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INTRODUCTION

1.1 The Problem and Background
Athletes and sports teams from Southern African countries in most sports codes are not
competitive on an international level. Volleyball is one such sport, where Southern African
teams struggle to set their mark at competitions outside their region.
North and Central African countries, such as Egypt, Kenya, Algeria and Tunisia have
established themselves as the top countries in Volleyball in Africa. As a result they also get
exposure to international competitions such as World Championships and Olympic Games.
Teams from the Southern African region have failed to match their level of Volleyball and
compete successfully against them.
There is no evidence to suggest that the countries in the Southern African region don’t have
the talent required to produce top athletes. Talent however is not effectively being developed
and the infrastructure to do this efficiently is lacking.
A core part of the infrastructure required for athletes to improve their skills is exposure to
regular high level competition. Southern Africa lacks a competition system which facilitates
this.

1.2 The Revolutionary Dream
A revolutionary change to the competition system in Southern Africa is required. This project
aims to improve the competition system of Volleyball in the Southern African region with the
ultimate objective of improving the competitiveness of the sport and bringing it onto an
internationally comparable level.
A high level multinational competition which serves as a hub for broad based development of
the sport is the suggestion. Top clubs from African Zone 6 member countries will compete
regularly against each other in the competition. Athletes’ increased exposure to these events
will undoubtedly fast track the development and competitiveness of the sport in the Southern
African region and reduce the performance gap to the rest of the world.
Additional spin offs this event creates would be increased media exposure for Volleyball and
the creation of role models for young Volleyball players. With increased interest of the media
and public, sponsors interest would also increase, providing the much needed funds for
running the competition, as well as the development of the sport through other initiatives. If
properly structured, the financial incentives would motivate athletes to train hard and perform
at their best and encourage clubs to invest in sustainable development and improvement of the
performance of their teams. Clubs would for example employ qualified coaches for their elite
team as well as their youth teams. They would also see the benefit of employing professional
administrators.
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The competition could also serve as conduit for distribution of surplus funds to participating
national federations, to be used for grass root development, talent identification programs,
coaches and administrator education and similar initiatives.
Such a multinational Volleyball competition therefore has the potential to raise the level of
Volleyball in the region to a level where it is on par with Africa’s best countries, such as
Tunisia, Kenya, Algeria and Egypt. This again would facilitate the qualification of teams from
the region for international events such as the Olympic Games and World Championships,
which will further fast-track the development.
The feasibility of such a competition needs to be assessed and conditions making the event
feasible need to be determined. Further strategies to maximise the success and benefits of
such competition will be formulated.
The following critical questions therefore have to be addressed:
 Is a multinational Volleyball competition for Southern African countries feasible?
 Which conditions have to be met to ensure the feasibility of the event and maximise
the benefits derived from it?
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LITERATURE REVIEW

2.1

One Revolution at a Time
THE PROCESS FOR EVENT MANAGEMENT

The objective of the project is to conduct a feasibility study on the proposed multinational
Volleyball event for Southern Africa. The cycle of perennial events is illustrated in fig 1.1
(Tassiopoulos, 2005, p. 209)

ACTIVITY
EVENT
EVENT

Concept Feasibility
Study

Planning
Marketing
Promotion
Construction

Event

Wind
Down
Monitor an
Review
Marketing

Develop New
Activities
Maintenance
Bookings

TIME

Fig 1.1 – Cycle of perennial events

Integrated development planning follows a logical process, which is outlined below.
 As a result of a study of the current situation and the identification of needs, a vision
and mission statement is formulated to meet the defined needs.
 A strategic framework is then prepared which identifies those strategies which need to
be implemented and those detailed objectives, actions, programmes and budgets which
are required.
 Detailed proposals are prepared.
 In order to implement theses proposals and strategies effectively, an integrated set of
plans is prepared involving finance, sponsorship, operation, funding sources, staffing
needs, marketing and promotional proposals.
In a developing country such as Namibia, the integrated planning process could be adapted
for the event planning process as set our in figure 1.2 (Tassiopoulos, 2005, p. 104)
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Current Reality:
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Implementation of the Event
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Fig 1.2 – integrated event planning process

The scope of this project will include the situational analysis of the current reality and an
assessment of needs of stakeholders. This will be used for developing a vision and strategic
framework.
If through this project such an event proves to be feasible, this work can then be used in future
as basis for a detailed action plan and the implementation of such event.
2.1.1 Situational analysis
The appraisal of the existing situation is carried out to gain an understanding of Volleyball in
the region.
The 2009 Men’s African Club Championships confirmed that Southern Africa is not
competitive against the rest of Africa, where team Liberte from South Africa was the only
team from the Southern African region participating and finished in a disappointing 16th
position out of 18 teams. In the women’s competition Kutwalo from Botswana was the only
team and finished in 8th position.
On the international comparison, South Africa as highest ranked Southern African country
features in 25th position for the men and 36th position for the women on the January 2009
FIVB ranking (FIVB, 2009).
This study can assist in reaching a better understanding of the issues, problems and needs that
exist and result in these poor performances of Southern African countries. This understanding
is crucial because it ensures that the plan is relevant and deals effectively with the identified
needs.
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2.1.2 Feasibility assessment
Based on the information from the situational analysis it will be determined if a multinational
Volleyball event will appropriately address the needs of all stakeholders identified and if it is
therefore feasible to spend time and money on the planning and implementation of such
event.
If considered feasible, the assessment will also include a summary of conditions and
requirements, for example on the format of the competition, the ownership structure, etc,
which make it feasible.

2.1.3 Vision
Having successfully obtained a good understanding of current realities and needs, and having
been reassured by the positive outcome of a feasibility study, it is possible to formulate a
vision for the event. The vision statement will involve a broad outline of what is hoped will be
achieved in the long term – formulating the revolutionary dream.

2.1.4 Strategic framework
Having formulated a vision and using the conditions for a feasible event as a basis, a strategic
framework is developed. This framework will determine guidelines in various strategic focus
areas which will maximise the viability, success and benefits of the multinational competition.
The use of various strategies in a careful way can set the tone of the event and have a very
important influence on how it is structured and designed – what makes the hub spin.
Detailed plans and action programmes will not form part of the strategic framework and scope
of this project.
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2.2

What Makes it Spin?
THE ELEMENTS OF A FEASIBLE COMPETITION

Various facets of a competition have to be taken into account to make it viable. The sporting
product consists of a number of crucial interacting elements which blend together to produce
a competition with consistently high levels of interest. These elements are illustrated in fig
1.3. (Desbordes, 2006, p. 25)
Competition
format

Sport

Clubs

The sporting
product

History &
heritage

Fans

Player

Fig 1.3 – Elements of the sporting product

The illustration is however considered not to be a complete list of important elements which
make the Volleyball competition feasible. To make the multinational Volleyball competition a
successful sporting product, the following elements need to be evaluated:

2.2.1 The sport
As already mentioned by Desbordes the sport is one of the most critical elements. Volleyball
as a sport is considered to be a very popular and sellable sport. The international Volleyball
Federation (FIVB) has 220 affiliated national associations, making it the world’s biggest
sports federation (Henault, 2008). Further, Volleyball had 3.5 billion TV viewers at the
Athens Olympics, making it one of the most watched sports (Acosta, 2008).

2.2.2 Brand equity
History and heritage are important components of a sport product’s brand equity, which needs
to be developed over time. Brand equity, with all its components, however needs to be
developed with the help of effective marketing. This will be further discussed in 2.5. The
media plays an important role in marketing and the communication with the public and fans.
Television as one medium however has the additional benefit of being a potential source of
income. This will be further evaluated in 2.4

7

REVOLUT ION ISIN G TH E SOUTH ERN AFRIC AN C OMPETIT ION SYST EM ---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

2.2.3 Profitability
TV rights are one potential source of income, but the main source is expected to be
sponsorship. At a minimum sufficient income needs to be generated to cover the costs of the
event. If the event runs into a loss it will not be feasible. If the competition is profitable and
surplus funds can be generated, it will create more spin offs and the contribution towards the
development of the sport will grow considerably. This has been further evaluated in section
2.4 and 4.3

2.2.4 Fans
Fans and supporters are the main targets of sponsors and without them the value of the
competition will decrease to such an extent that it will not be possible to raise sufficient
sponsorship to make it profitable. Fans, those attending events and those following the
competition through various media are therefore critical.

2.2.5 Infrastructure
The infrastructure needs to be in place for the execution of the competition. Infrastructure
includes not only the venues, but also the event administration, means of transport for
participating teams, media channels, etc. The state of the infrastructure will be evaluated in
4.2.

2.2.6 Participants
FIVB has the slogan “Keep the ball flying”. Without the players on the court this is
impossible. It is therefore important to determine what motivates players to participate and
this will been done in section 4.

2.2.7 Ownership
Ownership is a key motivator for stakeholders to drive the competition and make it a success.
The rights holder of the event carry the risks involved, but most importantly they are the ones
sharing the benefit of any surplus funds generated. The issues around ownership will be
further discussed in 2.6 and 4.5.

2.2.8 Competition Format
The competition format, further discussed in 2.3, has to a great extent an overreaching impact
on other elements. It impacts for example the event’s characteristics and therefore its brand
equity, it impacts the number of games to be played, and therefore the costs, the required
infrastructure as well as the exposure participants and fans get to the high level competition.
Benefits and weaknesses of different options therefore need to be carefully evaluated.
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2.3

The Competition Format

Some available competition format options are a knock-out tournament which is held at one
venue over a couple of days either annually, biannually or quadrennial. Alternatively a league
could be played with either one or two rounds, where teams play a home and away game.
These games could be spread over the season.
A hybrid competition system could also be considered. The UEFA Champions League
currently uses this format as it considers it more beneficial to all its stakeholders, compared to
the old two-legged knock-out format. The CEV Indesit Champions League, Europe’s top club
Volleyball competition is also a hybrid competition, as displayed in Appendix 7.1. (CEV,
2008)
The knock out format has the risk that popular clubs could be eliminated after one tie, which
is not in the interest of clubs and broadcasters. Since 1992 the UEFA Champions League is a
hybrid competition comprising league and knock-out. This results in a greater number of
guaranteed games and gives the opportunity to exploit new revenues. (Desbordes, 2006, p.
23) This means, that even though a group stage will be included in a hybrid competition
structure, the knock-out remains an important facet of the competition, producing games with
greater excitement and unpredictability. (Desbordes, 2006, p. 27)
The impact of the unpredictability of knock-out matches on the emotions of spectators and
therefore also directly on the marketability of such matches is indicated by a study published
in 2008 in the New England Journal of Medicine. (Tucker, 2009)
The enjoyment of watching sports comes largely from the uncertainty. In marketing terms,
sport on television is classified as an “instantly perishable product” which is to say that the
value of sport perishes instantly once the outcome is known. (Tucker, 2009). Few will watch a
game with emotion and enjoyment if the result is known.
The study in the New England Journal of Medicine looked at the incidence of cardiac events
in Germany during the 2006 Football World Cup, and found that spectators are almost four
times more likely to suffer cardiac events when their team played, and particularly, when they
played very close, high-stakes matches.
The graph below (Fig 1.4) shows the spike that occurred when Germany played, indicated by
numbers on the red line. The blue and yellow lines represent the control periods of 2003 and
2005.
In particular, games 5 and 6 are the ones of interest – those were knock-out matches where
Germany first defeated Argentina in a penalty shoot-out (game 5), and when Germany were
defeated by Italy in the semi-final (game 6). More than 60 cardiac events per day were
reported, compared to the average of about 15 per day.
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Fig 1.4 – Cardiac events

Once loosing that semi-final, Germany played Portugal in the 3rd-4th play-off (game 7), and
one can see how there was no spike, which confirms that the 3rd-4th play-off lacks any tension
or interest. The final, not involving Germany, produced more cardiac events than this game.
The average number of cardiac events during German matches was 43 per day, compared to
only 14.6 per day during the control period.
The number of teams to be included will also have to be optimised to get maximum value. All
stakeholders will create a value network which facilitates, promotes and maintains a platform
for the interaction of network participants. According to Stabell and Fjeldstad (1998, quoted
in Desbordes, 2006, p. 427), linking, and thus value creation, in value networks is the
organization and facilitation of exchange between customers. Thus, value is created by the
rules that include or exclude members of the network. A competition with 100 teams could
lead to a lower value, as could a competition with just 3 teams, compared to 18 league
members. (Desbordes, 2006, p. 173)
Entry for clubs to the competition should also be solely based on merit and no club should be
guaranteed entry. This enhances the legitimacy of the competition in a sporting culture based
on promotion and relegation between leagues.
The organisation of a competition is only successful if the organizers achieve the required
monopoly in the market for nominating the champion. (Desbordes, 2006, p. 169) Currently an
annual Zone 6 Club Championship tournament is hosted by Zone 6. A competition would
therefore have to be differentiated from this, by either targeting a different market, eg
Southern Africa and not only Zone 6 or by using a different competition system and not a
tournament format.
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2.4

Television Rights

Will television coverage become a cost or source of revenue?
TV rights of international sports events with a big viewership are one of the main revenue
generators for the competitions and participating teams. These viewer rating figures are
however difficult to obtain in a new competition except if big investments are made into
marketing the event. Initially no income from broadcasting can be expected, but this should
be one of the strategic objectives as the competition gains its status and support.
Currently, the decision whether or not to cover an event or a sport by means of traditional
media distributors is based on a certain number of criteria, the most important being the
public interest in the event. Thus, depending on the audience size and the market placement of
a sport, media distributors decide whether or not to buy the rights of transmission from the
rights owner. (Ferrand, Torrigiani & Camps i Povill, 2007,p. 46)
With football currently as Namibia’s most popular sport with almost daily media coverage,
the Namibian Football Association’s Premier League did not generate any revenue from TV
rights for the 2009 season. MTC the main sponsor of the league is currently paying N$60,000
per match for the live coverage of a select number of matches on the Namibian national
television channel, NBC, to cover the costs. (Putensen, 2009) The acting Director General of
the Namibian Broadcasting Corporation confirmed during an interview the average cost of
N$70,000 for live transmissions.
Prior to 1965 the German Football League also had to pay in order to be broadcast. Broadcast
fees however rose continuously from then onwards to € 420 million in the 2008/09 season.
(Desbordes, 2006, p. 165)
Similar to UEFA’s approach with the Champions League, for the long term success,
television revenues should be optimised rather than maximised, for example by broadcasting
over free-to-air stations and not pay-TV. This will ensure wider access to the tournament
across the region as means to develop the brand and also means maximising sponsorship
revenue. (Desbordes, 2006, p. 30)
The Southern African market has three categories of TV channels. This is similar to the
European market and thus the same principles apply:
1. Commercial public service broadcasters, which earn their revenues from advertising
alone or in combination with licence fees or governmental funding.
2. Independent broadcasters, which includes channels with publicist ideals – for
example, broadcasters conducting independent journalism
3. Entertainment channels, which mostly covers pay-TV channels.
(Desbordes, 2006, p. 55)
Television stations will have different objectives and strategies, but some negotiation points
for a contract with broadcasters could be similar to the requirements in the television rights
contract of the Norwegian Football Federation:
 minimum number of matches to be produced and screened
 timing of broadcast – live or delayed
 production of ‘magazine programmes’
 broadcast of short ‘profile programmes’ as advertisement for the sport
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 broadcast of advertisements for matches
 citing of competition by sponsors name
 use of studio design elements
 interviews of players in front of sponsors’ advertising boards
(Desbordes, 2006, p. 62)
An important issue also is the use of select camera angles exposing sponsors and their
products during programmes. This will provide sponsors with significantly more mileage, but
will not generate revenue for the broadcaster. Such exposure can be more effective than
ordinary commercials, as viewer rating figures can be significantly lower during commercials.
(Desbordes, 2006, p. 56)
In this context, according to Ferrand and Torrigiani (2007, p.46), fans have free or paying
access to sport media content, which can be controlled by the distributor and/or the rights
owner under specific conditions. This profit-driven economic model has the following effects:
 Most sports do not have access to powerful media outlets.
 Companies secure broadcasting of the events through broadcasting sponsorships.
 Fans have a controlled experience.
The risks of relying too heavily on revenue from television rights should be kept in mind. The
Kirch crisis, where Kirch’s media company went bankrupt while it owned the TV
broadcasting rights of the German Bundesliga, is a good example. German football clubs and
the league administration got into financial difficulties. (Desbordes, 2006, p. 164)
This model is currently challenged due to newly emerging information technologies. Indeed,
it is now possible to create a link between the event, the sporting organisation and the fans
with an Internet platform. This enables the rights owner of the event to occupy a strategic
position.
New media can provide a growing revenue stream and should be exploited. The challenge
with the coverage of the UEFA Champions League – in the early days, it was only a free-toair Wednesday night TV product with sponsorship as well. Now it is a multilayered free-toair, pay-TV, internet, mobile phone, sponsored property which is a very sophisticated thing.
In a sense the challenge is bringing all those components together, and making it work.
(Desbordes, 2006, p. 36)
Due to limited access of the general population to the internet and bandwidth challenges in
the Southern African region, new media channels are not utilised as much as in the developed
world. The technology gap is however decreasing rapidly and more people are making use of
the internet. According to Opera’s latest issue of the State of the Mobile Web report the use of
cellphones to browse the internet is increasing fast. In Namibia the page-view growth has shot
up by 289.6% since last April, while users have increased by 91.3 percent. (Duddy, 2009)
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2.5

Marketing of the Event

To get maximum revenue from sponsors, the event has to be properly marketed and sufficient
exposure has to be created for the sponsor, eg though television coverage, and the event’s
brand equity needs to be developed.
There are 3 interrelated drivers for corporate – sport relationships:
 The demographic profiles of participants and sponsors
 Sports’ ability to attract media coverage
 The link between sponsor and sponsored
(Desbordes, 2006, p. 250)
Multinational competitions with its demographic profile open a bigger market to which it can
be marketed and thus increase the value of sponsorship and media coverage.
The link between the sponsor and the sponsored ensue from three features unique to the sports
sponsorship platform: characteristics of the event; the fit between the event and the sponsor;
characteristics of the sponsor. (Ferrand, Torrigiani & Camps i Povill, 2007,p. 78)
These event characteristics, which are the basis of the fit and successful sponsor relationships,
are the events brand equity, which in itself is a complex concept. This according to Ferrand &
Torrigiani (2005, p. 11) can be broken down into 6 main categories: foundations; legal
protection; knowledge; experience; relationship; and stakeholders.

2.5.1 Foundations
The foundations of a brand are related to its history, vision and identity. History corresponds
to the experience and reputation that the brand acquired over time. A brand must be consistent
with its history, no matter how short it is.
According to Chappelet (2004, quoted by Ferrand & Torrigiani), vision refers to shared
values and an implicit ideal. It is thus important to examine which values should be associated
with the brand.
The process of creating and giving strength to the identity of the brand, as well as the mental
concept of the logo and the physical emblem, is what defines identity. (Ferrand, Torrigiani &
Camps i Povill, 2007,p. 82)

2.5.2 Legal Protection
It is imprudent to invest in the development of a brand without protecting it, because brands
with strong brand equity are frequently imitated. Therefore the entity owning the rights of the
competition must engage legal trademark procedures to protect its brand. (Ferrand, Torrigiani
& Camps i Povill, 2007,p. 82)
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2.5.3 Brand awareness
The objective of brand awareness and brand image communication operations is to leave
people with a memory of the brand and should reflect its unique value. (Ferrand, Torrigiani &
Camps i Povill, 2007,p. 82)

2.5.4 Experience
Experience refers to all the interactions that the stakeholders have with the brand and brings
forth two essential psychological conditions of satisfaction and perceived quality. (Ferrand,
Torrigiani & Camps i Povill, 2007,p. 83)

2.5.5 Value relationship
Stakeholders have a relationship with the competition and the brand is at the heart of all
transactions. A relationship has 3 dimensions: content, duration and intensity. Loyalty, an
important indicator of marketing performance can be reinforced by developing a relationship
marketing strategy. (Ferrand & Torrigiani, 2005, p. 30)

2.5.6 Stakeholder
The social and political impact that the brand derives from stakeholders is a key aspect of
brand equity. The impact will depend on the number and characteristics of the stakeholders,
as well as the influence and nature of their relationships with the brand. (Ferrand, Torrigiani
& Camps i Povill, 2007,p. 83)
Since one of the priorities of sponsorship is to merge interested parties, relationship marketing
strategies facilitating collaborative programmes are recommended. Various rights can be
offered to sponsors interested in such relationships as illustrated in figure 1.5 (Desbordes,
2006, p. 33)
Event rights

Advertising
boards

Tickets and
hospitality

Stadium and
branding

Media rights

Broadcast
sponsorship

Fig 1.5 – Sponsorship rights
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The concept of central marketing as operated by UEFA should be used, where the television,
sponsorship and commercial rights are sold centrally and funds are then distributed to clubs.
By marketing the rights centrally, UEFA has been able to generate greater levels of revenue
than the total revenues generated by the clubs selling the rights individually. (Desbordes,
2006, p. 29)

2.6

Managing the Virtuous Circle
OWNERSHIP STRUCTURE

The ownership of the competition rights will have to be structured in a way to create
incentives for stakeholders for them to be motivated to contribute to the success of the
competition. It will also have to ensure efficient distribution of any surpluses to stakeholders,
in a way that will maximise the development of the sport in the region.
Although football is incredibly popular in poorer parts of the world, such as Africa or South
America, economic structure is crucial in order to develop financially viable professional
football. (Desbordes, 2006, p. 13) The same is applicable for other sports such as Volleyball.
UEFA’s control of the Champions League enables the organization to retain revenues for its
own purposes, including the development of the European game. (Desbordes, 2006, p. 23)
The multinational Volleyball league also has the potential to make a big impact on the
development of the sport in the region. It will however be more effective to distribute funds to
clubs and national federations and empower them to take the next step in developing and
professionalising the sport.
The risk of creating a vicious circle where the best teams become better and other teams and
the general development of the sport is left behind has to be kept in mind. In the UEFA
Champions Format changes in leagues have created something of a virtuous circle for top
clubs – participation generates substantial revenue, enabling the clubs to consolidate their
success in the national leagues. (Desbordes, 2006, p. 26) See Fig 1.6 (Desbordes, 2006, p.
110)
Club
improvement

Spending
power

Competitiveness

People interest

Revenues

Image and
brand

Success

Company
interest

Fig 1.6 – The virtuous circle
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A virtuous circle needs to be created for the growth and development of the sport as a whole
in the region, but not for single clubs.
If teams not participating in this multinational competition do not benefit at all, and even
worse if only winners of this competition benefit through prize money, a situation similar to
the Portuguese national football league will develop. Three clubs, Benefica, Sporting Lisbon
and FC Porto dominate the domestic game. It is rare for any of the lesser clubs to challenge
for the league championship. Outside of these two cities, the fan base is small and financial
weakness allows little scope to buy the quality or number of players necessary to mount a
serious championship assault, or to keep any players of sufficient talent from playing on a
more glamorous stage. (Desbordes, 2006, p. 213-214)
This challenge can be managed by optimising the ownership of the competition and the
distribution of funds using the most appropriate organisational type. Figure 1.7 shows the
seven basic types of organisations which are usually found in the events industry.
(Tassiopoulos, 2005, p. 124)
Corporate
company

Association
–not-f or-gain

Interim
committee

Institution
Event
organisation
types

Trust
Government

Project team

Fig 1.7 – Basic types of organisations

A project team, interim committee and government are not relevant types of organisation for a
perennial multinational competition. In effect the competition would be controlled by various
institutions which have an interest in the competition and would benefit from any financial
surplus generated. These would include the national federations and participating teams.
To effectively manage the relationships of these institutions a corporate company, trust or
association-not-for-gain could be used:
Associations-not-for-gain: These organisations, also often called non-profit organisation, are
established in terms of section 21 of the Companies Act. A number of events are organised by
associations-not-for-gain, because they involve a very effective organisational structure for
different people and groups working together in association to achieve a common purpose.
This will be formally registered and have an event programme under the joint management of
a board of directors representing all the associated organisations. The disadvantage of this
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type of organisation is however that revenue or profits cannot be distributed among the
association members.
Corporate company: In the corporate company model, the organisation is a formal structure in
terms of the Companies Act and has an established management board and shareholders,
being the associated institutions. Such organisations are driven by profit and tend accordingly
to be business-like, efficient and very focused. Each company is governed by its
memorandum and articles of association which are formal rules and procedures by which it
must work. The challenge faced here is the taxability of profits and the taxation on the cross
border distribution thereof.
Trust: Trusts are registered in terms of the Trust Act and each trust has a trust deed which sets
out the objectives of the trust, its organisational structure, working arrangements and
procedures. A trust is administered by a board of trustees. It however has the same challenge
of taxation of profits generated.
Such a corporate entity as rights holder with various institutions as shareholders /
beneficiaries has the advantage that the entity can continue to exists and with all its rights and
obligations, even if the shareholders change for some reason. The entity, as an association of
persons, exists as a separate entity with legal personality from the moment of registration. As
a legal person the company is able to acquire rights and duties in its own name. It can, for
instance, acquire assets, employ employees, be a party to a contract and sue and be sued in
court. (Cilliers & Benade, 2001, p. 5).
Theses entities are further discusses in section 4.5.2.
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THEORETICAL FRAMEWORK AND METHODOLOGICAL PROCEDURE
3.1

The Theoretical Framework

For the feasibility study on the Volleyball competition, the integrated planning process will be
adapted for the event planning process as set our in figure 1.2 in section 2.1 above.
The scope of this project will include the situational analysis of the current reality and needs
assessment. This will be used for:
 answering the research question – is it feasible?
 developing a vision
 and developing a strategic framework.
If through this project such an event proves to be feasible, this work can then be used in future
as basis for a detailed action plan and the implementation of such event.

3.2

The Methodological Procedure

The activities include the following steps:
 Stakeholder identification: All stakeholders with an impact on the feasibility of the
event need to be identified. The data collection and analysis stage of the project is a
key point where all stakeholders and other interested parties have the opportunity to
participate though interviews or surveys. Effective consultation with all affected
parties is critical because, if any groups or individuals are left out of the process, their
input might be lost and the exercise can be discredited because it is considered
exclusive rather than inclusive.


Initial risk and opportunity analysis: Based on initial knowledge about Volleyball and
Volleyball competitions in the region as well as relevant literature review, a risk and
opportunity analysis is prepared for the current competition system. This analysis will
provide a preliminary list of problems and issues, as well as some opportunities. This
information is useful in producing more focussed surveys and interviews during data
collection.



Data collection: Data collection based on the nature of the problems being appraised
and the impact of a multinational Volleyball competition on solving those problems
and addressing some needs. This collection of information will include the following:
o Survey of National Federations
o Questionnaires for athletes
o Comments by FIVB Technical Director, Helgi Thornsteinsson
o Interview with potential sponsors
o Interview with specialists / experts



Updating risk and opportunity analysis: Based on information collected the initial risk
and opportunity analysis will be updated to ensure a comprehensive list of problems,
issues and needs of all stakeholders can be prepared.

An overview of the methodological procedure has been graphically displayed in Appendix
7.2.
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RESULTS AND FEASIBILITY ASSESSMENT
All National Volleyball Federations which are part of Zone 6 of the African Volleyball
Confederation (CAVB) were invited to participate in a survey. The Zone 6 member countries
are Angola, Swaziland, South Africa, Lesotho, Namibia, Zimbabwe, Malawi, Botswana,
Mozambique and Zambia. The following federations agreed to participate and responded:
 Zimbabwe (Fredereck Ndlovu)
 South Africa (Tubby Reddy)
 Namibia (Joel Matheus)
 Botswana (Tsoseletso Nkala)
 Malawi (Jappie Mhango)
 Swaziland (Kenneth Maziya)
Questionnaires were also completed by athletes. Top level athletes were selected who are
potential participants of such a competition and who have had exposure to the highest level of
Volleyball in the region and in some cases internationally. The following athletes were
selected and questioned:
 Simone von Wietersheim - 2008 Namibian Volleyball Federation Player of the Year,
experience of actively competing in Germany.
 Colin Pocock – Owner of private indoor Volleyball complex in South Africa, reached
9th position in the Beach Volleyball competition in the Athens Olympics.
 Rector Mbeha – 2008 Namibian Volleyball Federation Spiker of the Year, Namibian
National Team member.
 Mwita Sikopo – 2008 Namibian Volleyball Federation Blocker of the Year, Namibian
National Team member.
To obtain the view of a potential sponsor, an interview was held with Mr Riaan van Rooyen,
Head of Corporate Communications of Bank Windhoek, one of the biggest corporate
sponsors of sports in Namibia.
To obtain the view of the world’s highest governing body in Volleyball, the International
Volleyball Federation (FIVB), a discussion and correspondence with FIVB Technical and
Development Director with Mr Helgi Thornsteinsson was used.
As one of the objectives of the competition is to use surplus funds for development activities,
eg by distribution to participating national federations, it is critical to create an ownership
structure which results in minimal tax liability. An interview was held in this regard with
Nerma Hartman, senior tax consultant at PricewaterhouseCoopers.

4.1 Current National Competition System
The current national competition systems are the foundations to competitive Volleyball in the
respective countries. These competitions, in which ever format, are the most important, and in
most cases the only, competition opportunities most Volleyball club teams have. These
competitions are used by the national federations to determine the best teams in their
countries.
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These competitions are not standardised in the Southern African region and each country uses
a different format of competition to determine its champion, eg by having teams participate in
a national league or in national club championships and in some cases both. Figure 2.1
indicates the current situation. All countries surveyed organise at least a league or
championships.

Curre nt competitions

League only
Champs only
Both

Fig 2.1 – Current national competitions in Southern African countries

In terms of the FIVB’s vision 2012, they encourage affiliated national federations to host
national leagues lasting for a duration of 3 to 6 months. Although difficult to implement and
manage logistically in some countries, it can be expected that many countries have this as an
objective in order to follow the strategy of the International Volleyball Federation.
The current national competition system of participating countries is however important, as
this will have to be the basis for qualification of teams for the multinational event. Guided by
the FIVB’s strategy, the national league could be taken as the qualification basis of choice.
National Club Championships could be used as interim alternative for countries which have
not implemented a league.
All national federations have also been able to name the three top teams in their country and
therefore it can be assumed that all countries can identify their top teams, based on their
results in national competitions, which ever the format of such competition.

4.2 Infrastructure
The infrastructure in participating countries needs to be taken into account when deciding on
venues and administration of the event. Infrastructure includes venues, officials and media
exposure in the respective countries. The competition can however also contribute to the
development of the infrastructure and a situational analysis will indicate where focus should
be placed.
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The survey of national federations indicated that the countries have 56 indoor volleyball
facilities, of which 21 are considered to be of a standard suitable for a multinational
competition. 10 of these 21 venues are however situated in South Africa.
An evaluation of the top 2 venues per country showed that the average spectator capacity of
these venues is 3,263 persons and is on average situated 24 km from the closest international
airport.
Only two countries however have internationally qualified referees and this critical resource
therefore needs to be managed carefully. These internationally qualified referees count only 7.
Countries however indicated that they have 110 nationally qualified referees. The quality of
these national referee qualifications will need to be reviewed, in order to ensure the quality of
officials will not negatively impact the quality of the competition.
Some players indicated that they are concerned about the quality of the Volleyball
infrastructure in the region: Few venues in Southern Africa are of a standard which is
acceptable and only a very few referees are well trained and qualified.
Media coverage is the third critical area of infrastructure. Media coverage provides the critical
leverage for the marketing of the competition and building its brand equity. Fig 2.2 indicates
the current media coverage of Volleyball in the region.
How regularly does Volleyball feature in the media in your country?
7
6
Daily

5

Weekly

4

Monthly

3

Quarterly

2

Never

Annually

1
0
Newspaper

Radio

Magazines

Television

Fig 2.2 – Media coverage as indicated by surveyed players and federations

Players claim that more needs to be done to increase the interest of the public in the sport, so
that the media will cover it more regularly. The response from national federations however
indicates that the critical media channels are available. With professional PR management it
should therefore be possible to effectively utilise these and generate the required public
awareness of the competition.
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4.3 Financial position
The financial position of federations and teams could become a limiting factor for the
competition in some areas. For example when federations can’t cover the costs of
development of infrastructure or participating teams can’t pay for the travelling costs, this
could limit the success of the competition, unless this is covered by sponsorship of the event.
The event could however also be a potential source of revenue for participating federations
and teams, which can be used for development.
Fig 2.3 shows how national federations rated their own financial position and Fig 2.4 further
highlights that finances are the biggest challenge faced currently by national federations.
How would you rate the financial position of your federation?

Strong
Acceptable
Weak

Fig 2.3 – Rating of financial position of federation by surveyed federation representatives

Their current sources of income include registration fees of affiliates, sponsorships and
funding from government authorities and lotteries. The income federations receive however
ranges from about EUR 6,000 per year up to EUR 235,000 per year. This might give an
indication to why a country like South Africa on relative terms has been able to perform better
on international level compared to countries with a weaker financial position.
It further indicates that firstly financial support to participating federations and teams will be
necessary in order to ensure the participation in the multinational competition by the majority
of countries in the region. Secondly it also indicates that cost management is important and
the format of the competition needs to be cost sensitive.
As balancing side to the costs one of the main income generators will clearly be funds raised
through sponsorship and therefore the views of potential sponsors, as key stakeholder, need to
be taken into consideration.
During an interview with Mr van Rooyen, he confirmed that the sponsors who would find the
best fit for such an event would be multinational companies, which operate in all countries in
Southern Africa. Bank Windhoek, a Namibian financial services company, focuses its
22
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sponsorship for example only on events within Namibia, as they don’t see sufficient benefit
form sponsoring in a market where they are not active.
“Companies like First National Bank, who operate in all countries might be very interested in
sponsoring such events, as they would have each country pay for a portion of the sponsorship
cost”, Mr van Rooyen mentioned.
He also commented that similar to other companies, they try and focus their sponsorship on
sports codes which are not cluttered by many other sponsors, especially not their direct
competitors. Smaller sports codes are therefore a lot more appealing to them.
The required sponsorship funding therefore needs to be raised by targeting multinational
companies with a proposal highlighting to them the benefits of sponsoring a multinational
Volleyball competition.

4.4 Challenges
Without doubt each country in the region faces its own challenges when it comes to the
development of Volleyball. Countries however also face some common challenges.
With the intention of developing the multinational competition into a hub for the development
of Volleyball in the region with various positive spin-offs, it is critical to try and identify
these common challenges and try and address these as additional value adding benefits of the
competition.
National federations rate the challenges in their countries as shown in Fig 2.4.
Which do you consider as the biggest challenges facing Volleyball in your
country?
Lack of international competitions
Lack of good national competitions
Lack of qualified officials (eg referees)
Lack of development initiatives
Lack of talent
Lack of players
Lack of administrators
Lack of finances
0

0.5

1

1.5

2

2.5

3

3.5

4

Fig 2.4 – Challenges facing Volleyball as rated by federations
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The rating of challenges by players looks very similar, but with more focus on better
competitions:
Which do you consider as the biggest challenges facing Volleyball in your
country?
Lack of venues
Lack of international competitions
Lack of good national competitions
Lack of qualified officials (eg referees)
Lack of development initiatives
Lack of talent
Lack of players
Lack of administrators
Lack of finances
0.00

0.50

1.00

1.50

2.00

2.50

3.00

3.50

4.00

Fig 2.5 – Challenges facing Volleyball as rated by surveyed players

Simone commented further thereon: “Most important: more finances. With that people could
be employed full-time to organise more events, better marketing and better administration.
The sport could be developed, teams could get financial support to travel to other countries,
venues could be upgraded, etc.”
The most effective and efficient methods for creating positive spin-offs from the competition
in order to address these challenges need to be identified. Questioned stakeholders listed the
following ideas:
 More community involvement
 Introduce Volleyball as school sport
 Increased competition opportunities
 Provision of infrastructure
 Training of leaders and administrators
 Remuneration of players
 Full time employees for national federations

4.5 The new multinational competition
All questioned players and all national federations indicated that they would like to get
involved in a multinational competition for Southern Africa’s best teams. Without exception
they also want to bid for hosting one or more legs of the competition on their soil.
Participating federations’ input and comments are critical in the shaping and structuring of the
multinational competition. A few critical questions were asked to the federations and players
in order to obtain their feedback.
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4.5.1 Competition system
The decision on the most appropriate competition system is one of the fundamental decisions
and has also already been discussed in detail in section 2.3. National federations’ and players
combined feedback is displayed in Fig 2.6.
Which competition system do you consider most appropriate?

League
Knock-out tournament
Round robin tournament
Hybrid competion (round
robin groups + knock-out)

Fig 2.6 – Appropriate competition system as suggested by federations and players

Stakeholders also listed the following thoughts which need to be taken into account when
deciding on the competition system:
 Give everybody a chance to play another
 Maximise the number of competitive games to participating teams
 With the current financial crisis that many countries are facing a knock-out
competition will provide some quick competitions without long term commitment
throughout the year.
 Manage travelling cost
Players prefer the hybrid competition structure. One player commented: “League is too much
travelling therefore too expensive and extremely difficult to organize. A hybrid competition
will give every team a bit more exposure with more games, but will need less organizational
effort and time than a round robin tournament.”
Due to the fact that players in the region do not have a professional league in which they can
participate, the majority of potential participating players are employed full time in their
professional occupations. This limits their availability for participation in Volleyball. The
survey of stakeholders indicated that players can on average afford to spend about 10 days on
participation in Volleyball competitions and related travelling.
4.5.2 Management and organisation
Federations agree that the competition should be partly outsourced (Fig 2.7). Simone argued:
“Even if the federations had the skills, most board members have full-time jobs and are at the
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limit with their workload already with their national tasks. Still, they should give input to such
a competition.”
Do you think National Federations in our Zone have the capacity and
skills to host such a competition professionally or should this be
partly or fully outsourced to a sports management company?

Federations can do it
Outsource partly
Outsource fully
Not sure

Fig 2.7 Outsourcing options rated by federations

Mrs Hartman further suggested that the risk of taxation resulting from transfer pricing policies
could be reduced by outsourcing all operations of the competition to an independent party, eg
an sports or events management company. If such independent party makes payments to
federations or other connected parties, eg in return for administrative work performed or for
hosting of matches, no transfer pricing issues can arise.
4.5.3 Owners of the competition rights
Even with the organisation of the competition outsourced to a sport management company,
the competition will still be ultimately managed by its owners. Therefore it is critical to
determine the owners of such competition and the most appropriate ownership structure. All
national federations indicated that they would like to be considered as owners for the
competition, and players agree with this.
CAVB and FIVB, as the sports continental and international governing bodies respectively, as
well as Zone 6 the regions governing body have also been indicated as potential owners, but
traditionally would not become owners of such a competition. These bodies could however
add value to the competition’s brand equity by approving it as an official event and including
it on their calendar.
Mr Thornsteinsson indicated, “If this competition is approved by the CAVB and it is included
in their competition calendar then naturally the FIVB will approve this competition. Each
continent is responsible for the competitions organized under their own continent.” The
conditions in the FIVB Sports Regulations need to be met to get CAVB and FIVB recognition
for the competition.
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Participating teams could become owners as well and this might provide a financial incentive
to encourage them to promote the event and contribute to its success.
4.5.4 Ownership structure
During the interview with Mrs Hartman the following options as legal entities for structuring
the ownership of the competition were discussed:


Non-profit organisation
A non profit organisation is not a suitable corporate structure for achieving the
objectives, as surplus funds are not allowed to be distributed to the associated
members of such an organisation.



Limited liability company with National Federations as shareholders
The company with the national federations as shareholders has the disadvantage that
all profits of the company are taxed at the corporate tax rate of the company in which
it is registered, eg 35% in Namibia.
On the profits which are then distributed to the national federations in the form of
dividends non-resident shareholders tax of 10% will have to be withheld on top of
that. In other words far in excess of one third of the excess funds will end up being
paid as taxes instead of being used for the development of Volleyball.
Excess funds can also not be distributed to the national federations in the form of
excessive tax-deductible charges or expenses, as these cross border costs to connected
parties would incur taxes due to transfer pricing regulations.



Limited liability company without National Federations as shareholders
A company without the national federations as shareholders, eg owned by an
independent person, might be one solution to this problem.
The company would still be taxable on all profits and would not be able to distribute
profits in the form of dividends to the federations.
The federations would however not be considered as connected persons to the
company owning he competition and as a result would not be subject to transfer
pricing regulations. As a result the company could enter into agreements will all
participating federations, which commits it to distribute all excess income in the form
of a tax deductible expenses, eg and endorsement fee to the federation or similar.
This however has the disadvantage that the federations will have to give up control
over the ownership of the competition to some extent, as they can’t be shareholders or
directors of the company and will only control their rights via the agreements with the
company.



Trust
Another option would be to use a trust as entity to own the rights to the competition
with all participating federations as beneficiaries and where such trust can be managed
by trustees nominated by these organisations.
Profits of a trust would also be taxable if retained in the entity. If the entity however
distributes all excess income in the year in which it is received to the beneficiaries,
these would not be taxable. The trust would solely act as a conduit.
The beneficiaries would be taxable on such income. Federations are however exempt
from taxation and none of the funds would therefore be taxable.
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The same principles also apply if participating clubs/teams, CAVB or similar sporting bodies
are also included as owners of the competition.

4.6 Comments and vision
Critical to the success of a new multinational Volleyball competition is also that all
stakeholders share a common vision and strive toward this and see the benefits from it.
On asking players what they think about the idea of a new Volleyball competition Simone
answered: “Excellent, if funds are available and the whole competition is organized properly,
i.e. not a waste of time and money for participating teams.” Rector added: “I personally think
it is a good idea because this will close the gap between the standard of Volleyball within
Southern Africa to match those of the North.”
And players visualise such competition as follows: “The top two or three clubs of each
country should participate and one should play about two tournaments a year, each one over a
weekend with one or two extra days, maybe at different venues. Each team should be able to
play at least three other teams at such a competition. Funds should be provided to cover
travelling expenses, so that every club that qualifies can attend. This in my eyes would be a
very interesting competition with lots of interactions between teams/nations.”
But they suggest that the following is also important for further developing the sport in the
region: “More national competitions, more development, better marketing and PR to make the
sport more popular, leading to more sponsors and better financial situation. Also a high
standard of organisation is required to prevent frustration of players and volunteers which
leads them to moving to other sports codes. Another thing right now to do is to start
supporting, educating, and train primary and high school kids”
Federations also consider the competition as a good idea and a good tool to improve the level
of Volleyball in the region. Some however correctly indicated that it might take some time to
develop a culture of self-sustainable teams.
Federations see this competition starting small and growing to become a bigger competition
with greater capacity and status. The competition could for example start initially with only
one team from each country.
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4.7 Risk and Opportunity Analysis
Risks and opportunities identified in section 2 and 4 have been summarised and evaluated in
Appendix 7.4 according to the criteria in Appendix 7.3. These have then been plotted on the
matrix in 4.7.1 below.
4.7.1 Detailed Matrix
Risk

Opportunity

14,

A

25,31,59, 37,52,

1,12,

5,17,

4,24,

11,

D

6,10,22,

8,

E

3,15,19,2 13,21,23,
0,

C

18,

2,

34,41,44, 32,26,38,
54,
39,40,47,
55,56,

27,43,53, 35,

33,57,

49,58,60,

42,

C

28,

36,51

30,45,48,

D

7,

IV

29,50,

E

III

II

F
I

I

Negativ e Impact
Likelihood :
A

Ver y High

B

High

C

Sig nificant

D

Low

E

Ver y Low

F

B

9,16,

F

Almost Impossible

A

Likelihood

Likelihood

B

46,

II

III

IV

Positiv e Impact

Negative Impact :

Likelihood :

Positive Impact :

I

Critical

I

Exceptional

II

Significant

II

Maj or

III

Marginal

III

Moderate

IV

Negligible

IV

Mi nor

A

Very High

B

Hig h

C

Significant

D

Low

E

Very Low

F

Almost Impossible

Risks and opportunities falling into the focus area, with high likelihood and impact, serve as
basis for the strategic framework in section 5.2.
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4.7.2 Summarised Matrix

Likely

Negative
1. Sport is an “instantly perishable product”
2. Income will not be sufficient to cover the
costs of the event
4. Financial position of federations as limiting
factor
5. Teams can’t participate without financial
support
11. Insufficient qualified referees
12. Federations’ staff has limited time and
skills
14. Knock-out format eliminates teams after
one tie
17. Participants’ available time is limited
18. Takes time to develop self-sustainable
teams
24. Taxability of profits

30

Positive
25. Volleyball in region can improve
26. Volleyball as a sport is popular and
sellable
27. Volleyball as a sport is not cluttered by a
lot of sponsors
31. Various rights can be offered to sponsors
32. Central marketing maximises revenue
33. Multinational companies are interested in
sponsoring
34. Increased funds are the key to improving
and developing the sport
35. Outsourcing reduces transfer pricing
taxation risk
37. > 20 suitable venues
38. Critical media channels are available
39. Event management outsourced to sport
management company
40. Hybrid competition format increases
guaranteed
41. Hybrid competition format increases
guaranteed games
42. With the optimal number of teams, value
is created through a value network
43. Differentiation of the competition to
achieve monopoly
44. Hybrid format optimises balance between
costs, exposure to games and time
46. National Club Championships as
alternative qualification event
47. All players and federations want to get
involved
49. Brand equity can be developed with
effective marketing
52. The identity can be defined
54. Communication created brand awareness
55. Ownership motivates stakeholders
56. Trust as ownership structure ensures
efficient distribution of surpluses
57. Empower national federations by
distributing funds
58. Create a virtuous circle for Volleyball in
the whole region
59. Corporate entity can exist as separate
legal person, independent from
stakeholders
60. Trusts can distribute surplus funds and
prevent taxation thereon

Unlikely
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Negative
3. Financial difficulties from relying on
uncertain revenue sources
6. Local businesses are not interested in
sponsoring
7. Financial crisis can put commitment and
funding under pressure
8. Travelling costs can become unaffordable
9. Infrastructure is not appropriate for the
competition
10. Technology gap
13. Use of an inappropriate competition
format
15. Monopoly for the championship can not
be achieved
16. Players are not motivated to participate
19. The brand can be imitated
20. Stakeholders don’t share a common
vision
21. Insufficient attention from fans
22. Creating a virtuous circle for top clubs
23. Original entity does not allow distribution
of funds

Positive
28. Surplus funds can be used to develop the
sport
29. TV rights are a potential revenue
generator
30. Camera angles give sponsors additional
mileage
36. Contribute to the improvement of
infrastructure
45. National federations follow FIVB’s
strategy and implement national leagues
48. Competition can start small and
continually increase the number of
participants
50. Television broadcasts can be optimised
51. Emerging information technologies link
stakeholders
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CONCLUSION / VISION
5.1

Is it Feasible?

Is a multinational Volleyball competition for Southern African countries feasible?
The competition can be considered feasible if all of the critical elements which make the
competition spin, as discussed in section 2.2, can be positively addressed:
 the sport
 brand equity
 profitability
 fans
 infrastructure
 participants
 ownership
 competition format
Based on the situational analysis performed and the evaluation of risks and opportunities it
can be concluded that the proposed multinational Volleyball competition for Southern Africa
can be considered feasible, subject to the risks and opportunities highlighted in the focus area
in the matrix in 4.7.1 being addressed.
These risks and opportunities have therefore been included in the strategic framework in
section 5.2.

5.2

Strategic Framework

Which conditions have to be met to ensure the feasibility of the event and maximise the
benefits derived from it? The following strategic framework identifies those strategies which
need to be implemented and those detailed objectives and actions which are required as basis
for a successful competition.
5.2.1 The sport
The current level of Volleyball in the region has the capacity to improve significantly.
Volleyball as a sport is internationally very popular and sellable. This has to be used as the
basis for the success of the competition as development initiative.
5.2.2 Brand equity
The competition’s brand equity needs to be developed with effective marketing and
communication to stakeholders must be used to create brand awareness. When developing the
brand equity the multinational demographic profile of the competition must be used as
element to increase its value.
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5.2.3 Profitability
Revenue generated has to be sufficient to cover all organisational costs, as well as provide
financial assistance to teams in order for them to cover their costs of participation.
Various rights have to be marketed centrally mainly to multinational companies who will then
provide the funds needed to run the competition and develop the sport.
5.2.4 Fans
Volleyball is a popular sport with fans following the sports activities and these fans must be
continuously engaged as key stakeholders, as their interest in the sport is critical for the
success of the competition.
5.2.5 Infrastructure
Referees need to be managed as critical resource and their commitment towards the success of
the event needs to be ensured for example through fair remuneration.
More than 20 venues of acceptable standard exist in the region from which the most suitable
must be selected.
Critical media channels are available in the region and must be utilised with professional PR
activities. This would be part of the activities the organisers, which ideally should be an
outsourced sports management company, have to take responsibility for.
5.2.6 Participants
All questioned players and federations have shown initial interest in participating in the
competition and the competition needs to be further marketed to them in order to entrench
their commitment.
Participants’ time is limited on average to 10 days per year for participation in the
competition and the total number of competition days plus travelling days per team should
therefore not exceed this.
5.2.7 Ownership
Ownership must be used to motivate stakeholders to contribute to the success of the
competition. Key stakeholders in this regard are national federations and participating clubs.
A trust should be used as corporate entity to facilitate the ownership structure, as it can exist
as separate legal entity, where it can distribute funds with minimal taxation impact to
stakeholders. These funds will empower the national federations and create a virtuous circle
for the development of Volleyball in the region.
5.2.8 Competition format
The competition format should not consist only of knock-out matches as teams will be
eliminated early and will not receive sufficient exposure to high level competition.
The competition has to be run in a hybrid competition format, as this optimises the balance
between costs, exposure to games and time required. It further ensures increased guaranteed
games while still producing knock-out games with high excitement and unpredictability.
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5.3

Now it’s Our Turn
THE VISION

Volleyball in the Southern African region is not on the same standard as the rest of the world.
One of the most important focus areas in the strategy for reducing the growing
competitiveness gap is to give the top Volleyball players more exposure to high level
competition. Only if players compete regularly at a level above their current standard will
they improve their game.
Competing only at national level does not provide this platform, multinational events are very
rare and the countries from the region qualify only in exceptional cases for international
events. A new Volleyball competition for the top teams from each country will provide
players with this required exposure.
In addition such event will have a better status and as a result can better be marketed and
attract more attention from the public. This will not only raise the profile and awareness of
Volleyball as a sport, but also create role models for young athletes to follow.
As direct result of this publicity, bigger sponsorship can also be attracted for the competition.
This will ensure that a competition of the highest organisational standards can be presented,
which will not only cover all costs for competing teams, but also provide financial incentives
for the teams to raise the level of their game and also invest in the development of young
athletes at club level to ensure sustainable performance.
Above this, it is envisioned that the competition will also generate a surplus, which will be
distributed to participating national federations for investment in grassroots development
projects.
Indirect benefits to the development of the sport will also be that this competition will create
pressure on national federations and teams to improve their administration and management
competencies.
It will also further create the opportunities for referees and officials to officiate international
games. This is required for referees to obtain their qualification as internationally qualified
referees.
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APPENDICES
7.1 Competition format for European Cups
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7.2 Methodological overview
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7.3 Risk and Opportunity evaluation criteria
7.3.1 Impact level evaluation

Risk
Negative Impact

Description


I

Critical








II

Significant








III

Marginal









IV

Negligible
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Inability to deliver a number of competition priorities
or strategic objectives.
Inability to achieve a number of critical elements.
Dissolving of competition.
Extensive negative coverage in national press and
broadsheet editorial and/or national TV.
Major local and significant national/international
environmental damage.
Huge financial loss >N$500K in a year.
Inability to deliver a competition priority or strategic
objective.
Major disruption to competition.
Extensive delay in competition.
Negative coverage in national (broadsheet) press
and/or low coverage on national TV
Major damage to local environment.
Major financial loss >N$250K - <N$500K in a year
Inability to deliver a service objective that is not key
to the delivery of a competition priority or objective.
Significant disruption to competition proceedings.
Major disruption to non-crucial service (spin-offs).
Extensive and/or front-page coverage of negative
headlines in local press and/or minimal coverage in
national tabloid press/TV.
Moderate damage to local environment.
High financial loss >N$50K - <N$250K in a year.
Inability to deliver objective that is not key to the
delivery of a competition priority or objective.
Minor impact on delivery of strategy or operational
activities
Brief disruption of competition proceedings.
Minor/significant disruption to non-crucial service.
(spin-offs)
Minimal reputation damage (minimal coverage local
press).
Insignificant or minor damage to local environment.
Low or medium financial loss <N$50K in a year.
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Opportunity
Positive Impact

Description


I

Exceptional







II

Major







III

Moderate







IV

Minor






Exceptional improvement to competition (e.g.
quality, level, speed, cost, etc) and/or delivery of
strategic objectives/priorities
National or international spin-offs.
Extensive positive coverage in national press and
broadsheet editorial and/or national TV.
Major improvement to regional and/or national/
international environment.
Income and/or savings of >N$250K.
Major improvement to competition (e.g. quality,
level, speed, cost, etc) and/or delivery of strategic
objective/priority.
Regional spin-offs.
Positive coverage in national (broadsheet) press
and/or low coverage on national TV
Major improvement to national environment.
Income and/or savings of >N$50K - <N$250K.
Moderate improvement to competition (e.g. quality,
level, speed, cost, etc) and/or delivery of strategic
objective/priority.
Thorough or County wide spin-offs.
Positive coverage in local press (e.g. extensive or
front page) in local press and/or minimal coverage
in national tabloid press/TV.
Moderate improvement to local environment.
Income and/or savings of >N$10K - <N$50K.
Minor improvement to competition and/or delivery of
strategic objective/priority.
Local level spin-offs.
Minimal positive coverage in local press.
Minor improvement to local environment.
Income and/or savings of <N$10K.
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7.3.2 Likelihood evaluation
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7.4 Risk and opportunity evaluation
RISKS
Element
Sport

No
1

Sec
2.3

Risk
Sport is a "instantly perishable product"

Likelihood
B

Negative Impact
III

2

2.2.3

Income will not be sufficient to cover the
costs of the event
Financial difficulties from relying on
uncertain revenue sources
Financial position of federations as
limiting factor
Teams can't participate without financial
support
Local businesses are not interested in
sponsoring
Financial crisis can put commitment and
funding under pressure
Travelling costs can become unaffordable

C

I

3

2.4

E

II

4

4.3

C

II

5

4.3

B

I

6

4.3

D

III

7

4.5.1

E

I

8

4.5.1

D

II

9

2.2.5

Infrastructure is not appropriate for the
competition
Technology gap
Insufficient qualified referees
Federations' staff has limited time and
skills

F

II

10
11
12

2.4
4.2
4.5.2

D
C
B

III
II
III

13

2.2.8

Use of an inappropriate competition
format
Knock-out format eliminates teams after
one tie
Monopoly for the championships can not
be achieved

E

II

14

2.3

A

II

15

2.3

E

III

Participants

16
17
18

2.2.6
4.5.1
4.6

Players are not motivated to participate
Participants' available time is limited
Takes time to develop self-sustainable
teams

F
B
C

II
I
IV

Brand equity

19
20

2.5.2
4.6

The brand can be imitated
Stakeholders don't share a common
vision

E
E

III
III

Fans

21

2.2.4

Insufficient attention from fans

E

II

Ownership

22
23

2.6
2.6

D
E

III
II

24

2.6 /
4.5.2

Creating a virtuous circle for top clubs
Organisational entity does not allow
distribution of funds
Taxability of profits

C

III

Profitability

Infrastructure

Format
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OPPORTUNITIES
Element
Sport

Profitability

Infrastructure

Format

Participants

42

25
26
27

2.1.1
2.2.1
4.3

28

2.2.3

29

2.4

30

2.4

31
32
33

2.5.6
2.5.6
4.3

34

4.4

35

4.5.2

36

4.2

37
38
39

4.2
4.2
4.5.2

40

2.3

41

2.3

42

2.3

43

2.3

44

4.5.1

45

4.1

46

4.1

47

4.5

48

4.6

Opportunity
Volleyball in region can improve
Volleyball as sport is popular and sellable
Volleyball as a sport is not cluttered by a
lot of sponsors

Likelihood
A
B
B

Positive Impact
I
II
III

Surplus funds can be used to develop the
sport
TV rights are a potential revenue
generator
Camera angles give sponsors additional
mileage
Various rights can be offered to sponsors
Central marketing maximise revenue
Multinational companies are interested in
sponsoring
Increased funds are the key to improving
and developing the sport
Outsourcing reduces transfer pricing
taxation risk

D

I

E

II

D

III

A
B
C

I
II
I

B

I

B

IV

Contribute to the improvement of
infrastructure
> 20 suitable venues
Critical media channels are available
Event management outsourced to sport
management company

D

II

A
B
B

II
II
II

Hybrid competition format increases
guaranteed games
Hybrid format includes knock-out games
with excitement and unpredictability
With the optimal number of teams, value
is created through a value network
Differentiation of the competition to
achieve monopoly
Hybrid format optimises balance between
costs, exposure to games and time

B

II

B

I

C

III

B

III

B

I

National federations follow FIVB's strategy
and implement national leagues
National Club Champs as alternative
qualification event
All players and federations want to get
involved
Competition can start small and
continually increase the number of
participants

D

III

A

IV

B

II

D

III
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Element
Brand equity

Ownership

49

2.2.2

50
51

2.4
2.4

52

2.5

53
54

2.5.1
2.5.3

55
56

2.2.7
2.6

57

2.6

58

2.6

59

2.6

60

4.5.2

Opportunity
Brand equity can be developed with
effective marketing
Television broadcasts can be optimised
Emerging information technologies link
stakeholders
Demographic profile of multinational
competition increases value
The identity can be defined
Communication creates brand awareness

Likelihood
C

Positive Impact
II

E
D

II
II

A

II

B
B

III
I

Ownership motivates stakeholders
Trust as ownership structure ensures
efficient distribution of surpluses

B
B

II
II

Empower national federations by
distributing funds
Create virtuous circle for Volleyball in the
whole region
Corporate entity can exist as separate
legal person, independent from
stakeholders
Trusts can distribute surplus funds and
prevent taxation thereon

C

I

C

II

A

I

C

II
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