objectives

Most of the sponsors have similar objectives for sponsoring property
or events whether its sports or non-sport. (John, 1983), talks about the general
objectives of sponsorships, a Taxonomy of Sponsorship Objectives (i.e., what
companies hope to achieve from sponsorship) can be classified under some

headings:
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(1) Broad corporate objectives,

(2) product-related objectives,

(3) Sales objectives,

(4) Media coverage,

(5) Guest hospitality,

(6) Personal objectives.

The above objectives show in general what sectors that sponsor
aiming to reach, the objectives vary from products to customers and even
personal objectives and others. At each sponsorship deal, the sponsor may
look to which sector he needs to focus according to sport proprietary features
and capabilities, matching with the best merit can get through this
sponsorship. One of the most critical and shared objectives that were using
the sponsorship as a communication tool, Sponsorship of sports, arts, and
causes has become a mainstream marketing communications tool (Bettina,
Clinton, & Donald, 2005). Also, the sport or the other events that have been
sponsored, they have own media followers and own spectators and
supporters, so is good chance for sponsors to access to this new area and using
these tools to achieve some objectives which can are be related to the brand
image for example. Sponsorship is used to increase brand awareness by

exposing the brand to as many potential consumers as possible using on-site
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signage, identification on printed promotional materials, and media coverage
(Madrigal, 2000). Sponsoring sports properties will gain many privileges
since the sports fans and spectators they have a mutual interest regarding their
team or the event, this will facilitate to deliver the message to them as one
group or one unit, which makes sponsoring sports properties has a valuable,
useful and fast impact. Specific target groups can be reached through sports
sponsorship in a more direct and cost-efficient manner than traditional forms
of mass advertising (Tony Meenaghan, 1991).

For this reason and others, sports federations and all the related
properties considered as one of the best platforms for the sponsors to deliver
their messages. Sports sponsorships represent exchange relationships
between sports organizers, corporations, and other intermediaries (Robert,
Wendy, & Ron, 1996). Besides, the emotions and feelings occur during sports
event has a positive influence toward sponsorship objectives; sport often
generates considerable excitement and emotional attachment among its
consumers (Robert, Wendy, & Ron, 1996). Some of the sports activities and
properties have features that allow them to deliver messages that matched
with the sponsor's image, brand or values that want to convey to their
customers and new expected customers as well. The image of products,

services, or brands can be enhanced when a company aligns itself with the
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positive characteristics of a sports event or successful sports athletes; the idea
being that brand image is enhanced through sponsorships of exciting, image-
defining events, making the brand stand out from others. From an associative
network perspective, sponsorship is adding a unique and potentially strong
link to the brand in memory (Bettina, Clinton, & Donald, 2005). Which makes
sponsors are meticulous to sponsoring objects. Marketers seek to establish,
enhance or change a brand image by linking their brands to a favorite cause,
event or sports team (i.e., sponsee or property) (Madrigal, 2000). As the
results of Madrigal research, he mentioned that the critical benefit derived
from sponsorship is the opportunity for a company to link itself to an object
that constitutes part of a consumer's extended self.

Sponsors objectives can set from the beginning with selection criteria
in general. The Sponsor set their objectives from the beginning before going
to the deal regardless he gets a proposal, or he is the one who gives the offer.
These objectives go together with the selection criteria which identified by
many scholars from a different point of views. (John, 1983), for example, his
described a typical set of selection criteria as follow: -

1. The sponsorship proposal's ability to fulfill objectives (corporate,
product, sales objectives).

2. lts potential to project the desired corporate/brand image.
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3.

10.

11.

12.

13.

14.

15.

It is compatibility regarding company/product image congruence.
It is potential for media coverage.
The costs involved.
The target audience coverage.
Opportunities for guest hospitality.
Executive preference.
Geographic reach (local/regional, national, international).
Staff knowledge of the chosen sponsorship.
Sponsorship type (new/established; one-off/longer term; seasonal).
Exclusivity.
It is potential for adverse publicity.
The organization of the sponsored activity.

Other criteria such as tax concessions and legal requirements.

However, regardless of how clearness of the sponsors' objectives and

how much matching with the sponsoring properties, is not an easy task to
measure how much the sponsorship is successfully and meet the desired

objectives.

Many sponsors acknowledge that they cannot measure the direct

effects of their investments on revenues, except on-site merchandising, and
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in-store promotions are directly surrounding the event. (Robert, Wendy, &
Ron, 1996).
2.5. Sudanese Sponsors Objectives

As the demonstration of corporate goodwill through mega event
sponsorship becomes increasingly challenging, sponsors often, link their
sponsorship to corporate social responsibility (CSR) activities, (Thomas,
Martin, & Sebastian, 2016). By reviewing the websites of some of the main
Sudanese sponsors. The researcher noticed that these companies are not an
exception; they applied the social responsibility CSR as a priority, while the
partnerships and sponsorships it looks are under CSR strategies. DAL group
one of the main sponsors for many events they have no clear policy for
sponsorship at their website. On the other hand, DAL stated SCR clearly
and divided them into three main parts community, economic and
environmental. As per the website DAL connected their image and products
strongly together with the CSR, (DAL Group, 2018), DAL Group aspires to
have Corporate Responsibility as a strategic competitive edge through
creative and value-driven integration into business strategies and processes.
We are committed to contribute to sustainable development and to improve
community well-being through the responsible and discretionary business

model.
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As DAL Group, we are expected to play a significant factor in
promoting the group image as well as contributing to product brands:
enhancing the excellent reputation of DAL Group, assuring DAL Group
adherence to the CR and sustainability concepts, improving the business
environment for future progress and developing good relations and
partnership with different stakeholders.

For the economic CSR DAL show that they concern about long-term
relationship and all about the business, (DAL Group, 2018) Sustainable
growth and the pursuit of excellence is what DAL keep aiming for and will
continue to challenge ourselves to continue to rise and prosper responsibly. In
all our operations, we aspire that the name of DAL Group resonates
responsibility strength, and overall shared value to all our stakeholders
without exception.

We believe that more than just financial targets measure our success
as a company. The positive contribution we can make to lives, communities
and the environment through good business is vital to our long-term success.

Zain one of the biggest telecommunication companies in Sudan, they
have sponsored many sports properties including athletes. Zain had no
significant difference from the DAL group in term of works more on the social

responsibility and connected that to the business. Moreover, sometimes they
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apply CSR inside the sponsorships process this usually happens on mega
sports events a well, Sponsors increasingly engage in corporate social
responsibility (CSR) activities surrounding sponsored events (e.g., the soccer
World Cup and Olympic Games). (Sebastian, Joerg, & Groeppel Klein, 2014).
According to Zain website, (Zain Sudan , 2018), Zain realizes that projects
undertaken around social responsibility will play an essential role in
developing our capabilities, consequently qualifies us in our endeavors to
achieve our objectives as a leading entity. Our commitment to, positively,
influence the livelihood of our communities is a growing concern on a day-
to-day basis in our business strategy. The scope of social responsibility for
Zain looks wider with more classification, Zain contributions to the
community concentrate in four major areas, namely: Education, Health,
Community Development, and Preservation of the environment (Zain Sudan
, 2018). While not and state here for the economic responsibility as a separate
part. However, it mentioned inside the general overview of Zain social
responsibility; our primary objective is to create our beautiful world, which
assures that telecommunications services do not mean just talking over
telephones or strengthening social relations between individuals. It also plays
a crucial role in achieving economic development, facilitation of business

transactions and saving time and efforts. (Zain Sudan , 2018).
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2.6. The Competitive Advantages Concept

According to the Oxford dictionary, the following definition
describing the competitive advantage term, noun a condition or circumstance
that puts a company in a favorable or superior business position. (Oxford
dictionary, 2018 ). While the Business dictionary defines the competitive
advantage as A superiority gained by an organization when it can provide the
same value as its competitors but at a lower price or can charge higher prices
by providing higher value through differentiation. Competitive advantage
results from matching core competencies to the opportunities. (BD Business
Dictionary, 2018). Wikipedia defines competitive advantage as, in business;
a competitive advantage is an attribute that allows an organization to
outperform its competitors. Competitive advantage may include access to
natural resources, such as high-grade ores or a low-cost power source, highly
skilled labor, geographic location, high entry barriers, and access to new
technology. (Wikipedia, 2018). Some of the scholars Sayed that, a
Competitive advantage is a strategic advantage that one organization has over
others that operate within its competitive industry. In general, the higher the
competitive advantage that an organization enjoys, the higher its likelihood

of strategic success. (Robinson & Minikin, 2012).
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However, the competitive advantages in connection to resources-
based view RBV to be a sustainable advantage for the sports and non-sport
organizations, some criteria should be met which explained by (Robinson &
Minikin, 2012). Underpinning the RBV is the concept that resources that
lead to sustainable advantage must be: -

= Valuable in that it can help an organization to take advantage of
opportunities and/or minimize threats, allowing the organization to
improve its effectiveness;

= Rare among current and potential competitors;

= Imperfectly imitable in that competing organization will face cost
and/or quality disadvantages in duplicating the resource, or
developing a substitute for it (Barney, 1991, 1995). Of greater value
are those resources which can be considered nontraceable (Dierickx
and Cool, 1989) as these resources defy imitation;

= Organisationally appropriable in that the organization must gain value
from the resource, rather than others in the supply chain.

If any of these characteristics are not present or disappear, then
resources will not create a competitive advantage. (Robinson & Minikin,

2012).
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Many scholars connected resources-based view and sponsorship
through their researches whether it is from the sponsors' point of view or the
organizations' side. The development of the NSF resources can create a
competitive advantage that made-up NSF profile.

2.6.1. Understanding the Competitive Advantage of NOCs.

Leigh Robinson and Brian Minikin investigated why many National
Olympic Committees (NOCs) do not appear to be successful at the Olympic
games.it does this by investigating the resources and capabilities of the
national federations (NFs) that are responsible for developing the athletes that
are the main resources of the NOCs. (Robinson & Minikin, 2012).

The researchers used Readiness Assessment tool (RAT) to audit
national federations within three Pacific countries. (RAT method will be
explained in another part in details) however, RAT has eight pillars define
the main elements of NSFs.

Data Collection, the three nations vary across geographical and
demographic characteristics. These nations were included in this research as
they demonstrate the range of nations that participate in the Olympic Games
from the Oceania region (via wildcards) and all receive Olympic Solidarity

funding. (Robinson & Minikin, 2012).
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Limitations of the Research, The RAT, is a self-assessment tool, and
thus there is a possibility that the assessment may have been more positive
than it should be. However, examples of where this was perceived to have
occurred were identified by the research team and discussed with the NF.
Second, the individual NF means for the NF assessment tool have been
averaged to give an overall mean for the NOCs in this research. This process
will hide individual NF scores at the extremes of development; however, it
does allow an overview of the level of resources and capabilities available to
the NOC:s to be considered. (Robinson & Minikin, 2012).

The results of The research shows low levels of NF organizational
development and thus the critical resource of the NOCs under investigation
is not developed enough to create competitive advantage due to inadequate
resources and low developed; however, there is a gap between their current
level of development and what is required to benefit from attendance at the

Olympic Games across all eight pillars. (Robinson & Minikin, 2012).
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Chapter 3. Research Method

3.1. Research Approach
This research conducted among three national sports federations in
Sudan that succeed to have sponsorship deals within the last eight years. The
primary research data was collected through reviewing the primary and
secondary data of the national sports federation including the constitution,
statutes and all available documents as well; there are three primary types of
documents (Zina, 2014) :
= Public Records: The official, ongoing records of an organization’s
activities. Examples include student transcripts, mission statements,
annual reports, policy manuals, student handbooks, strategic plans,
and syllabi.
= Personal Documents: First-person accounts of an individual’s actions,
experiences, and beliefs. Examples include calendars, e-mails,
scrapbooks, blogs, Facebook posts, duty logs, incident reports,
reflections/journals, and newspapers.
= Physical Evidence: Physical objects found within the study setting
(often called artifacts). Examples include flyers, posters, agendas,

handbooks, and training materials.
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The documentary research method was used in this study as one of
the tools for data collection method. The Organizational and institutional
documents have been a staple in qualitative research for many years. In recent
years, there has been an increase in the number of research reports and journal
articles that mention document analysis as part of the methodology (Bowen,
2009). More data was collected to help of answering the eight pillars of
Readiness Assessment Tools RAT by contacting targeted sport federations
leaders, the personal researcher visits to the facilities and monitoring the
activities, and events for those federations. On the other hand, to identify
sponsors objectives toward sponsorship of Sudanese sports federations. The
researcher reviewed the theoretical approach of the sponsor’s objectives in
general, then reviewed the official websites of main Sudanese sponsors,
which shows the sponsorship and social responsibilities objectives. Used the
sponsor's objectives as a benchmark to match with national sports federations
that already won sponsorship deals through their competitive advantages. To
assert the competitive advantages of SSFS, the researcher applied the
Readiness and Structural Assessment Tool (RAT) which has 78 elements

representing eight pillars that can be the competitive advantages for SSFs.
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3.1.1. Case Selection

The total number of the sports federations in Sudan around 43
federations 20 of them are Olympic federations. Three federations were
selected from this quota to conduct the study; the selection criteria depended
on the federations that have already sponsorship deal within the last eight
years. Some other federations they gain some sponsorship deals too, but not
regular or long-term deals. Usually, most of the federations get sponsorships
on the event's base. The collection of the data was not a difficult task as the
researcher has strong networks in the sports field in Sudan, as well as most of
the federations, appreciated the academic work. In addition to that, the
number of sports sponsors in Sudan is small since the sports industry itself
growing slowly and not that big.
3.1.2. Data Review

Primary and secondary data of Sudanese sports federations were
reviewed. Document analysis is a systematic procedure for reviewing or
evaluating documents—both printed and electronic (computer-based and
Internet-transmitted) material (Bowen, 2009). The researcher used a Google
form to collect the necessary information of the federation including who will
provide the researcher with information and to identify the primary assets and

competitive advantages of SSFs, the eight pillars that contain 78 elements.
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The Readiness Assessment Tool RAT analyzed the collected data through the
graph and showed the higher and lower pillars of the federations. In addition
to that, the researcher conducted interviews with some of the sponsors' leaders
to gather more information. The mentioned methods were used whether with
the sponsors or the Sports Federations.

3.2. Readiness Assessment Tool (RAT)

A structure that has emerged from a program of mixed methods
research carried out with those within the Olympic Movement familiar with
the essential activities undertaken by NFs. The research carried out between
2008 and 2009, comprised focus groups, workshops and scenario testing with
senior sports administrators and managers from the Oceania region.
(Robinson & Minikin, 2012). RAT used in The Oceania region, which is very
similar to this research area in term of low performance at the Olympics, poor
sports industry, and generally funded by governments or wealthy individuals.
This suggests that the NFs in this region do not have the systems in place to
create athletes of international standard or dost use efficient use of their
resources, not to develop the players only but all the NSFs as well which can
be applied to Sudan case as well. However, The Oceania National Olympic
Committees (ONOC), one of the five Continental Olympic bodies that look

after the interests of 17-member nations from the Pacific Region. ONOC has
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now developed a Readiness Assessment Tool (RAT), which is a Web
Application that will Assess, Compare and Monitor the current elements that
make up an NF. In the context of the Pacific Region and compare it to the
elements that are expected to be in place, for a specific activity or program to
be able to function. (Readiness Assessment Tool (RAT), 2018).

The RAT was made up of eight pillars of performance, which contain
several organizational elements that become increasingly complex as an
organization develops. The research identified eight 'Pillars," of NFs within
the context of the Pacific sporting environment. According to (Minikin, 2009)
These include: -

1. Governance: Rules and regulations, policies and strategic
planning.

2. Management: organizational structure, roles, and practices.

3. Physical Resources: access to and availability of equipment and
facilities.

4. Human Resources: type, diversity, planning, and management
practices.

5. Finance: record keeping, accounting, and planning.

6. Communication: methods used and technology available.
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7. Sport activity: competition, athlete preparation, development
programs

, and training.

8. Values: cultural, attitudinal and behavioral.

according to (Minikin, 2009) the figure (1) below shows the
Common responses as to what elements make best identify the stage of

development of a sports organization across eight Key Result Areas.

Level of Development of the Sport Organisation
Pillar
| Basic Moderate High Elite
. Established
Community Afftiate 1 NOC Competition Professional
Interest Organisation
Management
Operational
Management Organise Teams | Organised Teams Pf::.r:.‘-';.;m Full Affiliation
Clubs Formed Risk Management
Decentralised
Management
Val ic Strateg ] ] o erm  Strategic
‘olunteer I{mr trategic Specific Planning [:R: Term  Strategic
— Administration Planning Planning
Basic Sport Rules | Constitution in place | Adopt IF Rules EB has porifolio
Affiliate io [F
] | Regular  informal | National International
Informal Games - . ) ! -
competitions Championships Competitions
Sport Activity fational fonal -
PO ity Play J"lk.a part in National R_pgwrm ) Compete at OG/WC
Games Championships
[ Host Events
Communication Word of Mouth Radio Announcement | Basic Web Site Web Platform
Contact Person Written Notices Newsletter Magazine
Phone/Fax Email TV and Media
| Communicate with high
responsiveness
Ofympic Solidarity
ing - 0 ar :
Fund Raising Budget Suppo Regular sponsorship
Finance Persanal Basic Book Keeping | IF funding Financial independence
Contribution
| Bank: Aceount sz!w.rmu member | 1t fundraising | DPVerse income stream
Playground Standard sports Officer International standard
equipment veniie
Physical VIK suppart Shared club venus Computer IF regulated uniforms
Rasources Persona - - - .
Personal Donated Equipment | ICT Commercial sponsors
Resources
Reliable sponsor Standard Venue
Volunteer - Coaching .
Adminisration Coadhes Accreditation CEQ deployed
o - Officials . -
i Friends Officials Accreditation Full time office siaff
1o - Training -t N - . .
e el 5 I
Village Groups Programmes Elite aihletes Specialist professionals
[ Specialist volunteers | Support personnel
Fun Community Valies Work Ethic Excellence
Pariicipation Respect for others Sportsmanship OHympic Values
Cultural Values — — —
Family values Commitment Dhiscipline Medal Winning
[ Hononr

Figure 2 level of development of the sport organization
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Table (1) below showing the stage of the elements and pillar, For

each of the eight Pillars, the focus groups were able to identify a list of

elements that characterize the development of a sports organization as it

moves through four levels of development from primary, through moderate

to high and elite (Minikin, 2009).

Table 1 pillars and elements of RAT

Level Governess Management Sport activities communication Finance Physical resources Human resources Values
of
development
Elected/ Comprehensive The athletes get NF has a NF graded and NF develop own CEO employed. Self-
selected Board operation plan. Professional sophisticated and categorized High standard Sacrificing.
of directors. Coaching. interactive web- membership fees equipment. Professional
Program is based structure. coaches. Respect.
Annual managed Competitions communication International
The events and equipment and Professional Alliance to NF

Congress held
incorporates

education and

professionally.

Comprehensive

graded standards

and ages group.

system.

Notice distribute

activities are

highly profitable.

uniform

sponsorship.

employees.

and the national

team.

stage 4 workshop risk National electronically and are Professional
professional activities. management competition interactive to enable The NF has a Investment athletes. Dedicated to
and Framework. framework members to respond. comprehensive property. the
specialized Constitution The events including fundraising Comprehensive HR organization
level of supported by follow the four tournaments and NF has a Social marketing plan. Own headquarter. framework. and its brand.
development law. recognized qualifying events. network site, which
parts of the is branded and Branded Modern office Equal opportunity Believe in the
Individuals event Success at major restricted to merchandise. furniture and employer. process to
Affiliated to management international subscribing member. Commercial technology. achieve
another cycle. events. contract. Implement success.
relevant body. NF produce Access to the comprehensive
High quality Graded seasonal Organization Royalties for international educational Win by being
Affiliation to written Report competition magazine of participation in IF standard facility. framework. excellent.
non-IF. published. structure. publication quality. events.
Own full serviced More than 50% paid Achieving
Document Separate SFD is considered Branded internet OC grants fund club facility. staff. excellence.
strategic management a part of the core service and extranet. through OS.
planning. team. business of NSF. Own a complete IT Association and The NF fully
Information strategy The Government system. group of clubs. Integrated as a
Contractual Reports from a The NF has Hall of is driven by provides a sporting
code of specialist will fame. professionals. comprehensive Own vehicles that All volunteer and community and
conduct. be included in grant fund. meet our land paid jobs have a proud of it.
the meeting. Full-time national Interactive web transport needs. documented job
NF active team. platform. The NF produce description and
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involved in Well Structured Formal audited person specification
international Formal archive. Hosting Media strategy and financial reports approved by the
sport. international dedicated staff that that aligned to board.
Comprehensive events. provides information organization plan.
Comprehensive operation about services and
M&E manual. activities to all key The NF has an
framework. media outlets. investment
portfolio.
There is a high Key report
level; of professionally
delegation to produced.
specialist
volunteers and Regular TV stories
staff and features
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Board with Operational The athletes get Post notice on a The NF have an Using IF Specialist volunteer There are
assigned plan. frequent coaching website and use annual recommended or paid strong Work
specific from social media. membership fee. equipment. Administrative ethics drives

responsibilities. Program knowledgeable officer. the
managed by coaches. Most of the notice Significate income Insist on IF organization.

AGM with paid staff. are distributed from the activities regulated uniforms The specialist coach
agenda. Age appropriate electronically using and events. for all either volunteers or Respect for

Approved. NF has a competition graded an internet-based competitions. receive some officials is

Document risk by ability or system. Formal fundraising support to coach. paramount.
Stage 3 high Accepted management significant physical program that is Own or lease
level of constitution by plan. criteria. The NF has a made up of regular simple facilities for NF has specialized The members’
development IF & NOC. specific page for activities. administration or official trained to If alliance to their
in place Basic planning Annual national social networking. sport. standards. district and
Individual cycle events. championship. Merchandise club.
belong to clubs. Produce member associated with Have a dedicated The athletes are
Written report Compete regionally publication paid for specific activities. office facility. committed and The member

Affiliated with
NOC.

Document
annual plan.

Detailed code

of conduct.

NF involved in
the national
sports system.

Internally
established
KPI.

Delegation
beyond the
board.

of the meetings

and activities.

Some tasks are
delegated to
specialist

volunteers.

Formal meeting
with agenda and
supporting
documents.

All the Record
are filed.

Specialist
volunteers and
paid staff to
implement
operating
procedures.

and some success

internationally.

Regular seasonal
and formal
competitions.

The NF initiates
programs of SFD
that are based on

their sport.

Annual sports

awards.

National training
squad.

Hosting national
and regional

events.

by subscription.
Dedicated internet

provider and internet.

Subcommittees for

communication.

The NF website
provides regularly

updated information.

Target
communications
about key activities
at some form of

media.

The NF has a house
style and desktop
publications.

Occasional feature
TV stories.

Sponsors who

provide regular

cash or in-kind
support.

The IF provides
some funding
based on
international
ranking and

activities.

Systematic, regular
support for
participating in the
Olympics.

Receiving financial
support for some
elite athletes based
on performance.

The NF produce a
formal audited
financial report.

The NF manages
its finances
through cost
centers that are
controlled by
different parts of
the organization.

Own or lease a
good range of

office equipment.

Have a dedicated
facility that we use

when we want.

We lease our own

sports club.

Lease web-based
communication

assets.

Lease vehicles as
appropriate, such
as team bus.

chose the sport over

other activities.

The NF has an HR
policy.

NF gender equity
Selection on merit

base.

NF run training and
education programs.

Less than 50% of
the staff are paid.

The membership is a
combination of
individuals, teams,
and clubs.

All voluntary and
paid jobs are derived
froma
comprehensive task
and skills audit that
is regularly updated.

dedicated to
their club or

team only.

The attitude of
members
towards

competition
strive for
improvement

after failure.

Pursue
persistence and
determination
to achieve

success.

Competing
with honor and
integrity.

NF proactively

encourage the

integration of
all types of
people in the
organization.

NF has a

committee

NF has a simple
operation plan,

The member
provides occasional

Using social media
platform to

The member pays
asmall fee to

NF has equipment
that meets s all of

The board member
assigned to manage

Small core of
people who
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Stage 2
moderate level
of
development
in place

made up of
elected

officials.

Formal AGM
according to the

constitution.

NF has a basic

constitution.

Individual seek
direct
membership to
NF.

Affiliation to
international

federation.

Basic
organization
plan prepared
for external

stakeholders.

Basic code of
conduct
covering

supervision of

activities and

but not it is not
necessarily

used.

NF program
managed by

board members.

NF identify risk
for all activities
and programs
undertaken.

The events are
seasonal and
manage by.

Committee.

NF has basic
not filed written
reports of
meetings and

activities.

Work is
managed by
elected board

members.

NF has basic
meetings that

coaching.

Organize age-
appropriate
activities.

Competition

between districts.

Attending regional
events or games
and are offered

wild card entry to

international

events.

Organize formal
competition when

required.

Involved in
programs initiated
by external

agencies.

Incentives for keen

volunteers.

Select squads no
more than three
months before an

communicate with
and between

members.

NF has dedicated
notice board for
members and a

dedicated slot on the
radio for reaching

remote locations.

NF encourage
members led social
network among
groups, such as

players and coaches.

A regular newsletter
is produced and
distributed by mail.

Shared internet

provider.

The secretary of the
board is responsible

for communication.

A simple website
that is regular y
updated.

register with the
NF.

Grantee regular
profits from the
activities and

events.

Some regular
fundraising that
plan by NF.

Sell sport related

items.

Receiving some
value in kind from

local products.

The IF program
provides cash that
supports specific
things determined

by them.

NF receive specific
program support
for activities as
determined by the
NOC.

the immediate

needs.

Own basic sports
equipment and
some office

equipment.

Share the office
facility with other
organization.

Have own or lease
basic office

equipment.

NF has access to
sport-specific
facilities when
available.

Have shared access
to a well-
established sports

club.
Share access to
computer and

internet connection.

NF hire transport

tasks.

Some trained
coaches look after
team on a volunteer
basis.

NF trained volunteer
officials who work
with an officer’s

commission.

NF have regular
participation who
work with an
officer’s

commission.

Established Job
description for basic
roles but rely on
volunteers to fill the

positions.

NF has made
attempts at

affirmative action.

Training provided
by external sources
such as the NOC.

take
responsibility

for the sport.

Respect for the
rules enforced.

Member
alliance To
their

community.

Dedicated to
their

community.

Understand
winning and
losing.

Believe that
consistency
will win the

day.

Members’

motive is to

Acquiring
skills.

behavior. have a chair and event. NF occasionally when needed. NF comfortable
an agenda. NF has a simple receive small Some professional with being open
Community NF stage local website that is grants for support is sought to all groups of
and school Notes of events. regularly updated. development when funds permit. people.
network. meetings and activities that are Individual members
events are filed NF react to specific in line with who pay fees.
Use criteria but without circumstances and government
imposed on NF cataloging. opportunities. initiatives. Some attempt has
by external Produce simply been made to
sources. NF board NF reports have a documented identify specialist
agrees on simple organizational budgets and jobs that are
NF has elected working report format and are balance sheet. assigned to
committee that procedures, and printed as word appropriately skilled
takes charge of these are documents. The NF has people.
all operation. documented for multiple accounts
use on specific Occasional TV news to service each
activities report. operational area.
NF has an NF react to Unsupervised NF use phone NF receive some Have basic Everyone looks after The general
informal opportunity activities. network to pass donations and equipment for his or her activities. attitude ply for
committee. without messages along and contributions from activities. fun.
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documented Organize ad hoc post notices on members. Untrained volunteers
NF hold procedures. events. board. Member uses own coach team out of The member's
informal Grantee some clothing and agreed interest. respect for
meetings as and NF has some Hold district or All of NF notices are profit usually via colors. others is
when required. program driven urban area written and posted on donations or Interested volunteers encouraged.
Stage 1 basic by interest and competition. community notice on fundraising NF assets belong to help.
level of NF has opportunity. board or community activities. interested The members’
development regulations Aspire to compete radio. members. NF has interested alliance with
in place developed ona Basic duty of internationally. Held some recreational their family.
hoc basis that care is NF has social fundraising Use of committee participants.
deal with considered. Hold informal networks among activities unrelated members’ NF dedicated
specific competitions when friends and family. to the sport itself. equipment. NF recruit and select members by
activities. Keen members required. by word of mouth driven by peer
conduct the Newsletter is Sell non-sport NF make use of and through pressure.
NF has a casual event at short Some activities in sometimes produced related items at nonspecific sports personal contact.
membership notice. this organization and distributed by activities NF held. facilities when The attitude of
base. are SFD but are not hand. available. It is naturally biased members
Simple verbal labeled as such. Receive donation and traditional. towards
NF has some reports are Use of public from friends and NF has shared competition
plans for provided to Offer ad hoc prize internet provider. relatives. access to existing Incidental learning play with
specific inserted on activity days. sports facilities. on the job. friendly
activities. members. Interested people In kind, support is competitiveness
Repressive teams take responsibility. received for Have access to 100% volunteer
NF has an Work is may be picked if education member personal management, most
unwritten undertaken by needed. The NF has simply a programs and equipment. of which is done by Encourage fair
agreed interested website that is some equipment. committee members. play over
standard/ duty volunteers who They are informal occasionally updated. NF make use of the winning.
of care that is turn up on the gatherings. The NOC generic member assets. Interested but casual
understood by day. NF does not deal education or access with no Member
those affected. very often with the to activities commitment. motivates by
Informal media. sponsored by OS. Participation
NF hold social procedure and Most jobs are with friends.
gatherings of events but are The strategy is Occasionally NF carried out by
friends and not filed. handwritten and receives small committee members NF tend to be a
families. informal. grant usually to and interested bit insular and
Informal cover access to volunteers. gravitated to
NF note the operating Occasional TV news. facilities. the ethnic and
success or procedures are cultural groups.
failure of decided by the Verbal reporting is
activities. person provided as
responsible. required.
The NF has a NF put the entire
person who is fund into a single
the main point bank account.
of contact for
the
organization.
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The validity of the pillars and the elements are tested and proven
through the academic research process within some of the sports leaders.
After three exercises involving around ninety well-credentialed sports
administrators, the lists of elements for each of the eight Pillars listed above,
appear to represent the progression of what is expected at the various stages

of development of a sports organization. (Minikin, 2009).
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Chapter 4. Finding

This chapter presents the findings of the study, in the beginning I
mentioned the main characteristics of the investigated federations, followed
by the explanation of the limitations of the research, then showing in detail
the research result of three Sudanese Sport federations, which coded A, B,
and C for keeping the privacy of their information. The researcher collected
the data for RAT from the top management of these federations, followed up
by reviewing of the federations’ constitutions, other related documents, some
media reports using google form, emails, WhatsApp, in addition to that the
researcher has previous visits to these federations facilities at different events

and occasion.

Table 2 The main characteristics of SSFs that involved in the research.

Characteristics Federation A Federation B Federation C
The person in charge to give data The Treasurer | The Treasurer The President
Number of sponsors during last 8 | 3 sponsors 8 sponsors 5 sponsors
years
Federation date of Establish 1956 1976 2001
Federation date of affiliation into IF | 1964 1996 2002
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4.1. The Results

In this part the results will be presented on two parts, the first part is
the Sudanese Sports Federations perception toward the sponsorship activities
(The competitive advantages) that identified according to readiness
assessment tool (RAT) by assessing the eight pillars. In the second part, 1
discussed the sponsors' objectives which located through literature reviews,
interview of some of the sponsor's company, and technical reviews, at the
websites of three main Sudanese sponsors.

4.1.1 Sudanese Sports Federations perception towards the sponsorship
activities.

Through using the readiness assessment tool to identify the
perception toward the sponsorship activities (competitive advantages) of
three Sudanese sports federations. That already won several sponsorships
deals within the last eight years and still keeping some of these sponsors.
From the results and according to the federations perceptions s these three
federations have competitive advantages that met some of the sponsors'
objectives which convinced them to have the sponsorship contracts and
sustain it. Especially having long-term sponsorship or expensive one deals in
Sudan is not an easy task because of the small size of the sports business in

Sudan and other factors as well. For the research purpose and the
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confidentiality of the federations’ data. The researcher coded the federation
into A, B, and C, with the keeping of the original name and data as a reference
whenever, is needed.

For the assessment results of the federation, A, the finding showed
that the highest ranked among all the eight pillars is the values of the
Federation with the rate of 3.63 out of 4.00 so According to RAT scale, the
values considered as the most significant competitive advantage for this
federation. The reason made federation A have strong values, that the
members have a strong alliance into the national team and Dedicated to the
federation and its brand. Also, the attitude of members towards competition
they believe in the process to achieve success. Another critical factor that the
members approach success and winning by being excellent in everything they
do together with the motivates of the members the most to Achieving
excellence. The attitude of members to the diversity of membership is fully
integrated as a sporting community and they proud of it.

The physical resources of the Federation (A) ranked second at the
competitive advantages with a rate of (3.60), in the analyzing of the physical
resources of the federation on RAT shows that the federation owns his
headquarters and office with full access to computing, internet, and copying

equipment. Besides, the federation A has access to international standard
45



sports facilities. Moreover, owning a fully serviced club facility that all their
affiliates can use. Also, they have an investment property and own vehicles

that meet the land transport needs.
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Federation (A) Assessment Summary
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The Federation B the highest-ranking competitive advantage is the
physical resources with the rate of (3.60), the strength of the physical
resources of the federation B has built according to RAT by; developed own
high standard equipment. Have sponsored uniforms and training equipment
at IF standard. Besides, they have an investment property. The own federation
headquarters and an office with full access to computing, internet, and
copying equipment. As well as have access to international standard sports
facilities a. Finally, federation B own a fully serviced club facility that all the
affiliates can use.

The values of the federation B ranked on the second stage with the
rate of (3.25), the strength of the values came through, Respect for the team
underlines of respect for everything. A strong work ethic drives their
federation to promote the sport. Strive for improvement after failure. Pursue
persistence and determination to achieve success. Competing with honor and
integrity. The federation proactively encourages the integration of all types of

people in the federation.
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Federation (B) Assessment Summary
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The Federation (C) The values were ranked as the top of the
competitive advantage with rate of (3.25) followed by the physical resources
with rate of (2.90), through RAT analyzing the values of the federation was
developed mainly because of a general attitude towards sports Self-sacrifice
for the sport and the organization is the norm among the members. Respect
for the team underlines the federation respect for everything to the federation
and the national team. Achieving excellence.

While for the physical resources of the federation (C), owns or lease
simple facilities for administration or sport.in addition they have a dedicated
office facility. The federation owns a fully serviced club facility that all

affiliates can use.
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Federation (C) Assessment Summary
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4.1.2 The Sponsors Objectives
The researcher identified the sponsors' objectives through reviewing
the theoretical literature about sponsors objectives and find out the leading
theories about objectives, then apply these theories at Sudanese sponsors
objectives by the look into the websites of the two main Sudanese sponsors,
and interviews with other two different Sudanese top managers of two
sponsoring companies. The results of the process of recognizing the
objectives of the sponsors and linking to the theories, the researcher listed as
follows: -
e Sponsorship of sports, arts, and causes has become a mainstream
marketing communications tool (Bettina, Clinton, & Donald, 2005).
e Sponsorship is used to increase brand awareness by exposing the
brand to as many potential consumers as possible using on-site
signage, identification on printed promotional materials, and media
coverage (Madrigal, 2000).
e Specific target groups can be reached through sports sponsorship in
a more direct and cost-efficient manner than traditional forms of
mass advertising (Tony Meenaghan, 1991).
e The emotions and feelings occur during sports event have a positive

influence toward sponsorship objectives; sport often generates
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considerable excitement and emotional attachment among its
consumers (Robert, Wendy, & Ron, 1996).

e The image of products, services, or brands can be enhanced when a
company aligns itself with the positive characteristics of a sports
event or successful sports athletes (Bettina, Clinton, & Donald,
2005).

e The critical benefit derived from sponsorship is the opportunity for
a company to link itself to an object that constitutes part of a
consumer's extended self (Madrigal, 2000).

e As the demonstration of corporate goodwill through mega event
sponsorship becomes increasingly challenging, sponsors often, link
their sponsorship to corporate social responsibility (CSR) activities
(Thomas, Martin, & Sebastian, 2016).

e From an associative network perspective, sponsorship is adding a
unique and potentially strong link to the brand in memory (Bettina,
Clinton, & Donald, 2005).

To finalize the answer questions of this research the researcher tries
to match the identified the competitive advantages of Sudanese sports
federations with the sponsors' objectives which studied through this research

at the table (3) below: -
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No

Table 3 Matching between federation perceptions (competitive advantages) &

the sponsor's objectives

The sponsor objective

Marketing communications tool

Increase brand awareness

Specific target groups can be reached
The emotions and feelings occur during
sports event has a positive influence
toward sponsorship objectives

The products, services, or brands can be
enhanced when a company aligns itself
with the positive characteristics of a
sports event or successful sports athletes
Opportunity for a company to link itself
to an object that constitutes part of a
consumer's extended self

As the demonstration of corporate
goodwill through, link their sponsorship
to corporate social responsibility (CSR)
activities

The sponsorship is adding a unique and
potentially strong link to the brand in

memory.
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Federation competitive advantage
Sports Activity - Physical Resources
Sports Activity - Physical Resources

Sports Activity — values

Values

Sports Activity — values

Sports Activity — values

Sports Activity — values - Physical

Resources.

Sports Activity — values



The below table no (4) shows the ranking of the competitive

advantages of the Sudanese sports federations (perceptions) according to RAT

assessment.
Table 4 Compression of the Federations A\B\C
Pillars Federation A Federation B Federation C
1 Values (3.63) Physical resource (3.60) Values (3.25)
2 Physical resources (3.60)  Values (3.25) Physical resources (2.90)
3 Sport activities (3.33) Sport activities (3.22) Sport activities (2.78)
4 Human resources (3.30) Management (2.89) Management (2.78)
5 Governance (3.22) Communication (2.70) Governance (2.44)
6 Financial resources (3.00) Governance (2.50) Communication (2.40)
7 Management (2.89) Financial resources (2.00) Human resources (1.80)
8 Communication (2.60) Human resources (170) Financial resource 91.50)
Average 3.20 2.74 2.48

4.2. Summary of the Results
As the summary of this research results, the main competitive
advantages of Sudanese sports federations (perception) according to the
investigated federations using the readiness assignment tool based on SSF
perception are;
+¢ The Federation values which represent the culture of the Federation
and the attitude of the members, athletes, coaches and the followers

as well, also the environment inside the federation in general.
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% The physical resources of the federation, the stadium or the venue for
the competitions and training also the equipment and how is match
with the international standards.

¢ The sports activities that conducted by the federation or participated
in such as the competitions whither is local, regional or international.
Also training program and the preparation of the athletes and coaches
as well.

The identified perceptions (competitive advantages) of Sudanese
sports federations can match with general Sudanese sponsors objectives,
which are most of the cases sponsoring the properties under the umbrella of
social responsibility (CSR). SSFs with these competitive advantages can be
the best platform to receive CSR since they provide values, activities, and
place. (Smith & Westerbeek, 2007), stated that corporate social responsibility
(CSR) should require organizations to consider the interests of all
stakeholders including investors, suppliers, consumers, employees, the
community and the environment in discharging their profit-directed activities.
Implicit in this perspective is the assumption that both sport and corporate
influence on social trends must be considered from multiple angles. Such a
viewpoint encourages an examination of the overlaps between the social

responsibilities of the sport and corporate worlds.
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Chapter 5. Conclusion

To discuss and conclude the results through comparing three
investigated federations, the researcher realized that the perception of
Sudanese Sports Federations toward the sponsorship activities for federations
(A & C) is the values of the federation, while for the federation (B) the top
competitive advantage is the physical resources. In the second level of
competitive advantages, the Federation (A & C) they have the physical
resources of the federation as the second competitive advantage, while for the
federation (B) the values rated second. On the Third stage of the competitive
advantages, all three federations equalized on sports activities as a
competitive advantage.

Regardless of the ranking of the top three pillars, the three federations
have similar competitive advantages (pillars) that needed by most of the
sports federations. The three competitive advantages are; first, the physical
resources which are access to and availability of equipment and facilities.
Secondly, Sports activity represents the competitions, athletes’ preparation,
development programs, and training. Finally, the third is the Values of the

federations cultural, attitudinal and behavioral.
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5.1. Limitations of the Research

The RAT is a self-assessment tool, and thus there is a possibility that
the assessment may have been more positive than it should be. (Readiness
Assessment Tool (RAT), 2018). However, the researcher tries to identify
examples of where this perceived to may have occurred. By Reviewing the
SSFs constitutions and Sudan sports law as well, also check and follow up the
activities of the federations, the researcher previous visits for the SSFs
facilities and attending some of their events. This process helped to minimize
the biased; however, the assessment using RAT does allow an overview of
the level of resources and capabilities available to the NSFs, which make up
the competitive advantages for Sudanese Sports federations to be considered.

The results offered have been identified within the limitations
expressed above and within the context and environment of the sports
industry in Sudan, particularly the relation between Sudanese sports
federations and the sponsors.

One of the limitations of using RAT that is not easy to measure the
ratio of the accuracy and full relation of the elements and the pillars with the
results. It was however noted that elements within each pillar might have
either a direct or indirect influence over the elements at a similar level of the

other pillars (Minikin, 2009).
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5.2. Implication & Future Research

With considering the situation of the sports industry in Sudan in
general, and Sudanese sports federations particularly, of lacking the academic
researches to facilitate the federations assessment, which usually is not able
to identify their weakness and their strengths. Many methods can be used
including This research can be replicated in other contexts to check the
reliability of the findings. Thus, the same research methodology can be
applied but reversely to identify the weakness of the Federation for example.
By identifying the weak points of the eight RAT pillars and then help to
develop it to help the national federations to have more competitive
advantages.

This research is limited to finding out the competitive advantages of
Sudanese sport federations using the readiness assessment tool (RAT), which
depended at 78 elements to measure eight pillars, however, these 78 elements
can be developed in future research together with the eight pillars to assess
the competitive advantages and weak pillars more reliably or to measure

different objectives even.

59

&) s

1

I

1L



References

Armstrong, & Gary, P. K. (2016). Principles of Marketing. London: PEARSON.

BD Business Dictionary. (2018). (BD) Business Dictionary. Retrieved from (BD) Business
Dictionary: http://www.businessdictionary.com/definition/competitive-
advantage.html

BernardJ.Mullin, Hardy, S., & A.Sutton, W. (2007). SPORT MARKETING. Champaign:
Human Kinetics.

Bowen, G. A. (2009). Document Analysis as a Qualitative Research Method. Qualitative
Research Journal, 27 - 40.

Chien, P. M., Cornwell, T. B., & Pappu, R. (2011). Sponsorship portfolio as a brand-image
creation strategy. Journal of Business Research, 142-149.

Collett, P., & Fenton, W. (2011). The Sponsorship Handbook: Essential Tools, Tips and
Techniques for Sponsors and Sponsorship Seekers. San Francisco: JOSSEY -BASS.

Copeland, R., Frisby, W., & McCarville, R. (1996). Understanding the Sport Sponsorship
Process From a Corporate Perspective. Journal of Sport Management, 32-48.

Cornwell, T. (2014). SPONSORSHIP IN MARKETING Effective communication through
sport, arts, and events. New York: Routledge.

Cornwell, T. B., Weeks, C. S.,, & Roy, D. P. (2005). SPONSORSHIP-LINKED
MARKETING: OPENING THE BLACK BOX. Journal of Advertising, 21-42.

DAL Group. (2018). Social Responsibility. Retrieved from DAL group:
http://www.dalgroup.com/social-responsibility-overview/

Demir, R., & Séderman, S. (2015). Strategic sponsoring in professional sport: a review and.
European Sport Management Quarterly, 272 - 300.

Douvis, J., Sarli, E., Kriemadis, A., & Vrondou, O. (2015). An Analysis of Sponsorship Deals
in Sport. International Journal of Sport Management, Recreation & Tourism, 14-36.

Flo™ter, T., Benkenstein, M., & Uhrich, S. (2016). Communicating CSR-linked sponsorship:
Examining the influence of three different types of message sources. Sport

Management Review, 146-156.

60



Girginov, V., & Sandanski, I. (2004). The politics of sport sponsorship: A policy network
perspective. European Sport Management Quarterly, 123-149.

Haden, J. (2014, 09 12). People. Retrieved from Inc.: https://www.inc.com/jeff-haden/40-
inspiring-motivational-quotes-about-gratitude.html

Information Resources Management Association USA. (2018). Sport Media, Marketing, and
management: Breakthroughs in research and practice. Hershey PA: 1GI Global.

Johnston, M. A., & Spais, G. S. (2015). Conceptual Foundations of Sponsorship Research.
Journal of Promotion Management, 296, 297, 301, 302, 303, 304, 305.

Kim, Y. K., Ko, Y. J., & Jeffery James. (2011). The impact of relationship quality on attitude
toward a sponsor. Journal of Business & Industrial Marketing, 566.

Madrigal, R. (2000). The Influence of Social Alliances with Sports Teams on Intentions to
Purchase Corporate Sponsors' Products. Journal of Advertising, 13-24.

Meenaghan, J. A. (1983). Commercial Sponsorship. European Journal of Marketing, 5-73.

Meenaghan, T. (1998). Current developments & future directions in sponsorship.
International Journal of Advertising, 3-28.

Minikin, B. (2009). A Question of Readiness”. unpublished , 89.

Mogalakwe, M. (2006). The Use of Documentary Research Methods in Social Research.
African Sociological Review, 221-230.

Novais, M. A., & Arcodia, C. (2013). Measuring the Effects of Event Sponsorship:
Theoretical Frameworks and Image Transfer Models. Journal of Travel & Tourism
Marketing, 308.

O'Leary, Z. (2014). The essential guide to doing research. London: SAGE.

Oxford dictionary. (2018 ). Oxford Dictionary. Retrieved from Oxford Dictionary:
https://en.oxforddictionaries.com/definition/competitive_advantage

Readiness Assessment Tool (RAT). (2018). Readiness Assessment Tool (RAT). Retrieved
from Readiness Assessment Tool (RAT):
http://websites.sportstg.com/assoc_page.cgi?c=1-8258-0-0-0&sID=199122

Robinson, L., & Minikin, B. (2012). Understanding the competitive advantage of National
Olympic Committees. Managing Leisure, 139-154.

Roos, M., & Magnus, J. (1999). Sponsorship: a way of communicating. Stockholm: Ekerlids
Fotlag.

61



Smith, A. C., & Westerbeek, H. M. (2007). Sport as a Vehicle for Deploying Corporate Social
responsibility . The Journal of Corporate Citizenship, 43-54.

Sport New Zealand. (2012, Jun). SPORT SPONSORSHIP SECURING AND RETAINING
COMMERCIAL PARTNERS. Wellington, Wellington, New Zealand: Un-Published.

Sportanddev.org. (2018, 02 10). Sportanddev.org. Retrieved from Sportanddev.org:
https://www.sportanddev.org/en/learn-more/economic-
development/underdevelopment-sport-developing-countries-0

Tony Meenaghan. (1991). The Role of Sponsorship in the Marketing Communications Mix.
International Journal Advertising, 35-47.
Uhrich, S., Koenigstorfer, J., & Groeppel-Klein, A. (2014). Leveraging sponsorship with
corporate social responsibility. Journal of Business Research, 2023-2029.
Wikipedia. (2018, 08 14). Wikipedia. Retrieved from  Wikipedia:
https://en.wikipedia.org/wiki/Competitive _advantage

Zain  Sudan. (2018). Zain Sudan. Retrieved from Social Responsibility:
https://www.sd.zain.com/English/About/Pages/CorporateSocialResponsibility-
Tab.aspx

6 2



Appendix
Appendix1: DTM letter to assist in collecting thesis data

3 DREAM
SEOUL TOGETHER
NATIONAL MASTER
UNIVERSITY e

September 6, 2018

To whom may it concern,

This letter serves to confirm that Mr. Ali Hussien is a student in Global Sport Management
Graduate Program at Seoul National University.

As a requirement of the program. the student is expected to accomplish individual thesis
research project. Mr. Hussien is currently in the process of carrying out his project titled
Understanding the competitive advantages of Sudanese Sports Federations and
Benchmarking with sponsors ' objectives by conducting a survey. | write to request for your
assistance to enable his to undertake the research for the master’s thesis.

Kindly note that findings will be shared and all information collected will be treated in

confidence and solely for academic purposes. | hope you find this in order and assist
acordingly.

Best Regards,

Joon-ho KANG

Director & Professor, Dream Together Ma J
Global Sport Management Graduate Progr:
Seoul National University
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Appendix 2: (RAT) Pillars elements (Governance)

SSFs Self Assessment Sheet
Stage 1 Stage 2 Stage 3 Stage 4
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Appendix 3: (RAT) Pillars elements (Management)

SSFs Self Assessment Sheet
Stage 1 Stage 2 Stage 3 Stage 4
Management Basic Level of Moderate Level of High Level of '°.:;::;[':L: of
Development in Place | Development in Place | Development in Place Development
Wie Nave 3 comprahensive
] Vée react io opportunities Wa have a simpie Vie nave an operational operational plan for all
1 Describe how you without documeniad operational plan, but i 5 |pian that covers our reguiar]  aciivitles and procadures,
camy out operational PrOGEUIES. ot NEcas5anty Lsat. actties. Which |5 approved oy me
planning. mEembership.
o o o O
All of our programmes are | A of our programmes ars
Wie have somea OUr programmes are
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Interest and opparuniy. mamibers. niy By p mainty by paid Eome]
managed by the some specialist volunizers. | spectalist vounteers.
arganisation?
o] o e O
Ve have a documented
A comprehenslve risk
What risk Vie |ozntty isks for 3l | sk management plan and
3 n Basicauyorcaels | o0 ond mas| risxs are consigereg 25 | MaANAgEMENt rAMEWON IS I
management considared. ung Fu:g.a part of the N place and approved by the
procedures do you pianning process. memberzhin.
have?
Q 2 < ]
Our events follow the four
‘Our events are congusted | Our events are seasonal | Our events follow 3 Dasic | recognised parts of Me event
4 How do mana at shori nofice by keen and managed by a pianning cycle In line with | management cycie and are
you ge members, commitiee. arganisational objectives. | managed by pald staff of
your evenis? agents.
O Lol s O
‘W have basic writian | Wie have writ of
Simple verbal reparts are m;m; g 2n afm’mﬁ :nms. We produce high qualtty
5 How do you report on provided fointerested | _f wiitien reports that are
. 25, but they anen't which are flled
activities that you members. fied. & Iy sufiable for pubilcagon.
organise?
o] o] 0 O
. 'Work Is undertaken by Some tasks are delegated | Wie have a managemant
6 How are essential Interested volunteers wha | VO Em"m to speciakst volunteers not Jtaam hat k5 separate fom the)
tasks managed by the| tum up on the day. ) on the Board. Board.
organisation?
o o Q Q
Cur mestings are formal | Our meetngs are suppontad
Wie nave Informal We nave basicmeetings | and follow 3 siuciured |y sub-commitie reports and|
T How would you procedures with no thathawe a chalr and an | agenda, circulated with Input from speciallst
describe your agenda. agenda. EUDpOIt documeants In Managers oF managamant
meetings? advance. OTOUDS.
o] O 0 O
Some notes taken of Motes of meetings and | All of our records are Tied We have awel
8 miaetngs and events but | avents are fMied but without | and catalogued for aasy shuctured
How are reao.rdslkepl are not e, ing. - and formal archive In place.
by the organisation?
[w} o] [} n ]
WiE Nave 3 compranensive
Informal operating ..f,’,‘{.,.ag"“"“‘-'“ 21“ :j:‘:ﬁ "“m"':u Operations Manual In piace
q How do you procedures are decioed oy | n”:!mengneus or rnpiemenl1 o | COWeNng 3l aspects of tha
implement operating 1he parson responsiie 158 0N Specic aclivites. meIFr mn:em. = orgarisations activites and
proceduras? procedures.
Q @ @ o
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Appendix 4: (RAT) Pillars elements (Sport Activity)

SSFs Self Assessment Sheet
Stage 1 Stage 2 Stage 3 Stage 4
Sport Activit i
P Y Basic Level of Moderate Level of High Level of s P"."ﬁ::;'”“' & of
Development in Place | Development in Place | Development in Place ﬂ![ll:la I ent
Our alfietes get
1 'We have unsupervisad Our members provide ancémmmgﬁ% spaclalised professional
How do you prepare activites. oozssional coaching. | peedg e coaching by paid and
your athletes? CwieageaD) " frained professionals.
o a o] O
westge e st eesmTre
2 What junior We organise ag-hoc We oganise age competitions that are B%I:gma.ﬂutp il
- Euens. appropeiata acthites. grasad by abdity or
competitions do you signifzant pyskal etana clear patiway from jurior
hold? o mﬂelﬂ!wﬂﬂm.
o o o s ]
We Nave a natonal
3 What naticnal Ve holg disinct o urban |We have some competitonfe hokl an annual national]l  compettion TEmework
- area compeston. Detween st chamgionsnip. INCuANg toumaments and
competitions do you quay
g EVents.
hold?
o] O Q o
i Ve attend regional games | We compete regionally
4 What is your We aspire io compete | of evenis and are offered | with some successand | We have success 3t major |
involvement in Intesmiationally. wiid card entry &0 qualify for intemnational Intemational events.
international Int=maional events. championships.
competition?
(o] a o O
e hoid graded seasonal
5 What type of C:::hnld;:;m—nl 3l we ugamf:z: We hoid reguiar seasonal | competiions supponted by
competition mureu campett red and formal competitions. | toumamenisievents and
framewark do you required. requred. NaONa! CRAMpONhps.
have?
o O L&) o
What is your Some actvities In tris W are involved In The NF Inftiates SFD |5 conslaersd a par of
6 approach to sport organisation are SFO bat | programmes inttist=a by | programmes of SFD that | the cors business of the
fsfdeveln P‘:ﬂ are not labeled 35 SUCh. extemal agencies. are based on telr sport. organisation.
(SFD)? = = o)
(o) O s} O
- We ofler ag-nocprizes on | We nave Incentives for | W2 Nave an annual sports
T What recognition We have 3 Hall of Fame.
and i tes do activity days. KEEN VOIUMESrs. awarns.
you offer?
o a o] O
We select squads no more
8 What national mwmnb&m may| than mongi peior o Wi—‘ni\l'E a ratonal Ournamﬁ:eam ks full
teams and squads an event. ng squad. :
does the NF have?
o [s] o) o
They are Informial ‘We host national and We host Imemational
[+] How would you We stage [ocal events.
describe your gahenngs. regional events. evEnts.
events? o o) =] o
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Appendix 5: (RAT) Pillars elements (Communication)

$5Fs
Self Assessment Sheet
Communication Stage 1 Stage 2 Stage 3 Stage 4
Professional &
Baslc Leval of Moderate Level of High Leval of Specialized Level of
Dewalopmeant In Placs | Developmentin Placs | Development In Place Davelapmant
What is the Our NF has a sophisticated
prefered Wie use a phone neswors i We use azocial media || We post notices on a webske | and Imeracive web based
1 method of pass messages along and | platform to communicate with | and use soclal mediato | communications system that
communication paost nolices on a board. and between members. | aSract members fo our site. | Is uniguely branded, such as
an exranet.
within the
C ion? o o %) 0
Al of our notices are written | We have a dedicaied notice Most of gur notices. are All of our Rotices ans
2 What format do and posted on @ community board for members and & distributed slectronically, disfributed electronically and
your notices notice boand of on communiy | dedicates sict on radio for using an intemet bazed are ineractive to enabie
take? radia. reaching remote locations. system. members io respond.
o] O o ]
How is social We encourage member led ‘ie have estabiished a social
3 mediz in We have social networks soCial metworking among The NFI":“‘ :IED:‘:‘M networking site which s
.useld amonsg triends and family. | aroups, such as players and ”‘;or':'m“"m""; Branced and resaicsed o
organisation? coaches. . subzcribing mambers.
o o o o
T o
r orinted Hewsleters are somefimes A reguiar pewsieser |5 Wie produce a member | W produce an organisation
4 your printes produced and diswibuted by | produced and distibused by paltilcation pakd for By magazine of pusilcation
c‘.Dmr'm:‘nlgatlon Fand, mail. subscription. quality.
aka
o) ] o ]
How does your
s y Dedicated intemet provider | Sranded intemet service: and
5 organisation Use of public Internet provider]  Shared intermes provider ang Infranst Evtramet
access the
internet? 5] o 3] 0
‘Bub commitizes ane We have an information
5 Who takes Inferested peopie ke | The Becretary of e Boar iz resparsibie for sirategy, dmven by &
responsibiity for| e sparniity, resporsibie. communicating about meir | speciaiist veiunbesr or paid
communicating activities. member of sta
informiation? 5] o %) )
The NF has an Interacsve
The NF wabsite provides | web platior that allows two
7 What type of The MF fas a simple website | e have a simpie website | reguiary updased informasion | way communication with
web presence that |5 occasionally updated. | et is reguianiy updabed. | on s 8wl range of activiies | membership and Incorporates
does the NF and zErvices. offer features sach a3 a
have? membership database.
O o o a
The NF has s media strategy|
What is your " . We resact to speciic 'Wie mnget communicatons and dedicated siaf that
8 5 for We m"‘x"::"l’am" with circumstances and about key actiitics at some | provide Information abeost
i ay ¢ " ) oppertuRTes. forms of media. services and activies to ail
wa “;B ‘;“ ey media outiets.
miedia?
[ s e o
What form do o""""m: r:‘“e “:'"D'el The NF masa house sty | The NE has its key repors,
g your major Hand Written and Informal °Ed:! - 'w':‘ ‘“m“ and desk top publishes it such as annual reporss,
written re mc" “'m"m“h_ publicaions. professlonally produced.
take?
(o) o o O
What presence tore
10 du:s your Cecasional T news ftems. | Ocoasional TV News Reports | Occasional festure TV stones Rma:ﬁ“ ) zand
organisation - p= -
(
have on = 2 - o
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Appendix 6: (RAT) Pillars elements (Finance)

SSFs
Self Assessment Sheet
Stage 1 Stage 2 Stage 3 Stage 4
Finance Basic Lavel of Moderats Lavel of High Lavel of "mm "‘"‘d
Devalopment In Placs | Development In Placs | Development in Placs Spsl:mn
The KF has a graded and
We recatve some categonzed merDaTINE
What inzome do dorations and contriutions] OF TETbeTERArasTAl | We have 2n annual 2= sucturs thae
1 foe bo rgizter wth P HE. | membershin fee
you recelve from from members. - - generates significant
membersnip fees? Income.
0 o o &
What profit is W gEnerate some ot || We genenats reguiar oot We gerenats sigrificant :’mﬁ““" ﬂm‘
2 anb’, usuaily wia dorations. or from owr aciiviles and Income our activities and o
Tundraising aciviies. events. EVEnis. Specttion of groes
aciivities and annualy.
ayanis?
[a] a [=] o
Wi e 3 formal
e have some reguar The NF has a
How would you W P some AUnaratang | o i actiybes that |[OTRSN Bogramme T s e fundraising
3 describe your NF's muummu e pian for, such as an h-matl Hm.'! programme based on a
approach o = rangeE of AUNCING SOUITES. o
fundralsing?
[u} o Q o
We sl menchand se
We el fated Rems We have branded
What revenue ks e sl non zpart retated mnwmm mmsocaed Wil Speehle | rarcize tat £ 25 on
4 P A —y ERE | actaties, such ag seeni b
made from sale of LS b PR oy, " AN onpoing bass
merchandise? e
’ o] o a o
W recelve some value In The NF has established
5 What spansorship L\\eru:\eh’;?:m‘rm i from local mm;s, mm“‘“‘;‘;’“:‘:‘_ mm;mm
b or our
suppon:gi;e:sme NF| rends and miatfes emiers or friends nd suppart. [ - "'_“"
0 o o o
The: IF program provides
The IF
. What funding da Inena support i o | cash that suppores specrc mm"":_‘: e otes o
for o bythem | fundeg based s
you r2cale fram and some equpmert. | SUEh 2s coach education rarking and | parscipation In IF everts.
?“’FFE':“EHT’: 'I':l"" and attictz preparation. B
Q o Q o
e WarK Clomety eith our
\We receve spectic Wi recetve systematic | NOG to use OS grants o
7 What funds do you “:ugm“mum“l:t mm‘am mmth rum:mmmau:
N acthities as determinesd our participation represent our Doy
FEcEie from OIS Spomsored by 08 the NOC. Ciympic Games. the Ciympic Games on
Clymple Salidarity? iy
0 o ) o
Wi DeCaTOnaly ey
Ocrasioraly we reoeve e ———— We recetve Snanclsl The govermment provides
B What fundirg do =rail grants usumiy b || deveiopment activies Bat] SPPOT F SOME O OUF | CompRETENZiE grant far
¥ou r2caive from cover access ko faciter. |are in Ine weh povernert] S OUIRED IASEIOR | our ceveiopmen! and
Govemment? Intiathes. . =
[a] a [=] o
The M- produces formasl
s How do you repoert | |versai reportng 1z proviaed m:‘:wndmeumlem A prvduce forma audied]  musted Snancia renors
on your financas? 2 requirsd. shests, Anancial regorts. Tt are algned o
Drganiational pans.
0 o o o
The NF manages ks
How do you —— fnances mmughcost | The NF has am vestment
10 manage your our accounts to sendce sach | cenires that ane confrolied | portfolo bo help mamimise:
maoney? 2 snge Eank account. operatoral ansa by difenent parts of the s revenue.
organisation.
] a [=] o
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Appendix 7: (RAT) Pillars elements (Physical Resources)

SSFs Self Assessment Sheet
Phvsical Stage 1 Stage 2 Stage 3 Stage 4
ysica Professional &
Resources Basic Level of Moderate Level of High Level of Speci ali:::io::uel of
Development in Place | Development in Place | Development in Place Development
. . We have equipment that .
1 What sports We have basic equipment |~ ") u?qu-.lf":nrrmdiahe We have and use IF We develop our own high
equipment do you for activities. needs. recommended equipment. standard equipment.
have?
o [a] 0 Q
" _ ‘We own basic sport We insist on IF regulated Wie have sponsored
2 What uniform code MEand use U:.:].D[I‘J?s_hng equipment and some office unifiorms for all uniferms and training
do you have? agread equipment. compefitions. equipment at IF standard.
Q Q 0 o]
. We own basic sport We own or lease simple .
3 What physical Ourasselsbelonglo | i ant and some office] faciifes for administration | VS 13Ve investment
assets does the NF interested members. equipment. or sport. propey.
have?
o] o} 0 o]
Use of committes We share a facility with |We have a dedicated office]
4 |wnat office facilies membershouse | cther orgenisations. Cacity We own our headouaners.
do you have?
(=] o] 0 o]
What office . Weh N w We ha\le$ D‘f‘ﬁn[::a.m full
- & Use @ member's ‘& have our own or lease & owm or lease a good BC0ESS to CO ing.
3 Eqmprrlent‘-;l:‘ln you personal equipment. basic office equipment. || range of office equipment. mtermnet and copying
have? equipment.
o] e} 0 o]
6 ‘What is the standard We make use of ‘We have access to sport We have a dedicated We have access to
. nonspecific sport faciiies | specific faciities when facility that we use when |intemational standard spor]
of fraining venues when available. available. we want. faciities.
that you have
access fo? [a] (o] 0 [a]
- We make use of 'We have access to sport 'We have a dedicated We have access to
7 What compefition nonspecific sport facilities | speciic facities when | facility that we use when [intemational standard sport
facilities do you wihen available. available. we want. facdities.
7
have access o7 o o ) 5
L We hawve shared access fo We own a fully senviced
g | Whatamenities do w:;;:"" ““Edfmmmi;m a el sstablished sports | ''C 5 S 98m =Pr | chup facity that =l our
you have for your ng sporis ciub. - affliates can use.
7
members? o o 0 a
We have access toa 'We share access o a We own a complete [T
L] What member's personal computer and intemet Weleas:a:ehba::{d system that covers all our
communication equipment. connection. COMMIsMCINoN SSsets. communication needs.
assets do you have?
Y ) 0 o o
We make use of our We hire fransport when We lease vehicles as Ve own vehicles that meet
10 What transport members’ assets, neaded. appropriate. suchasa | - png transport needs.
assets do you have?| team bus.
e} & 0 [s]
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Appendix 8: (RAT) Pillars elements (Human Resources)

SSFs Self Assessment Sheet
H Stage 1 Stage 2 Stage 3 Stage 4
uman i
asic igh Leve o
Resources Basic Level of Moderate Lavel of High Level of sp:::f;:“r:gﬁ
Development in Place | Development in Place | Development in Place Devel nt
- . Vie have an administratyve
1 Who is responsible Everyone looks after thelr | Our Board members are | ofcar who Is sfther 3 mawe ':Tem::n‘fo mlon
for the o actvities. assigned to manage tasks. | speciallst volumteer or pakd r;g“ ssation
administration of the| [PErson. orgar -
association?
0 o o 0
Untraned volunteers  [Some irained coschas look| Speclalised coaches eitner|  Qusifed professionals
2 - coach leams out of afterourteams on 3 | voluniteer o recaive some | take care of cur coaching
Wh:::ic:;geimﬁ Interest. volunteer basis. —T neags.
o o G o
. We have traned volunteer|  We nave spaciatssa We have fully quaitied
3 What technical Interested ":;_"Ee"' PP | omcizs whoworkwihan | ofclals tranedto F | professionals who camy
officials do you officials commission. standands. out our offclais’ duties.
have?
0 o [5} 0
We have reguiar (Cur athieles are commitied] We have professional
4 What type of Wmllnbemst‘;lu partizipants who will rain | and choase our sport over |athietes for wham the sport
athletes do you pAMCRIEE. | o least 2 tmes per waek. oiner actvities. |5 T ife.
have?
o o G 0o
What human We have established Job | We have an HR polley In .
HR) We recrult and selzct oy Sescriptons for our basic | pace ang selet |V Nave 3 comprehansive
5 Bsources| word of mouth and trough roies, bt rety on ana IHMIMI'EHL:DLI.IITIHI HR framewor to manage
:;:;F:;"::; personal contzel  § vy ntaere 10 71l posttons. and pald staT. 3l acpects of HR.
7
places 0 o o o
6 How would you It Is naturally béased and. W have mate stempts at W;E “”me;z:f:" Wie are an equal
ac;:::he :z:::er tradiional. afMrmative action. ik vy opporiunily employer.
equity? o o lu] o
) Training proviged by We haveraningang | We have mpiemanted a
T What education Incidental I;aDmlng ONME | temal sources sugh as | eoucaton programmes, comprehensive
support do you ) e NOC. wihich we run. educational framework.
provide?
Q Q = o
. . 100% volntear
What is the ratio of management, most of Some professicnal SUPROnt) ) o oy spes of staf are | More han 50% of staff are
8 volunteers to which is done by 15 sought when funds pald
professional siaff commitiee members. permit.
employed? o 0 5] )
g What type(s) of interested but casual wit | invicual members who | | ACOTBAlonGt ) We area F:ﬁ;&grm
membership do you o zommitment. pay fees. ciubs. cluds
have?
Q Q = o
Fome alempl Nas been | Al volintary and par [ooe | AN volnkary and pard [oos
Mgt [0bs are carried out || made to isentity speciaist are gerved from a have a documented job
10 Describe the job by committee membess || jobs at are assignea to | comprenensive Task ang | descrption and person
stnacture of the NE and Interested voluntears. | appropriately sifled | skiks audit Mat Is requiarty | specification approved by
: L0l updaiEd JE o5
o} a o 0



Appendix 9: (RAT) Pillars elements (Values)

SSFs Self Assessment Sheet
Stage 1 Stage 2 Stage 3 Stage 4
Values Basic Level of Moderate Level of High Level of s F '.”':mss"m"ﬂ: of
Development in Place | Development in Place | Development in Place pe;-l:“
~ We have a small core of |There is a strong work ethic] Seif sacice for the sport
1 What is the general We play for fun peoplewhotake  |thatdrives our organisation| and the organisation is the
attitude towards responsibility for the spert | to promote the sport. | norm ameong cur members.
sport?
o O o (o]
. . o Res| for the team
2 Respect for others is Respect for the rules is Respect for oficials is uﬂmﬁ:m for
How do members encouraged. enforced. paramaount. everythin
exhibit respect? g
o} o] 9] o]
o their A o their community. ‘0 their district and club. i
To whom do To their fami To thei . To their district and club. To the NF and the national
members hold
allegiance?
o] O Q [e]
4 ) Driven by cure Dedicated to their own Dedicated to their club or Diedicated to the
How dedicated are pear pressure. communities. team only. organisation and its brand.
your members?
o] O Q o]
5 What iz the attitude Play Nﬂlfl'l!l‘l’)' Understand _w'lming and Sh'ruefurlrwlmﬁnem Elelieue_in the process to
of members towards, compefitiveness. losing. after failure. achieve SUCCESS.
competition?
[a] ] o ]
How do your Encourage fair play ower | Believe that consistency Fursue persistence and Win by being excellent in
6 members approach wanning. will win the day. m"“"":ﬁ’ achieve | o erhing that we do.
success and ;
winning? o] la] 0 fe]
What motivates your] | Participaion with fiends. Acauiring skills. W“Eﬂ‘g;mr“ Achieving excelience.
members the most?
Q o] Q o
What is the atfitude We tend tobe a bit nsular | We are comfortable with | We proactively encourage |We: are fully integrated as 3
of i and gravitate to our ethnic | being open to all groups of | integration of all types of | sporting community and
dmh_;';‘ and cultural groups. 3 people in our crganisation. proud of it
IVETSl
membership? o o a o
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