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We all want strong, vibrant clubs – that provide 
fun, safe environments, opportunities to meet like-
minded people, socialize, learn. If we have that, 
clubs grow and attract more people. However sport 
and recreation clubs can be very time consuming to 
run.
Volunteers are so busy working and meeting 
family commitments that time spent on tasks such 
as marketing the horse club is ad hoc at best or 
missed out altogether.

Incrementally, clubs lose their profile in the wider 
community and could even gradually lose relevance 
if new members and ‘new business’ is not providing 
a constant refresh. This is an overall loss to the horse 
community and industry.

There is a lot of information on how to market and 
promote clubs on the Internet and in the marketplace 
through consultants, books, and advice. This 
resource will not duplicate the available information, 
rather target a few key areas and put it in the context 
of a local club. Small businesses servicing sport and 
recreation horse organisations may also find the 
information useful.

Traditionally, marketing aims to reach new and 
current customers. The goal is to action a sale on a 
product or service e.g. buy a membership or enter 
a horse show. The marketing outcome is normally 
revenue, but could be new members or more.

Public relations is more about maintaining 
positive relationships with anyone who has an interest 
or is affected by the activities of your organisation.  
For example, communicating club rally times may 
help manage any complaints about extra floats 
and noise on a Sunday morning down a suburban 
street.

Today, with the uptake of social media, there 
is a greater emphasis on building and maintaining 
relationships with new and current customers. Clubs 
also need to take into account the wider ‘fan base’ 
who are interested in the broader activity of the club, 
its members, and horses. This fan base may never 
visit the grounds, join the club or enter an event but 
can have a great influence on the public acceptance 
of your club and therefore its success, through their 
social leadership of online opinion.

With marketing and PR, it is important to write 
down ways your time and money investment gets 
a reasonable return (Return on Investment ROI). 
Club volunteers may become resentful of spending 
club funds on marketing where there is no return or 
where their valuable time is wasted.
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Who is talking passionately about your club?

People are interested in hearing opinions and 
stories from other people. Equally, this applies to 
promoting your club. Reading facts and figures out 
of a club brochure has a role to play, but is not the 
only tool which should be relied on to attract new 
members.

Who are your club participants? 

Is there someone with a story of how the club 
helped them to gain new skills, overcome challenges 
and obtain a personal goal?

Photos with personal quotes placed underneath 
from people in the image is an easy way to begin 
developing a media portfolio. Storage of the photo 
stories on a Flickr account and the link can be 
promoted to the public. Family or friends may enjoy 
this type of job as it will add interest to the hours 
spent waiting until it’s time to drive the float home.

Smartphones are ready made tools to 
capture short videos with participants’ comments, 
expressions of elation or disappointment while horse 
activities are taking place. These short stories make 
a greater connection between club, the participants 
and wider supporter base.

Important messaging to highlight is around club 
member enjoyment, horses participating and 
interacting with people, building social connections 
and creating memories. 

These are generic themes which are easy to 
relate to by people who are not yet members of 
your club. It is very easy to focus in on horses, horse 
pedigrees, technical performance or sport specific 
language familiar to members. However, this is likely 
to act as a barrier to a potential new entrant.  There 
is a separate role for media with technical elements 
to maintain the interest and feed the passion of 
current members.

Professional marketers will spend time and go 
into great detail to find out who is the receiver of a 
message, known as a ‘target audience.’  

For a small club, an audience can roughly be 
categorised into three groups:

(a) Organisational: committee, coaches, 
officials, volunteers, paid members

(b) Associated: family, friends, event spectators, 
service providers for participants, 
neighbours

(c) Fans and observers: people or organisations 
who have a neutral, positive or negative view 
of the sport or recreation activity, the club, 
its business or participants.

Category (c) above is rapidly gaining importance as 
an audience with which to engage. This category 
includes social architects, commentators and opinion 
leaders who can influence the positive or negative 
reputation of a club, participants or volunteers 
and build networks which facilitate growth, or the 
opposite, leading to a loss of community interest or 
confidence.

People :  Who are the people involved in your organisation?
P

ho
to

 -
 is

to
ck



Horse SA      www.horsesa.asn.au 5

Clubs are a collection of like-minded people in 
the community who get together to practice and 
share ideas about what they love doing. As the 
years go on, the club will develop ‘traditions,’ collect 
items (which become artifacts of historical interest) 
and preserve practices and language specific to that 
group.  The heritage could be tangible (able to 
be seen, touched, smelled, heard) or intangible ( e.g. 
‘a way of doing things’). 

One example is the ‘bang and clang’ of a farrier 
working over the anvil. The horseshoe, hammer, 
and anvil are tangible.  How the farrier sights the 
balance of the horse’s hoof, the knowledge used 
to shape the shoe, and the interaction with the 
horse during fitting are intangible. A surfer waxing 
a board, a cyclist setting up a bike or a grounds 
person preparing a cricket pitch all have tangible 
and intangible elements.

It’s easy to get stuck on a competition rulebook, 
sporting equipment or the number of club events 
run each year, but without understanding 
the club’s story, it will be hard to determine what 
your club’s ‘point of difference’ is from another club 
offering similar services.

Listed below are three items which would have 
very little meaning without the stories that surround 
them:

•	 A	scoreboard	positioned	on	a	mound	in	front	of	
a church in Adelaide

•	 A	small	golden	cup	awarded	on	the	first	Tuesday	
in November in Melbourne

•	 An	old	wooden	jetty	called	Constitution	Dock.

Each of the three examples above has tangible and 
intangible elements which give the fans, spectators, 
club members and athletes a goal, a reason to join 
in with a like-minded group of people to share a 
passion. The South Australian Cricket Association, 
The Victoria Racing Club and the Cruising Yacht 
Club of Australia build on their story each year, 
keeping the best of the traditions while embracing 
contemporary ideals. 

What are your club members’ passions?

The Adelaide Trail Horse Riders Club website front 
page asks members to join them in their passion for 
riding horses through the countryside, enjoying the 
scenery. 

It is important to communicate regularly. Report 
on club events, perhaps a new horse a member 
has or an upcoming activity.

The passion of your members and your club’s 
story underpin the marketing message. How the 
passion is shared, be it through images or text, 
blogs or video, is up to your imagination!

Purpose :  What is your club’s story?

The Adelaide Trail Horse Riders Club website 
homepage invites people to join in their passion. 
http://www.athrc.org/. 
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Horse riders will drive the float past a local club to 
one further away which offers the ‘right’ experience. 
Often once you are involved in a local club, it can 
be hard to see what the subtle differences are that 
might make horse riders spend their membership or 
event money with your club over another option.

The common exercise to undertake is a SWOT 
Analysis, that is, what are the strengths, weaknesses, 
opportunities and threats to the ongoing sustainability 
and success of your club. 

Strengths may include strong, stable 
governance, online payment options, sessions 
during the week for people with flexible work hours 
or an interesting social calendar.

Weaknesses may include outdated 
equipment, lack of encouragement for people with 
borrowed horses, or slow uptake of new types of 
events or ride locations.

Opportunities may include use of technology 
to ‘beam in’ experts from around the world, live 
streaming of rallies, linking with local riding schools 
for participation pathways. 

Threats may include loss of local horse 
agistment, dusty grounds with no shelter or 
volunteers with burn-out.

Set some time aside and ask members to run a 
SWOT for the club. Discussion points for members 
may include:  

On completion, look at your club’s strengths list, 
expand and grow on the ideas using the items 
listed under opportunities.  Address, mitigate or 
removing the weaknesses or threats needs to be 
also considered, but also carefully managed, so 
the tasks do not consume too much time or money 
and cancel out any benefit gained through growing 
opportunities.

The information gathered so far, including SWOT 
analysis, will help inform the preparation of a 
marketing plan. The club’s first ever plan need 
not have a lot of detail; it is more important just to 
start. Draw up a sheet of paper with the following 
columns, the first with the marketing action (or task 
to be done), the second with the target audience, the 
third with how to achieve the task. Further columns 
are added to record how much will it cost, who will 
be responsible for overseeing the task, while the 
last column notes if it was successful. Set realistic 
timelines for achievement. 

Impact :  How is your organisation different?

•	 Describing	the	current	demographic	of	
members, and are there gaps?

•	 What	is	the	current	demand	for	our	type	
of	club	activities?		What	is	the	future	
demand? (And is it the same?)

•	 Are	there	any	other	clubs	or	businesses	
offering the same or similar services?  
What	are	their	points	of	difference?

•	 Compare	the	pricing	of	our	products	and	
services, e.g. membership, social events?

•	 Do	members	perceive	they	get	value	
for money from joining?  Are there other 
benefits?

•	 What	is	the	best	way	to	maintain	
relationships with our members?  How is it 
best to communicate?

•	 What	would	our	club	see	as	a	realistic	return	
on investment into marketing?
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Like-minded people get together in special interest 
groups, e.g. dressage, whose members can meet 
both offline (face to face) and online.

How easy is it for new people to find where club 
members meet? Is the website, social media or club 
signage providing enough information to make it 
easy to talk to a point of contact?

Meeting offline

Venue signage (visitors)

Do signs have?

❒   A mobile phone number, website and the date of 
the next meet or opening hours

❒   A welcome message or guidance on how to 
meet e.g. ‘visitors by appointment’

❒   Ways to make contact via social media, e.g. 
hashtag and ‘find us on Facebook’ or icon

❒   Safety messages

❒   Disclaimer for entry to property

Venue signage (emergency services & workers)

Do signs have ?

❒   Rural property address

❒   RAPID number

❒   Property Identification Code (PIC) number

❒   HAZMAT notifications

❒   Biosecurity status (Green, Yellow, Red)

❒   Emergency contact number for club, grounds 
manager

❒   Call Triple 0 in emergencies

❒   Location of emergency folder of information, e.g. 
for pump operation, water supply

Directional signage on approach roads

Directional signage to provide comfort to a new 
visitor that they are close to the meeting venue. 

About :  Where and when do people meet off and online?
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Address and directional signage online:  
google Maps

When looking at Google Maps as a regular user, 
right click on the meeting grounds to see what 
address may be displayed. This is the address that 
should appear on your Facebook page, website and 
other platforms that may also use Google maps.  
Avoid using ‘local’ or incomplete descriptors for 
grounds which do not clearly identify the location.

To add a business listing to Google Maps, go 
to ‘Google My Business,’ register an account, follow 
the instructions to add a dot on the location of the 
club venue. Remember to add a second name to 
the administrator, in case the first volunteer leaves 
the organisation.

Meeting online

In a contemporary Australian and global society, 
club members  engage  online or face to face. Club 
members meet as social groups, committee 
members may have an online forum (with private 
settings), and the club itself may be networked online 
with other clubs who have similar or complementary 
goals.

Websites, continue to play an important role in 
providing information, directing people to club 
contacts and linking social media pages. It is 
important to check that your club website is up to 
date and use bright, recent images to ensure the 
club looks vibrant and active. A Facebook page for 
your club is not a website replacement, as not all 
people choose to participate in this type of media 
platform.

Fortunately nowadays, social media etiquette is 
now well promoted and mostly peer managed. See 
references on page 12 for links to the Play by the 
Rules social media toolkit.

About :  Where and when do people meet off and online?
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Images, video and sound recordings

Care when using media featuring  
children and youth

In South Australia, organisations and businesses 
which provide services to children and youth under 
18 years have a legal obligation to provide a Child 
Safe Environment. The requirement includes 
consideration as to how images, video and sound 
recordings of children are shared in marketing 
materials and online.

In this next section, a child refers to any person 
less than 18 years. The term media refers to any 
media including images, video, live streaming, 
audio and text shared by any communication 
channel including phones, websites, blogs, email 
or social media.

Organisations which provide services and activities 
for children love to promote what they do, often 
featuring their members in media promotions.

Many organisations have policies that require the 
permission from the child and caregivers of the child, 
before images are published. One example of how 
identification can take place is an image of the child 
riding their pony wearing an easily read name badge 
or club uniform.

Many organisations gain permission to publish 
media as standard procedure with membership 
renewals. It is also possible to gain verbal consent 
from a child when in the presence of a caregiver, 
provided the situation is clearly explained and 
supported by a readily accessible club policy. 
Organisation media volunteers may choose to utilise 
both methods as part of a standard procedure.

Older children and youth, like adults, commonly 
post self-authored media online. Organisational 
education programs and policies need to reflect the 
emerging issues of media content which could be 
construed as pornographic or exploitive (sexting). 
Similarly, organisational education and policy 
should also address media content which can 
threaten the psychological, social or even physical 

safety of children in your organisation. Hurtful 
messages, harassment and intimidation are all forms 
of cyberbullying. Exclusion from club social groups 
online may also fall into this category.

All members of an organisation can help each other 
with online safety. Remind each other that anything 
posted online stays there forever, and sharing may 
take place with people you do not know. Placing 
online details of hobbies, routines and favourite 
things can be accessed by paedophiles seeking to 
groom children either directly or indirectly through 
friends and caregivers.

The Australian Government helps parents and 
organisations to manage online safety through 
resources and information available on the  
Office of the Children’s eSafety Commissioner  
https://esafety.gov.au  

The Australian Sports Commission has a guideline 
for the use of images involving children. In South 
Australia, The Office for Recreation and Sport has 
child safe environment staff and resources available 
for access. Check the end of this resource for links. 

The Australian Institute of Family Studies has 
developed a short best practice guide for 
‘Images of children and young people online.’ An 
adapted version is reproduced below, with a link to 
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the full resource sheet located on the links page. 

•	 Develop	and	clearly	display	organisational	
policies related to media and children

•	 Develop	a	standard	media	permission	form	
and a procedure for verbal permission

•	 Inform	children’s	caregivers	as	to	the	purpose	
of media recordings, e.g. performance 
improvement, marketing or club history

•	 Ensure	that	professional	and	volunteer	
photographers are aware of your 
organisation’s policies about providing child 
safe environments. This includes:

a) Provision of relevant policies and 
procedures

b) Agreements which protect children, e.g. 
images should not be sold on for other 
purposes

c) Photographers are not to work 
unsupervised with children

d) No information which will identify children 
should accompany photographs

•	 Only	use	media	which	are	related	to	your	
organisation’s activities and services

•	 Avoid	sharing	details	about	children,	including	

their school, favourite activities or home 
address

•	 Media	content	can	be	public,	or	viewing	
restricted to members of the organisation such 
as a private link to Flickr or private, non-public 
Facebook groups

•	 Provide	links	for	members	to	further	
information about child safe environments, 
eSafety and cyberbullying

•	 Provide	information	for	caregivers	on	who	to	
contact and what steps to take if they have 
concerns

If your organisation needs assistance with 
developing a policy, information and direct help 
are available from the Office of Recreation and 
Sport. 

P: 1300 714 990

E: officerecsport@sa.gov.au

Images, video and sound recordings
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Selecting images which include horses

In the same way as giving thought to the portrayal of 
children associated with your organisation, a similar 
approach applies to media featuring horses.

While it may be impossible to control all media 
featuring horses associated with your organisation’s 
activities, it is possible to involve members in helping 
each other out to promote a positive image of horses 
engaged in your organisation’s activities.

Involve members in the formation of media guidelines 
about horses, including images, video, audio and 
text descriptors.

Portraying horses in a healthy physical and 
psychological state with riders and handlers 
observing rules is a starting point. Drilling down to 
what this means will be a very useful organisational 
exercise. Each organisation and each type of sport 
or recreation activity will have their viewpoints.

Having a horse media policy is a useful tool to help 
manage the conversation with the broader public 
about what your members love to do in partnership 
with horses. It is a tool to help contribute to the 
public conversation about the social acceptance of 
the use of animals in sport and recreation.

 

is your organisation aware of ‘hot topic’ issues, 
such as Rolkur ? (hyperflexion)  

Here are four starting points: 

How will your organisation portray the positive •	
welfare of horses?

Has ‘traditional practice’ been uptdated or •	
improved through the availabillity of evidence 
based information?

What are the current ‘hot topic’ issues specific •	
to your activity? 

What promotion is available relating to the •	
ongoing horse welfare education program for 
members?

How does your organisation care for the 
environment when undertaking activities?

Media selected may include measures which show 
horse riders and owners taking steps to protect 
environmental assets of an event venue or trail, e.g. 
not allowing horses to paw a creek bed, removing 
string tied to trees, taking home manure from float 
parking areas.

Decide what aspects your organisation would like 
to focus the member and public conversation 
on, e.g. the athletic ability of the horse, training 
achievements, challenges posed by geography or 
human-horse interactions. Promoting the features of 
media content shared by club members can form the 
basis of a ‘lead by example’ program, incorporated 
into member education events or perhaps an 
inventive volunteer can design a monthly ‘best of’ 
media competition. 

The best media content could be provided with a 
Creative Commons licence and placed online for 
download by commercial media outlets or bloggers. 
This step may reduce ‘random’ searches online and 
subsequent use of media with mixed or undesirable 
messages. It sounds a time-consuming task to add to 
the list of busy volunteers, however, with the modern 
world interlinked online, a horse media guideline is a 
reputational tool too important to ignore.
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Crediting work owned by other people

All media which is not the personal work or idea 
of the individual publishing it must be credited. 
This requirement also applies to media originating 
from friends or organisation members, professional 
photographers and text in full or part from published 
or unpublished sources.

For a formal, standardised method of citing or 
attributing material, search online for a university 
library online guide. Less formal options are 
acceptable, including the growing popularity of the 
Creative Commons.

Creative Commons is a non-profit organisation 
providing six free licensing tools. Authors can issue 
a license to share, reuse and remix media material. 
Such is the growing popularity of this form of licensing 
that government agencies and media platforms 
such as YouTube and Flickr have incorporated the 
use of Creative Commons, e.g. https://www.flickr.
com/services/developer/attributions/ 

Community organisations may also need to recognise 
the support provided by the Australian or South 
Australian Governments, either directly or through a 
peak body. All government agencies have guidelines 
for the use and placement of logos and associated 
text, so be sure to ask for the instructions related to 
logo use.
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