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EXECUTIVE SUMMARY 
 

Club Matters is operating in a changing landscape 

 
Club Matters contributes to Sport England’s new strategic direction 

 Club Matters is contributing to outcomes defined in Towards an Active Nation, and is therefore 
supporting achievement of the government’s five outcomes 

 The primary contribution is in support of a more productive, sustainable and responsible sports 
sector  

• Sustainable clubs are a crucial part of the physical activity pipeline, providing a 
progression route for the newly active whilst also supporting the already active  

• To achieve sustainable clubs, there needs to be a sustainable club 
development/support infrastructure  

• Organisations in the club development sphere are faced with shrinking resources  
• Club Matters allows intermediaries to do more with less  

 

Club Matters’ progress to date has been good  

 
Reach is good, considering Club Matters is only two years old 

 14.6% of clubs supported by NGBs funded by Sport England are registered users 
 The actual level of engagement and awareness through non-registered activity is probably 

greater  
 Based on our understanding of conversion and abandonment rates, we think it is reasonable to 

conservatively estimate that, for every one club that registers, two visit without registration; this 
indicates that sector awareness is much higher than registration rates might suggest 

 Indeed if we accept that assumption this means that potentially 43.8% of clubs would have 
visited Club Matters 

 The majority of clubs are still using Club Matters on a ‘drop in’ basis 
 Some are using Club Matters in a more planned way but progress is often slow, reflecting that 

club development is being carried out by volunteers with limited time 
 Repeat usage and use of multiple resources is not yet commonplace 

 
Ongoing engagement by Club Matters is very effective 

 Regular, relevant and interesting communications keep clubs engaged between visits 
 Clubs remain engaged through the regular communications, even when they are not actively 

using the resources 
 Clubs and intermediaries rate the quality of their experience and service provided by Club 

Matters highly - these components will in time deliver quality outcomes 
 
Human activation is also crucial 

 Clubs are also typically working with an intermediary, providing an essential human interface to 
aid club development 

 Club Matters does not drive change, the initial stimulus is always a person (club leader, 
intermediary staff member), Club Matters is the tool by which change can be enabled 
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Club Matters is adding increasing value to intermediaries1, in a time of significant change 

 
Club Matters is embedded into business as usual for most intermediaries 

 Intermediaries are using Club Matters with greater intelligence and purpose, to develop more 
productive relationships with clubs they are working with 

 Club Matters releases capacity to increase intermediaries’ reach to more clubs 
 Intermediaries value having high quality resources at their fingertips, enabling them to focus 

their time and efforts on practical support and/or developing sport-specific resources  
 In a time of reduced resources and expanding remits, Club Matters provides crucial 

infrastructure to support club development 
 
Strategic Added Value 

 Club Matters’ makes its impact by generating Strategic Added Value in the sports sector: 
influencing stakeholders’ behaviour and performance, and creating the conditions and 
infrastructure which enable stakeholders to be successful 

 This is precisely the type of impact that a national public body should be seeking to achieve with 
an investment on the scale of Club Matters 

 Unusually, Club Matters delivers across all four main categories of Strategic Added Value, but 
its biggest contribution is across:  
• strategic leadership & catalyst – facilitating and catalysing club development, maximising 

reach,  
• strategic influence – influencing adoption of good practice and encouraging partners to 

concentrate on club development 
 Products that deliver across multiple categories of SAV are generally the most impactful 
 SAV is increasing, as more intermediaries use Club Matters to its full potential, and we expect 

this to grow further as this work continues (e.g. NGBs aligning their club development with Club 
Matters)  
 

Equity 

 
Club Matters reaches into all the different parts of the sector, but some barriers remain 

 As a digital platform, Club Matters should enable equitable access to high quality resources, 
regardless of club size, type of sport and geographical location 

 The data appears to bear this out, with no difference in usage rates related to deprivation or 
NGB size  

 However, the opportunity to combine Club Matters with the human activation element may be 
influenced by NGB size and accessibility of location, as these influence how easy it is to make 
human resource available to support clubs on the ground 

 Digital literacy is also likely to influence equity of access, with some club leaders finding the 
digital platform a barrier to engagement and accessing club development opportunities 

 

  

1 By intermediaries, we are referring to partners who work directly with clubs to support their development, such as NGBs, 
CSPs and local authority sports development teams. 



Evaluation of Club Matters Phase 2 – Final Report 

 

Club Matters needs to keep developing 

 
Club Matters must stay relevant to sustain its impact 

 Club Matters is a high quality product and service, which influences engagement and retention 
 Its most valued characteristic is its relevance, which comes from it continuing to be up to date 

and easy to find the relevant information  
 This means updating the product regularly and evolving to meet changing needs 
 Gathering data that can be used for intelligence purposes – both through the website and other 

feedback, including intermediary feedback – will be important to inform product development 
and communication strategy 

 
Ongoing communication is essential for retention 

 A crucial part of the offering is the communications that keep people engaged 
 Club Matters has been very effective at this so far  
 Quality, relevance and frequency of communications are all equally important  
 
Club Matters needs to focus for maximum impact 

 The evidence suggests that, rather than trying to be all things to everyone, Club Matters should 
retain a clear focus on supporting traditional clubs 

 Human activation activities should be focused towards clubs that are already open to and 
preparing for change (in the preparation and action stages of the behaviour change model) 
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1 INTRODUCTION 
 
As Sport England embarks on delivering its new five year strategy Towards an Active Nation, there 
are important decisions to be made about who, how and what will enable them to meet their goals 
most effectively and efficiently.  Sports clubs have the potential to play a vital part in delivering the 
strategy, and so how Sport England supports clubs to be part of a sustainable sports sector needs 
to be clearly understood.  Sport England has invested in Club Matters as a fundamental part of the 
club support offer for the past two years.  Now the questions that need to be answered are: 
 

 what contribution is Club Matters making to a sustainable club landscape and sports 
sector? 

 what could that contribution look like in the future? 
 does Club Matters offer a solution to developing and maintaining sustainable sports clubs 

within the sector? 
 if yes, how does Club Matters need to be developed going forward to deliver that solution? 

 
Evaluation of the first year of Club Matters indicated that the resource was beginning to gain traction, 
but that more time was needed to understand its potential impact. A second phase of evaluation was 
therefore commissioned. This report sets out our findings from this final engagement with 
intermediaries and clubs, offers an interpretation of those findings and makes recommendations for 
the future of Club Matters for Sport England to consider. 
  

1.1 Evaluation objectives for Phase 2 

 
Our objectives for Phase 2 therefore were agreed as follows: 
 
1 understand clubs’ development journeys and ongoing use of Club Matters, through continued 

engagement with clubs from the Phase 1 evaluation 
2 understand the impact of Club Matters on intermediaries, using Strategic Added Value as a 

framework  
3 explore ‘equity’ – do some clubs derive greater benefit from Club Matters than others? 

Specifically, to test the propositions 
 do clubs affiliated to small and medium sized NGBs gain more because their NGBs are 

less well resourced, versus clubs affiliated to larger NGBs which have the resources and 
capacity to support their clubs more autonomously? 

 are clubs from areas of socio-economic deprivation likely to gain greater benefit from Club 
Matters? 

4 identify what clubs and intermediaries want from Club Matters in future, to inform the continued 
development of Club Matters  

 

1.2 Methodology 

 
The evaluation for Phase 2 has remained primarily focussed on qualitative research re-engaging 
with intermediaries and clubs that we had spoken to previously.  We have drawn in some additional 
clubs to boost the qualitative data, as we didn’t get sufficient re-engagement with clubs from Phase 
1.  We also agreed to analyse quantitative data provided by PwC to corroborate the qualitative 
findings.  This was to be targeted analysis of the data rather than a wholesale piece of analytical 
work, as quantitative analysis has been the responsibility of PwC throughout the evaluation period. 
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1.2.1 Qualitative research 

Of the original sample of 54 intermediaries (Local Authorities, County Sports Partnerships (CSPs) 
and National Governing Bodies (NGBs)) that had been randomly selected, in this final phase we 
spoke to:  
 

 7 local authorities 
 17 CSPs  
 15 NGBs  
 4 other organisations  

 
This equates to 80% of the original sample.  The highest attrition rate was amongst local authorities, 
where restructuring and budget cuts have led to sport development functions being cut in many 
places.  A full list of all intermediaries that were consulted during this evaluation is included in 
Appendix 1. 
 
During Phase 1 we spoke to 78 clubs in total, which had been selected using both random sampling 
(with segmentation by geography, measures of local deprivation as an indicator of socio-economic 
status and sport) and some targeted approaches.  During Phase 2 we spoke with 32 of the original 
78.  As this fell below an acceptable level we boosted our sample using a targeted approach, 
whereby we were supplied with contacts for clubs that were known to have recently engaged with 
Club Matters through Clubmark.  This enabled us to speak with a further 35 clubs, 69 in total. 
 
Though we have had to adopt a less than random selection methodology, we have monitored 
engagement to ensure that we have spoken to a balanced selection of clubs based on sport, 
geography and socio-economic areas of deprivation.  A full list of the clubs we have spoken to is 
included in Appendix 2. 
 

1.2.2 Quantitative evidence 

We requested data from PwC for the whole period of the evaluation, ie February 2015 to February 
2017.  The data requested included clubs registered with Club Matters and the resources each club 
had accessed.  We also requested data in relation to newsletter circulation and opening rates, as 
well as Twitter analytics. 
 
The data received was first cleansed, as far as possible, by removing any obvious test accounts and 
duplicates.  We were then able to collate the datasets provided into a single database, using the e-
mail address of the user as a unique identifier.  We have attempted to isolate users that are affiliated 
with clubs to give us an understanding of club engagement rather than individual user engagement.  
Further, we have attempted to identify unique club users by matching club names. In some 
instances, different spelling or versions of the club name has made this difficult.  
 
There are some significant limiting factors which have meant that, whilst we have included 
quantitative data to support our qualitative findings, we do so with a level of caution. These limitations 
include: 
 

 users (registered or not) can access information without logging in  
 workshop attendance has not consistently been recorded through the website, as clubs 

have been able to attend by local arrangement; therefore we do not have accurate data on 
how many clubs have accessed workshops, which ones and when 
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 activity is not always accurately captured, for example submission and review of Club 
Improvement Plans is difficult to interpret as it is only the date of access that is captured, 
not the nature of activity or version of the plan, which would give an indication of how the 
plan is being used 

 
We therefore cannot present a full picture of the nature and scale of information being accessed, nor 
other activity such as workshop attendance in detail.   
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2 A CHANGING LANDSCAPE 
 
The world in which Club Matters is now operating is very different to the one in which it was conceived 
in late 2014.  Sport England’s Strategy, Creating a Sporting Habit for Life 2012-2017, was focused 
on increasing habitual sports participation amongst adults. Club Matters was commissioned to pull 
together a number of pillars of club development support into a one stop shop, with the aim of 
supporting the traditional sports clubs market, to improve club sustainability and membership 
retention; thus contributing to increased adult participation and retention in sport. 
 
In December 2015, the government launched its new sports strategy, Sporting Future: A New 
Strategy for an Active Nation. This heralded a significant shift in policy, to ensure sport and the 
agencies who support the sport sector make a wider contribution to the wellbeing of the nation, 
across five broad outcome areas: 
 

 physical wellbeing 
 mental wellbeing 
 individual development 
 social and community development 
 economic development  

 
Sport England’s remit was expanded to encompass children over five years of age, and there is a 
much stronger emphasis on activity rather than only sport.   
 
Sport England’s new strategy, Towards an Active Nation: Strategy 2016–2021, responds to this new 
call to action with a thoughtful assessment of how the organisation can support this wider agenda.  
The figure below, taken from Towards an Active Nation, shows how a productive and sustainable 
sports sector remains one of the foundation stones of Sport England’s work.  However, the way in 
which Sport England will achieve this and its other goals in future is also changing.   
 
Figure 1 – Extract from Sport England Strategy 
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The financial resources available to Sport England have remained the same but the remit of the 
organisation has increased, with the new strategy creating additional priorities alongside those Sport 
England has typically focused upon.  In common with other public agencies, Sport England needs 
to achieve more with less.  This is also affecting partners funded and supported by Sport England, 
with significant funding cuts for some NGBs and both reduced funding and an expanded remit for 
CSPs. 
 
The original logic model (included at Appendix 3) envisioned Club Matters as primarily a resource 
accessed directly by clubs, to support their development.  Partners such as NGBs and CSPs were 
originally seen as a conduit for getting the product out to the market, for instance by signposting and 
promotion. As such they were an ‘input’ to the system, to get Club Matters out there.  However, over 
the lifetime of Club Matters, the changing landscape has driven a different and deeper level of 
involvement from partners.  They continue to input through promotion, but have also been using the 
resource themselves as a tool to support their work with clubs.  Sport England is increasingly viewing 
Club Matters a ‘Shared Service’ resource to support its partners; a quality assured resource to 
minimise the need for individual partners to develop their own club development tools and resources.   
 
Whilst some of the larger NGBs still have their own sport-specific resources, we have seen a notable 
shift during the evaluation period, with more NGBs utilising more of the Club Matters resources and 
seeking to align their own resource development so that it is focused on filling gaps unique to their 
sport.   This, we believe, is a consequence of the tighter financial environment. But it also suggests 
that NGBs increasingly trust the quality of Club Matters resources.  
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3 HOW CLUB MATTERS IS BEING USED 
 

3.1 Club Matters at the end of Phase 1 

 
In August 2016, 18 months after the launch, we reported on patterns and levels of Club Matters use. 
Whilst they were perhaps not reflective of the original aspirations for the resource, they told a story 
of steady progress.   NGBs, CSPs and other intermediaries were able to recognise the value of 
having a high quality resource at their fingertips to help them support clubs.   Some intermediaries 
already reported that they were able to increase their capacity to work with clubs and more easily 
keep up to date with best practice.  
 
Whilst we didn’t see as many clubs going on a planned development journey2 as anticipated, those 
clubs using Club Matters were gaining benefits, getting help in tackling issues as they arose.  New 
clubs were using resources to lay solid foundations and get the basics around governance and 
finance right. Club leaders valued the time they were able to save by being able to access quality 
resources all in one place.  It was recognised that Club Matters could not help with everything, some 
issues were too big and complex for the resource to resolve.  It was also recognised that a human 
intervention was an essential component for activation and support.  
 
Club Matters was starting to deliver tangible benefits to some clubs and evidence of the strategic 
added value of the resource was also emerging for intermediaries.  Whilst small and medium sized 
intermediaries were perhaps gaining more value through the efficiencies Club Matters was bringing 
from a club perspective geographical location, sport or size of club and level of club development 
was immaterial – Club Matters appeared equally accessible to all.   
 
There were some concerns about the longevity of Club Matters, too many other resources had come 
and gone.  We highlighted this as we felt that to further increase uptake it needed to be clear that 
Club Matters was here for the long term and that it would continue to develop and evolve to meet 
changing needs.   
 

3.2 What’s changed? 

 

3.2.1 Continued steady growth 

Since July 2016 the number of clubs registering has increased from 7,511 to 9,136, representing 
21.6% growth over seven months and 14.6% of all 62,385 clubs supported by NGBs funded by Sport 
England.  
 
 
  

2 By this we mean a planned strategic development journey, usually using the Club Improvement Tool or sometimes 
Clubmark as a development framework. Clubs working on a planned development journey tend to have a clear intent and 
a vision or defined set of development goals they are working towards. 
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Figure 2 – Registrations have grown at a steady rate over the two years 
 

 
 
The increase in registered users has also resulted in a 10% increase in the downloading of toolkits, 
from a monthly average of 854 at the end of July 2016 to a current monthly average of 940.  Access 
of e-learning has seen a more modest increase from 83 to 89 per month (7.2%). 
  
Monthly average page views have also seen an increase of 591 and overall web sessions are 
continuing an upward trend. 
 
Figure 3 – Web traffic has shown some seasonal variation but overall continued to increase 
Web sessions appear to dip over the summer months but recover through the autumn 

 
 
 

3.2.2 Club Usage 

In Phase 2 of the evaluation we spoke to 69 clubs, 32 of which we had spoken to previously.   A 
significant number of the new clubs we spoke to were clubs that were using the new Clubmark portal 
to gain re-accreditation for their clubs.  This gave us an opportunity to explore club use of this new 
feature of Club Matters alongside clubs’ general patterns of usage.  
 
We categorised the clubs we interviewed by their pattern of usage, using definitions developed in 
Phase 1 of the evaluation.  Please note this is only a categorisation of those clubs involved in the 
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qualitative research, not of all Club Matters users, and therefore a degree of caution is required when 
extrapolating these proportions to the wider population.  Despite this reservation, both Phases of the 
evaluation find that most clubs use Club Matters on a ‘drop in’ basis. 
 
Figure 4 – Most clubs are using the resource on a ‘drop in’ basis  
Fewer clubs are working in a ‘systematic self-service’ style whilst those on ‘planned journeys’ remains 
much the same 

 

 
 
Of those we spoke to, the proportion of clubs on a ‘planned journey’ remains much the same.  
However, data on the use of the Club Improvement tool shows that while 13% of clubs have created 
a Club Improvement Plan only 2% have created more than one (indicative of reviewing progress 
against planned development). This supports the qualitative findings that, even for those clubs intent 
on a ‘planned journey’, progress is often slow and they may, in effect, drop in and out of using Club 
Matters as capacity dictates.   
 
Interestingly the Club Development template and guide are the two most frequently downloaded 
‘toolkits’ and, whilst around half of those have been downloaded by clubs that have completed the 
Club Improvement Tool, half have been downloaded by other clubs.  The proportion of clubs planning 
club development may therefore be slightly higher. However, based on our qualitative findings, the 
challenges to making progress, whether that is using an online tool or hard copy templates, are likely 
to still be applicable.  Findings have consistently shown that club development does take time, and 
probably longer than clubs and Sport England might anticipate. 

 
33 of the clubs we spoke to in this phase were selected from those using the new Clubmark portal. 
We would expect clubs engaged with Clubmark to be accessing other elements of Club Matters to 
enable them to meet the Clubmark criteria.  This pattern of usage would be described as ‘systematic 
self-service’ However, within the sample selected, most were categorised as ‘drop in’ because 
Clubmark was the only element of Club Matters they were actively using.  We think this was because 
the portal has yet to be fully launched, so most clubs using the portal were already accredited. For 
them it was a mainly administrative process, rather than an opportunity to develop their club.  Some 
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others had only just registered, so were not fully engaged with the process.  This slightly skewed 
sample may also explain the apparent shift in club use from tier 2 to tier 3 seen in figure 4.    
 
 

“We’re a well organised Club with a supportive committee 

and volunteers.  We already have all the policies and 

procedures in place.  Clubmark is a way of proving that we 

are safe and well run.” Club leader 
 
Quantitative data supports these findings, with toolkit downloads making up the majority of logged-
in activity.  This is indicative of immediate solutions to specific issues.   
 
Figure 5 – Toolkits are the most frequently downloaded resources 
More time intensive elements are less frequently accessed 

 
 
 
Amongst the most frequently downloaded tools were: 
 

 role outlines 
 monthly budget template 
 health and safety/risk assessment templates and guidance 
 constitution guidance and template 
 codes of conduct 

 
32% of registered clubs have accessed a toolkit, e-learning module or Club Improvement Tool.   
 
Whilst these immediate ‘quick fix’ solutions work well for many clubs, the resources in Club Matters 
fully support a ‘planned journey’ when that is a club’s goal: 
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A successful planned journey 

A development officer of an archery club became highly involved in setting up another archery 
club in a  different area, where he saw demand but limited resources to get off the ground. 
 
He has used the Club Improvement Tool to develop the new club from scratch, and grown 
membership from 0 to 50 members in nine months.  He has now registered the new club for 
Clubmark, as he felt this has a higher level of recognition amongst the general population rather 
than an NGB-specific accreditation. He has also used Club Matters within the more established 
club.  
 
Being able to access high quality information and not start from scratch, because someone else 
has done the work, has been a major accelerator of progress in both the new and the established 
clubs.  

 
Whilst this planned and strategic approach to development might be seen as the ideal, and 
preferable to the ad hoc approach adopted by most clubs, we think ‘drop in’ ad hoc usage reflects 
the reality of the club landscape.  Most clubs are not on a journey, they are in a fairly steady state 
that requires attention periodically. When they need that help, they can find what they need in Club 
Matters.   
 

The reality of club development 

One tennis club leader reported that they hadn’t used Club Matters recently because the particular 
issue at hand was beyond the scope of Club Matters (incorporation of the Club). However, he had 
previously used the Club Improvement Tool and planned to return to it in future to reflect on 
progress and look at other opportunities for development.    The club has drawn on support from 
the NGB as well as Club Matters and felt the two sources of support complemented each other, 
without duplication.  Earlier work using Club Matters had made a positive contribution to the club, 
particularly developing the role that volunteers play.  
 
Challenges for clubs vary over time, and many can be addressed by Club Matters.  A good 
experience of using it in the past, combined with continued communication and engagement from 
Club Matters, means that clubs return to it when the time is right. 

 

“I wouldn’t miss it [Club Matters] first week or maybe first 

month but there would come a time that I would need it.  Can’t 

imagine that it would not be there.” Club leader 

3.2.3 User engagement 

Our findings in this phase indicate that club users remain engaged with Club Matters when they are 
not using it, even if the period between uses is lengthy.  The ongoing engagement and 
communications from Club Matters, through Twitter, newsletters and mail shots are well received 
and remind registered users not only that the resource is there but that it is constantly being updated 
with new relevant content. These communications also highlight issues to users that they perhaps 
weren’t aware of but should be.  Clubs are not always literally dropping in but Club Matters is still 
within their consciousness.   
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Opening rates for the newsletter have consistently been above 30% and frequently between above 
35%.  This compares favourably with industry benchmarks which would indicate an opening rate of 
between 20 and 30% being more typical3.   
 

“I think that the newsletter is great. Often it’s highlighting 

things that I know. That’s fine.  It’s reassuring to know that 

we’re on the right track, or up to date with the latest 

thinking.” Club leader 
 
Twitter analytics show an average engagement of 0.7% in 2016, a decrease from 2015 when 
average engagement was 0.9%.  Looking at the recent activity on the Club Matters Twitter account, 
engagement is higher with tweets which link to specific guidance and toolkits, whilst more general 
‘conversational’ tweets achieve less engagement.  Engagement most commonly takes the form of 
retweets and link clicks, rather than likes, which indicates the value of the content that users are 
engaging with; they see it as valuable enough to look in more detail and/or to share with their 
followers.   
 
All of these indicate a loyal and engaged customer base.  It also indicates the importance of the 
communications strategy in the maintenance and development of that customer base in that these 
elements are seen very much a part of the Club Matters offering. 
 

3.2.4 Penetration within clubs 

During conversations with club leaders, we often heard that one of the challenges faced was that 
they were a lone voice, the only person within the club trying to drive change.  In most instances, 
those we spoke to were also the only registered user of Club Matters within their club.  The proportion 
of clubs with more than one registered user in July 2016 was 10%.  The proportion of clubs with 
more than one user is now 15%.  This does indicate that there is increased penetration within clubs 
and as such will more likely to lead to consistent club engagement.  However, this doesn’t take 
account of the possibility that in some clubs a group of volunteers are sharing a single user account. 
 

3.2.5 Intermediaries’ perspective 

For many of the intermediaries we spoke to, Club Matters is now embedded into daily practice. At 
the end of Phase 1 intermediaries were starting to see the potential for themselves and not just the 
clubs they support.  Most NGBs had always done a reasonable job of promoting Club Matters to 
clubs and could see that it had potential to reduce duplication of effort in some areas.  However, we 
have seen some notable shifts: 
 

 NGBs and CSPs using Club Matters more intelligently and in a structured way to develop 
more productive relationships with clubs 

 five NGBs that could not see the value of Club Matters to them last year now see the value 
it can add and are much more engaged 

 intermediaries report being able to reach more clubs, even though it might be light touch or 
signposting to resources; the capacity that releases increases their opportunities to give 
support when approached 

3 E-mail marketing statistics 2016, D Chaffey http://www.smartinsights.com/email-marketing/email-communications-

strategy/statistics-sources-for-email-marketing/) 

http://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/
http://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/
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“Club Matters is at the core for us, it is our offer to clubs.  

We’re helping clubs to find the support they need through 

Club Matters” CSP representative 
 
 

Integrating Club Matters into club support 

An NGB was using workshops to get clubs interested and involved in Club Matters. They are 
targeting a set number of clubs to focus their efforts on combing workshop attendance with follow 
up from regional support officers to tackle issues from pitch availability to clubs transitioning their 
governance. Whilst they haven’t intrinsically changed what they do Club Matters has provided 
them with additional tools, and expertise through workshops, to be able to provide depth of support 
to clubs. 
 
They freely admitted the clubs they are mainly working with are those they already have on the 
radar as  being ready for development but those clubs they are less hands on with are getting 
signposted to the website for support. 
 
Club Matters has saved them time and effort in creating resources and researching answers to 
questions.  If Club Matters was to disappear they wouldn’t cut their clubs adrift but they report it 
would be difficult to provide the same level of support with the same capacity. 

 Seeing the value of Club Matters 

An NGB interviewed in Phase 1 had been very sceptical about the value of Club Matters to the 
NGB and its members.  The perception was that clubs wanted sport-specific support and 
resources, and that the NGB was able to provide these to a better quality than Club Matters. 
 
During Phase 2, the NGB reported that they had used Club Matters a little, to fill gaps that they 
did not have their own resources for, and found that the quality was good and that clubs responded 
very positively.  A review of club development was now underway and, rather than using Club 
Matters as the exception, the intention was to utilise Club Matters as fully as possible. The NGB 
would then focus their resources on meeting the genuinely sport-specific needs which could not 
be expected to be addressed by an all-sports resource. 

  
Many intermediaries commented on the challenges they face in the light of reduced budgets yet 
increasing demands to deliver.  NGBs and CSPs recognise the value of having an infrastructure that 
provides consistent, good quality resources, which in turn enables them to support clubs more 
efficiently. 
 
A CSP representative we spoke to said: 

 

“Club Matters saves a lot of staff time while also ensuring 

we have access to high quality and consistent resources to 

support our clubs” 
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One NGB representative we spoke to about the contribution Club Matters already makes to the 
support they can provide to clubs.  Under their new strategy which is focussed on club development 
and support they described Club Matters as:  
 

“A critical resource going forward.”  

3.3 What hasn’t changed? 

 

3.3.1 Non-users 

Club Matters isn’t for everyone and some clubs don’t feel they need it because everything is okay.  
But most of those that think they are too big or too well established to see the value of Club Matters 
still recognise it as a resource that would be useful to clubs more generally.  Putting aside the odd 
niggle about navigation and downloading, no-one is saying it doesn’t have a part to play in supporting 
clubs.   
 
However, technology issues continue to be barriers for engagement. Whilst it may not be within 
Sport England’s gift to resolve all of these issues, it is worth bearing in mind that a totally digital 
solution would exclude some. 
 
 

“Our biggest problem in our location is broadband speed 

because the broadband speed is not enough …sometimes it 

stops until the signal comes back again, and have to start 

over.” 
Club leader 

 
In some cases, there may be solutions to hand: 
 

“The concept is really really great, but in practical terms it 

was a bit cumbersome, it said you could share, but I couldn’t 

figure out how to do that…I couldn’t share the club 

improvement tool to the board. That would be helpful 

because a lot of us do work remotely.” 
Club leader 

3.3.2 Active engagement 

Whilst we describe in section 3.2 a good growth in registrations, and good ongoing engagement from 
the Club Matters team, the levels of active engagement with the site, if defined as interaction with 
the website over and above reading information, remains at a much lower level. Only around a third 
(32%) have accessed a toolkit, e-learning module or Club Improvement Tool.  14% of all registered 
users have accessed more than 3 resources.  However, this is likely to be lower than the real extent 
of usage, as we know users can view the website and access lots of useful information without 
logging on.  
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Figure 6 - Most clubs are using only one or two elements of Club Matters 

 
NB This number includes those who have created a Club Improvement Tool, accessed an online module, or 
downloaded a toolkit.  It doesn’t include having attended workshops. 
 

3.3.3 The human element is essential 

Change is driven by people. Club Matters does not drive change.  The human element, whether that 
is the visionary club leader or the supportive club development officer (or more often both), is the 
essential ingredient to club development and sustainability.   Throughout the whole evaluation period 
this has been a consistent message.  Clubs that are making changes are more often than not seeking 
support from elsewhere alongside resources they are drawing from Club Matters.   
 

“Our CSP have been amazing. Extremely helpful.  They 

have visited the club and are always on the phone if we have 

questions.”   
Club leader 

 
Even for low levels of intervention, such as creating a volunteer role profile or getting a better grip of 
the budget, there has to be somebody asking the right question or knowing something needs to be 
done to activate change, even if the tools are readily available and fit for purpose. 
 

“the local personal support, having the feet on the ground, 

alongside a national resource like Club Matters makes for a 

powerful combination.  It can enthuse clubs to make 

progress” CSP representative 
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4 ASSESSMENT OF PROGRESS 
 

4.1 Strong foundations  

 
As discussed in section 3.2, the number of unique club registrations on Club Matters was 9,136 at 
the end of February 2017, which represents 14.6% of the 62,385 clubs supported by NGBs funded 
by Sport England.  
 
We know there are more clubs in England than those supported by Sport England, but there is no 
reliable quantification of this wider population.  Therefore it is impossible to calculate the proportion 
of all clubs that are registered with Club Matters.  Furthermore, it is reasonable to assume that the 
number of clubs accessing Club Matters is greater than 9,136, because some of the content is 
accessible without registering.  Whilst we have not been able to find directly comparable research 
evidence, commercial website form abandonment rates range from 65%-99% depending on sector.  
Erring on the cautious side, we believe it is reasonable to assume that for every club registering on 
the site, there may be another two clubs visiting without registering.  So, whilst the total number of 
clubs is larger than the number cited, so too is the likely reach of Club Matters.  In the absence of 
definitive figures, we have worked with the 14.6% reach described earlier. 
 
Whilst an assessment of whether this is a ‘good’ level of reach was not in the evaluation brief, it is a 
question that the Club Matters team and Sport England are keen to try and answer and we have 
therefore applied our minds to it. 
 
Club Matters is a relatively new product in the market, having been launched only two years ago.  It 
was clear from the interim evaluation that, whilst most of the components of Club Matters were pre-
existing, the one stop shop format and the presentation of the various components as a coherent 
suite with completely new branding, meant that the market treated it as new.   
 
We have looked for models that might inform our assessment of whether the level of progress within 
two years is good or not, and the most helpful is Rogers’ Diffusion of Innovations model which shows 
the pattern of when different groups adopt an innovation.  We reproduce it below: 
 
Figure 7 – Rogers’ Diffusion of Innovations curve 

 

 
There is no formula for the speed at which an innovation penetrates the market.  However, 14.9% of 
clubs registered within two years (plus more likely to have visited and therefore aware of Club 
Matters) does appear to be good progress, especially when we consider that potential users are 
frequently volunteers who do their club work during their limited free time.  Two years is not a long 
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time when the time available is only evenings and weekends.  Furthermore, not every club will have 
had a need nor the time for development in the last two years, and not all club leaders will have the 
digital knowhow to access Club Matters. 
 

4.2 Equity  

 
Part of the Phase 2 evaluation was to test two hypotheses: 
 
1 That clubs affiliated to smaller NGBs may be less well supported and therefore might access 

Club Matters more to address the gap 
2 That Club Matters may help address perceived differences in support available to clubs in 

deprived areas and we might therefore see a higher level of use by clubs in the most socio-
economically deprived areas 

 

4.2.1 NGB size 

Data received from PwC about active users by NGB indicates that for large NGBs4 10% of clubs are 
active compared with 14% of clubs affiliated to medium and small NGBS.  However, our analysis of 
the quantitative data does not show any correlation between the size of NGB a club is affiliated to 
and their use of Club Matters.   
 
The qualitative interviews did not reveal much insight as most of the clubs we spoke to that were 
being proactive were tapping into other support whether that was from their NGB or CSP.  Though 
one club leader did comment on their experience of being involved in a sport with a large NGB 
compared to their current interest which was a smaller NGB: 
 

Large v small NGB 

The interviewee had previously worked for a large NGB and felt that because of their size they 
were unable to support grassroots clubs effectively.  They focussed on competitive clubs and 
clubs that were more community focused were left with less support.  Their experience of a sport 
supported by a much smaller NGB was quite different.  The NGB was more inclusive of all clubs, 
providing support where they could but also promoting Club Matters well so that clubs were getting 
support from somewhere at least.  

 
For straightforward usage, for example accessing of toolkits, there was no apparent difference. 
 
However, the combined effect of support from Club Matters and say a club development officer is 
likely to have greater impact on club development. It is likely that larger NGBs will be in a better 
position to provide the human element so potentially clubs from larger NGBs will benefit more, but 
only because they are likely to have additional support on the ground.  
 

4.2.2 Deprivation 

Analysis of the quantitative data does not show any correlation between the Index of Multiple 
Deprivation (IMD) for a clubs’ location (based on the postcode entered by the user) and their use of 
Club Matters.  In other words, there clubs in more deprived areas do not use Club Matters more or 
less than those in more affluent areas. 
 

For the purposes of this report NGB size has been classified as follows: Large: > 1000 clubs, Medium: between 500 and 999 

clubs, Small:< 500 clubs 
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Our qualitative findings do not contradict this. We found some limited anecdotal evidence that Club 
Matters does have greater potential impact for clubs being run by people with fewer ‘business’ skills, 
which may be coincident with areas of deprivation. Clubs that were apparently run by white collar 
workers/professionals were able to draw on their own skills and experience to a great extent to 
support their club work.  Contrast this to one of two boxing clubs in deprived areas that we spoke to 
that had relied more heavily on Club Matters. 
 

A boxing club’s experience 

A boxing club that had been working hard to survive for the past 12 years took the decision to get 
Clubmark, so they could demonstrate to parents and teachers that they were doing everything 
properly, and to be able to support funding applications. The club works in schools and with those 
excluded from schools, to help get them back into mainstream education.  
 
The club leader’s wife had taken on the business side of the club and was using Club Matters get 
some practical help with establishing club policies and practices, as well as helping them fulfil the 
Clubmark criteria.  She was using e-learning modules to refresh her knowledge base, and to 
access templates for roles, budgets and policies.  All of which saved valuable time, as all this had 
to be done alongside full time work. Longer term she plans to use the club improvement tool and 
get members’ feedback to develop the club further. 
 
Whilst she managed the IT with no real issues, she did feel that her husband, and probably other 
boxing club leaders, might struggle with the system.  That aside, she felt Club Matters had a lot 
to offer a breadth of clubs with different needs.   

 
 
Boxing clubs are a typical example of sports clubs established in more deprived areas so this 
anecdote may reflect the counter-hypothesis that clubs in deprived areas are less likely to access 
Club Matters for support.  This may be indicative of the lower levels of ‘business’ skills and 
experience of club leaders and/or more general digital literacy issues.  Support on the ground in 
deprived areas may be the key to increased uptake and impact of Club Matters if that is seen as a 
desirable goal. 
 

4.2.3 Digital literacy  

In section 3.3.1 we acknowledged that Club Matters is still not everyone’s solution to club 
development/support.  We think that this is at least for some an outcome of lower levels of digital 
literacy.  Typically, clubs being run by older people were less likely to engage with Club Matters.   
 

“We work with a lot of bowls clubs and the people involved 

in running them tend to be older.  We find that they are often 

not as confident using IT and it requires a bit more support 

from us to help to bridge that.  It wouldn’t be enough to just 

signpost them, it really needs us to sit down with them and 

take them through it” CSP representative 
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This does have implications for services which may only be offered through a digital portal, for 
example Clubmark. Consideration should be given to the potential risk of excluding some clubs by 
having a totally digital interface. 
 

“If we could get clubs to workshops that would make a big 

difference.  Not everyone is fully IT literate.” NGB representative 
 
Conversely for the more digitally literate other platforms for Club Matters such as tablets and phones 
may increase accessibility for those more reliant on mobile technology. 
 

4.3 Strategic added value 

 
During the interim phase of the evaluation, Strategic Added Value (SAV) emerged as the primary 
area where Club Matters was making a significant impact, with the most impact being generated in 
the following categories: 
 

 strategic leadership & catalyst: articulating and communicating best practice in club 
development to partners and clubs; facilitating and enabling partners to more 
comprehensively meet clubs’ needs; catalysing partners’ greater reach with the clubs they 
are supporting; improving the efficiency with which partners and clubs can achieve their 
goals  

 strategic influence: influencing partners (especially CSPs) to commit resources and 

attention to club development in line with best practice; influencing the adoption of good 
practice by clubs  

 leverage: providing a suite of resources that encourages and enables partners to mobilise 
their efforts and resources in pursuit of club development and sustainable clubs 

 synergy: using Sport England’s knowledge and expertise to improve information exchange 
and knowledge transfer between partners and clubs 

 
Given the importance of the SAV impact identified, and the fact that our findings at the interim stage 
were based only on analysis of qualitative feedback, we investigated it further during this final 
evaluation stage.  We devised a number of quantitative questions, using rating scales to attempt to 
quantify the extent of Club Matters’ contribution to different types of SAV.  These were supplemented 
by qualitative exploration of the reasons behind respondents’ ratings.  All intermediaries interviewed 
in the final evaluation phase were asked to rate six statements on a scale of 1-10 (where 1 was the 
lowest score and 10 the highest).  The table sets out the average scores across all respondents:   
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Figure 8 – Respondents scored most SAV statements favourably 
 

SAV question Average score (out of 10) 

Enabled us to share good practice with clubs 6.8 

Improved our ability to meet clubs’ needs 6.8 

Improved efficiency in how resources are used 6.7 

Improved how we share knowledge and expertise 
between clubs 

5.6 

Influenced how we direct resources to club 
development 

5.2 

Influenced which clubs we work with 3.9 

 
There is no clear cut definition of what a ‘good’ score is here, but we wanted to understand which 
aspects of SAV Club Matters was contributing to most.  Therefore, the variations in scores show us 
where Club Matters currently adds most value.  Importantly, we wanted to understand whether Club 
Matters’ SAV was in only one domain or in multiple domains.  In our experience, projects which 
deliver SAV across multiple domains – as Club Matters does – are the most impactful.  Interestingly 
a number of NGBs were in the process of realigning their club development resources more closely 
with Club Matters.  They reported that they expected their scores to be higher in future, as they 
started to use Club Matters more as a shared service rather than an added extra.  They stated that 
this would be particularly the case in terms of efficiency, meeting clubs needs and influencing how 
they direct their resources to club development. 
 

“It’s almost like having an extra pair of hands.  Has 

extended reach and enabled us to use time more effectively, 

so the quality of support is also better” 
CSP representative 

 

“helps us to target our own resources elsewhere, so we’re 

not having to revisit the same ground” 
CSP representative 

 
 
These findings show strong SAV impact right now, especially in terms of strategic leadership & 
catalyst and strategic influence.  Furthermore, they indicate that further development in these 
components of SAV is likely, alongside improvements in leverage and synergy over time. 
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4.4 Quality  

 
Club Matters should aspire to deliver quality, and the early signs are that it is doing so. This is 
particularly important for Club Matters, because maintaining its user base and encouraging others 
to use the service will be heavily influenced by the site’s reputation as the first port of call for anyone 
seeking club development support.  
 
We have used a three part quality model for our assessment, which is derived from healthcare 
settings but we think works well in the Club Matters setting. The three elements of the quality 
assessment are: 
 

 quality of the user’s experience: the extent to which service users benefited from a positive 
experience when using any element of Club Matters  

 quality of the service provided: the overall standard of the service delivered to users 
 quality of the outcome: how effective Club Matters has been in providing a service that has 

led to positive change for its users 
 

4.4.1 Quality of experience 

Clubs generally report that their experience of Club Matters is a positive one. Views of the website 
have improved over time, and intermediaries report better responsiveness from Club Matters to their 
queries.  Reactions to workshops have also been positive. 
 
Figure 9 – Workshop participants rate them very positively  

 
 
Qualitative feedback from club interviews about workshops was consistently favourable.  Club 
leaders valued having access to expertise but also appreciated the opportunity to network with other 
clubs and get to know their NGB or CSP club support representatives.  
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4.4.2 Quality of service 

Service quality – as determined by clubs and intermediaries – is good. This judgment is reflective of 
several pieces of evidence: 
 

 quality of resources – the materials on the Club Matters site (e.g. templates, guidance, 
etc.) are widely regarded as being of a high standard by clubs and intermediaries alike 

 regular and relevant communication – levels of communication with Club Matters are 

good, having improved over time; clubs and intermediaries alike have appreciated the 
regular communications from Club Matters, which help to make them feel ‘involved’ and 
up-to-date, even if their direct use of the site is sporadic 

 workshop value – though time and travel continue to be barriers to accessing workshops, 

most clubs felt workshops were worthwhile attending and were delivered to a good 
standard 

 
The positive feedback from intermediaries on service quality is particularly important, as they are in 
a better position to know what ‘quality’ looks like in this field. Intermediaries have grown to trust the 
quality of what Club Matters offers, which is reflected in their increasing willingness to signpost their 
own clubs to the site rather than feel the need to create bespoke materials themselves. 
 

4.4.3 Quality of outcome 

It is harder to make a judgement about the quality of outcomes at this stage. Evidence that Club 
Matters is making a tangible difference to clubs has been relatively limited to date, reflecting that the 
service is still in its early stages (compared to the timescales required by a club to complete a 
development journey). Judging quality of outcome here is also challenging because, as we have 
noted elsewhere, while Club Matters may make an important contribution, the ultimate outcome – 
for example, a more sustainable club – will be driven by an individual club user, who may draw on 
other development resources (for example, from their NGB). 
 
In terms of its future focus on quality, we think that Club Matters should be concentrating on: 
 

 maintaining the current quality of its service and user experience - this means that 
development materials will need to be kept up to date, and current levels of communication 
should at least be maintained at their current levels 

 continuing to deepen its understanding of what outcomes clubs are seeking, and are likely 
to derive from Club Matters, in the new strategic context 
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5 CLUB MATTERS’ STRATEGIC CONTRIBUTION 
 
The strategic context for Sport England and its partners may have changed since Club Matters was 
launched, but our findings indicate that Club Matters has an important contribution to make to Sport 
England’s new strategy.  After two years of investment and development it is seen as an essential 
part of the infrastructure supporting intermediaries in their club development work, and is gaining 
traction with clubs as a trusted source of best practice guidance and resources. 
 

5.1  A sustainable sports sector  

 
A thriving core sports sector is largely dependent on the clubs that make up the sector being 
sustainable and committed to ongoing development.  For this to happen it is critical that there is a 
strong and sustainable club development infrastructure.  Many of the key intermediaries that form 
this infrastructure are operating in a context of shrinking resource and a growing remit.  Club 
development staff in NGBs and CSPs are having to spread their expertise and time much more thinly 
than ever before. 
 

“We’ve had a number of staff leave that are not getting 

replaced, we’re doing very little one-to-one support and the 

support we can offer around club development has to be very 

light touch just now” CSP representative 
 
Club Matters’ importance as a shared service to support the club development infrastructure has 
never been more important. It enables intermediaries to meet the needs of the clubs they work with 
more effectively and efficiently than they otherwise could, and to a quality standard that ensures their 
support makes a difference.  We have already discussed the strategic added value that Club Matters 
delivers (section 4.3), but here we summarise the ways in which Club Matters is making its strongest 
contribution:  
 
1 enabling the sharing of good practice with clubs 
2 improving intermediaries’ ability to meet clubs’ needs 
3 improving efficiency in how resources are used 
 
However, as much as Club Matters has an important role in supporting club development, it is people 
that act as the stimulus for change and drive any development activity.  From a club perspective, it 
is the people responsible for the club’s management and operation that are the drivers for change, 
and the people that will ultimately be responsible for identifying development needs and taking the 
required action.  Similarly, it is the support and guidance that is provided from intermediaries that 
can contribute the success of a club’s development.  Whether this is simply referring people to 
relevant tools on Club Matters or working with them in more depth, this human activation is a crucial 
ingredient for club development activity and for Club Matters to achieve its intended outcomes.   
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“Clubs are happy to have Club Matters and to know it is 

there, but they still want that personal contact, they need to 

know that someone is there that they can contact to talk 

things through with, get that bit of additional guidance and 

support” CSP representative 
 

5.2 Staying focused 

 
When new strategies are launched and the external environment is challenging, there can be a 
temptation to try and be all things to all people; trying to contribute to all strategic goals or reach lots 
of different audiences.  For example, the policy shift towards supporting sport and physical activity 
in other groups and non-traditional club settings, such as working men’s clubs, faith groups and 
community groups, could lead to Club Matters being redesigned to try and meet those settings’ 
needs too.  The risk in doing so is that it dilutes the relevance to the current primary audience and 
loses their engagement.   
 
It is important that Club Matters retains its focus on its current target audience.  In doing so, it is also 
important to be realistic about where Club Matters can make a genuine and significant contribution 
to the overarching aims set out in Sport England’s strategy, and where it is playing an enabling role 
to support the achievement of others.  For example, whilst one of the aims in the strategy is to get 
inactive people active, it is probably not reasonable to expect Club Matters to make a direct 
contribution to the achievement of this aim.  However, sustainable clubs are a crucial piece of the 
physical activity pipeline, providing a progression route for the newly active and improvers whilst also 
supporting the already active to remain so.  In this way, Club Matters makes an indirect contribution 
to tackling inactivity.   
 
The figure below shows which of the aims set out in the strategy Club Matters currently contributes 
to, and which we believe will emerge over time as a result of clubs’ development work supported by 
Club Matters. 
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Figure 10 – Club Matters’ existing and potential contribution to Sport England’s strategy 

 

 
 
Given the likely future impact of Club Matters on the volunteer workforce, any future evaluation 
should include an assessment of its impact on volunteers, such as making them more efficient with 
time, upskilling, and building confidence. 
 
 

5.3 Making best use of limited resources  

 
In the context of shrinking resource amongst some intermediaries, knowing where to focus resource 
and effort to support club development is critical.  In the same way that Club Matters can’t be all 
things to all people, it is important to consider where it can make the most impact even within its 
target audience.  
 
The figure below is the behaviour change model from Sport England’s strategy.  Whilst referring to 
individuals and their readiness to become more active in the strategy, it applies equally to clubs and 
their readiness to develop. 
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Figure 11 – Behaviour change model 
 

 
 
The time and effort required to ‘nudge’ clubs from pre-contemplation into contemplation, and from 
contemplation into preparation, are probably not best use of Club Matters and intermediaries’ limited 
resources.  Our findings suggest that most impact can be achieved when support is directed at clubs 
that are in the preparation and action phases.  They are already open to, and thinking about, the 
development needs of the club and have a desire to address these needs.  Club Matters is there, 
with tools they can use immediately. Those in maintenance will be relatively happy to self-serve by 
accessing Club Matters on an as-needed basis.   
 

5.4 A theory of change for Club Matters 

 
As discussed in Chapter 2, a logic model was created at the beginning of Club Matters, which set 
out the intended activities, outcomes and impacts when the project was first designed.  The 
considerable changes in both the strategic context and the partner environment have led to Club 
Matters being deployed, positioned and used in different ways to those originally envisaged.  
 
The original focus was primarily on direct access by clubs, but we now know how important 
intermediaries have been in facilitating use of Club Matters and also how much those same 
intermediaries have benefited from Club Matters.  The short and medium term outcomes for clubs, 
as set out in the logic model, for the most part hold true, and we conclude that these will ultimately 
lead to more sustainable clubs in the longer term.  However, the process of achieving the medium 
and longer term outcomes is neither as short nor as linear as was originally envisaged.  The role of 
intermediaries is crucial in driving awareness and usage, and the role of Club Matters in supporting 
intermediaries has also emerged as vital.  
 
Rather than redraft the logic model, which is limited in its scope to convey complexity and the way 
in which change actually happens, we have created a visual theory of change. This sets out what 
we have learned from the evaluation about how Club Matters has been used, and how, when used 
to its full potential, it leads to change in both the intermediaries and the clubs. The findings of our 
evaluation suggest that the outcomes shown in the visual will, with sustained effort, lead to the 
ultimate strategic goal of sustainable clubs within a sustainable sports sector, which is a part of the 
ecosystem to support increased participation in sports and physical activity.  
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Figure 12 – A visual theory of change for Club Matters (when being used at its full potential) 

 

 
 
 

  

Club visits Club 
Matters

Club registers with 
Club Matters

Continued comms
from Club Matters 

reta ins 
engagement

Club uses Club 
Matters  as needed

• Promote to clubs 

• Embed into their work with clubs

• Signpost clubs to Club Matters
Intermediary 

route

• Clubs find Club Matters by self-
searchSearch engine 

route

• Club Matters is recommended 
by a fellow clubRecommendation 

route

Improved club 
capability

How do clubs come to Club 
Matters?

How do clubs engage with Club 
Matters?

What do clubs get from Club 
Matters?

What do intermediaries get from 
Club Matters?

Continued and 
enhanced 
ability to 

support club 
development, 

despite reduced 
resources 

Club 
recommends to 

other clubs

Ongoing 

support 
from inter-
mediaries

Sustainable clubs 
and stronger 
sports sector

Ultimately leading to….



Evaluation of Club Matters Phase 2 – Final Report 

27 

6 THE FUTURE FOR CLUB MATTERS  
 
We have already described how Club Matters continues to align with and contribute to Sport 
England’s strategic goals.  Our findings indicate growing use of Club Matters in the sports sector, in 
terms of breadth and depth, and significant added value in the sector, and we therefore recommend 
its continuation.  Assuming Sport England accepts this overarching recommendation, we have 
analysed what our findings tell us about the future shape of Club Matters.  We have considered this 
from two perspectives: 
 

 evolution of the Club Matters product  
 activation of Club Matters use  

 

6.1 Evolving Club Matters  

 
Club Matters is now embedded into business as usual for the majority of intermediaries.  It enables 
them to maintain, and in some cases grow, their club development work despite their shrinking 
resources. They may have to spread their resources more thinly than ever, but Club Matters is 
helping them sustain some capacity to support clubs and in many cases improving the quality of the 
interventions they can make with clubs.  It also ensures that clubs (and club development staff) are 
supported with best practice guidance and resources, and with high quality communications tools 
they can easily use with their audiences.  The Phase 1 evaluation found that Club Matters was 
becoming valued amongst intermediaries, and Phase 2 finds that it has become a crucial part of the 
club development infrastructure.  It is trusted and relied upon, and is becoming a genuinely shared 
service. 
 
Intermediaries’ main priority for the future shape of Club Matters is continued updating and 
development of content, to ensure it remains the reliable and up to date resource that meets clubs’ 
evolving needs.  

 
Awareness and usage amongst clubs is growing and is probably where Sport England should expect 
it to be by now.  This was a new product two years ago and already has 14% of clubs registered.  
Given that it is a technology-based product, and potential users are volunteers with limited free time, 
we consider the level of registration very positive.  Amongst those who know Club Matters, it is seen 
as the go-to resource for meeting their development needs. 
 
Importantly we have also found that, once users have registered, the communications from Club 
Matters retains their engagement and awareness even when they are not actively using the site.  
These communications are high quality and relevant, and keep Club Matters on club leaders’ radar; 
they know it’s being updated and that it’s there for them when they need it.   
 
Clubs’ main priorities for Club Matters’ development are also continued updating and relevance, along 
with improved mobile functionality. 
 

Without continued excellent communications, clubs will not retain their awareness of and 
engagement with Club Matters.  Furthermore, in order to maintain relevance, Sport England and 
Club Matters will need excellent intelligence about clubs’ developing needs, and the agility to develop 
in line with these needs.  Some of this could be gathered from intermediaries, who have daily contact 
with the grass roots.  In addition, more comprehensive and nuanced use could be made of back-end 
data from Club Matters, to analyse how usage is changing and inform how Club Matters continues 
to develop.    
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Therefore the priorities for evolution of the Club Matters product should be: 
 

• Continue updating and developing the content to maintain relevance 

• Continue the communications which retain engagement of registered users 

• Make better use of Club Matters usage data, as intelligence to inform further development 

 

6.2 Activating Club Matters 

 
Club Matters cannot realistically be all things to all clubs and, with the recently changed strategic 
context and new priorities within Sport England, it is important to reflect on where Club Matters 
should be focussing its efforts. 
 
If we accept that clubs are in different stages of readiness for development, we have to consider 
where Club Matters should target its efforts to generate the best return on investment.  Whilst it is 
possible that helping a club in pre-contemplation all the way through to action might lead to a 
dramatic change in that club, the effort and time required would be substantial.   
 
Given finite resources, we recommend that the most value can be generated by targeting clubs in the 
preparation and action stages, as Club Matters would be immediately relevant and useful and they 
need less convincing to make the next step. 

 
We also recommend that Club Matters retains its focus on the traditional sports club sector, rather 
than diluting its content with resources aimed at non-sports clubs/groups seeking to add physical 
activity to their offering. 
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7 APPENDICES 
 

7.1 Appendix 1 – Intermediaries consulted during the evaluation 

 

7.1.1 Local authorities  

Local Authority 

Active Swale* 

City of Westminster 

Dudley Borough Council* 

Hampton Leisure Centre / Peterborough City 
Council* 

Kent** 

Leeds City Council* 

Milton Keynes** 

Nottingham City Council 

St Helens Council 

Swindon Borough Council* 

Walsall Council Sport and Leisure* 

Waveney District Council** 

* Indicates that we spoke with these local authorities twice 
** Indicates that we spoke with these local authorities three times 

 

7.1.2 National Governing Bodies  

NGB NGB size 

Amateur Boxing Association England** Medium 

Boccia England** Small 

British Cycling** Large  

British Gymnastics Large 

British Judo** Medium 

British Rowing* Medium 

British Swimming** Large 

British Tae Kwon Do** Small 

British Wheelchair Basketball** Small  

England Athletics** Large  

England Cricket Board Large 

England Hockey** Medium  

England Squash  Medium 

Football Association** Large  

Rugby Football League** Small 

Snowsport England** Small  

Table Tennis England** Small  

Volleyball England** Small  

* Indicates that we spoke with these NGBs twice. 
** Indicates that we spoke with these NGBs three times 
 
NGB size has been classified as follows: Large: > 1000 clubs, Medium: between 500 and 999 clubs, Small:< 500 clubs 
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7.1.3 County Sports Partnerships  

County Sports Partnership 

Active Cheshire** 

Active Cumbria** 

Active Dorset* 

Active Surrey** 

Active Sussex* 

Bucks & Milton Keynes** 

Derbyshire Sport** 

Humber Sports Partnership and North Yorkshire Sport** 

Lancashire Sport Partnership* 

London Sport** 

North Yorkshire Sport** 

Northumberland Sport** 

Somerset** 

Sport Birmingham* speaking on behalf of: 
 Energize Shropshire 
 Telford and Wrekin (Energize) 
 Sports Partnership Herefordshire and Worcestershire

Sport Nottinghamshire** 

Team Beds & Luton* 

Tyne & Wear Sport** 

Wesport, Somerset Activity and Sports Partnership, Active Dorset** 

Wiltshire & Swindon**  

* Indicates that we spoke with these County Sports Partnerships twice 
** Indicates that we spoke with these County Sports Partnerships three times 
 
 

7.1.4 Other stakeholder organisations  

Organisation 

County Sport Partnership Network* 

English Federation of Disability Sport** 

Join In* 

Sported* 

Sporting Equals** 

Street Games* 

* Indicates that we spoke with these organisations twice 
** Indicates that we spoke with these organisation three times 
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7.2 Appendix 2 – Clubs consulted during the evaluation 

 
Club Sport Club Sport 

Aldershot, Farnham & District Athletics  Kingston Cobras* Ice Hockey 

Birmingham Bulls* American Football Lancaster Tennis Club* Tennis   

Bishop Auckland Table Tennis 
Club* 

Table Tennis Louth And District Disable Archery 
Club 

Archery 

Buxton Bulls RFC* Rugby Market Harborough Squash & 
Racquetball Club 

Squash 

Cambridge Floorball Floorball Netherhall Archers* Archery 

Chesham youth amateur boxing 
club 

Boxing New Era Boxing Boxing 

City of Lincoln Pentaqua 
Swimming Club* 

Swimming Norfolk Snowsports Club* Snowsports 

City of Peterborough Swimming 
Club 

Swimming Northampton and District Indoor 
Bowling Association 

Bowls 

Corby Amateur Boxing Club Boxing Oakley Bowling Club Bowls 

Cranleigh Bowling Club Bowls Orbit, Milton Keynes * Trampolining 

Crusaders Skater Hockey Club Roller Sports Quest Taekwondo Penistone Taekwondo 

Dearne Valley Bulldogs* Rugby League Quob Stables Equestrian Centre Equestrian 

Derwentside Athletics Club Athletics Ramsbottom Table Tennis Academy Table Tennis 

Divoky Riding School Equestrian Rob Roy Boat Club * Sailing 

Dunnington Squash Club* Squash Scarborough Athletic Club Athletics 

Easingwold Running Club Athletics Sharks Ski Club* Snowsports 

East Coast Gymnastics* Gymnastics Six Towns Company of Archers Archery 

East Glos Club* Tennis   South East Lancashire Orienteering 
Club* 

Orienteering 

Eastleigh Multi Sports Club Disability Sport South West Road Runners* Running 

Essex Spartans AFO* American Football SportsAble Other 

Fallowbrook Western Riding Club Equestrian Stainland Sports Association* Multisport 

Fusion Boxing Fit Boxing Staplehurst Cricket and Tennis Club* Multisport 

Glendale Amateur Boxing & 
Fitness Club 

Boxing Stevenage Hockey Club Hockey 

Gymstarz* Gymnastics Surrey YMCA Boccia* Boccia 

Hailsham Bowling Club Bowls Team Academy GB (Huyton) Taekwondo 

Hallam Barbells* Weightlifting Tetbury Badminton Club* Badminton 

Halton TTC Table Tennis Wellingborough Bowling Club Bowls 

Havant AC Athletics Wokingham Canoe Club * Canoeing 

Haversham Sailing Club* Sailing Wortham Lawn Tennis* Tennis   

Hinckley Squash and Racketball 
Club 

Squash Wycombe Squash and Racketball Club* Squash 

Hurst Bowling Club Bowls Wythall CA Bowling Club Bowls 

Hythe Bowling Club* Bowls Yeovil Graduates Badminton Club* Badminton 

Invictus Bowmen Archery York and District Indoor Bowling Club Bowls 

Junior 4somes league* Golf Yorkshire Gliding Club* Gliding 

Kidderminster & Stourport AC Athletics   

* Indicates that we spoke to the Club in both the first and second phase 
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7.3 Appendix 3 – Original logic model 

 


