
Principles of Sports Development
Sports Development aims to increase participation at all these levels. These could be athletes, 

coaches, officials, administrators, or volunteers.

Impact of Sports Development Reduction in Crime
Community Cohesion

Regeneration

Health and Well-Being

Education

Target Groups
-Gender
-Age
-Ethnicity
-Socio-Economic Status
-Disability

Barriers
-Gender: Sport traditionally done by males takes 
priority. Greater funding, prize money and media 
attention.
-Age: Young people struggle as they may need parental 
consent for activities. Old people struggle due to 
health restrictions. 
-Ethnicity: Under representation in some sports
-Socio-Economic status: Cost of sport can put people 
off (memberships, equipment. People that work more 
hours struggle to find time to do sport. 
-Disability: Physical, psychological and logistical 
barriers stop them from taking part. 

Solutions
-Concessionary rates
-Promotions
-Accessibility
-Facilities
-Clothing and Equipment
-Transport
-Staffing
-Training Staff
-Education



Principles of Sports Development

Stakeholders

Local Authorities Sport England
UK Sport

Politicians

Facility 
management

NGB’s and 
WGB’s

Voluntary/ Public/ 
Private Sector

Education Providers

Health care Providers

Functions Of 
Stakeholders

Funding
Sport England main 

contributor, money used to 
develop provision of sport

Resources
(Human resources, 
Physical resources, 
financial resources)

Research
Sport England’s Active Life 

Survey identifies priority areas

Strategic Planning
Plan where to send funding 

so it is most beneficial

Promoting
e.g. This Girl Can

Consultation 
Groups

e.g. gain people’s 
opinions on facilities, 
events, initiatives etc. 

Coaching
e.g. providing education 

courses for clubs/individuals

Measuring Sports 
Development

Benchmarks
e.g. can be compared to 
other clubs, nationally 

set, identify S&W

Charter Standard 
Scheme

Support development of 
clubs, rewarding them for 

achievement and 
commitments

Quest
Assesses management 
of sports development 

schemes

Increased opportunities 
for young people. Ensure 
the organisation is child 

friendly, safe and 
inclusive

Ensure organisations 
meet specific 

standards (training 
staff, effective 
planning etc)

Key Performance 
Indicators (KPI’s)

Primary and 
Secondary 

Data



Infrastructure

Environmental

Sports development impacts infrastructure as it 
requires the development of facilities etc to ensure 
a legacy is left. 

For example: The London 2012 Olympics 
infrastructure legacy was that they produced 3000 
new homes, 10 railways lines, 30 new bridges and 
£10 million investment to improve London’s 
pedestrian and cycle routes. 

The United Nations Environmental Programme 
(UNEP) must consider the environmental 
benefits of sports development events (i.e. FIFA 
world Cup, Olympics, etc). The following are 
environmental considerations: 

Other benefits have a more direct impact such as 
increasing the cycle and pedestrian routes for 
the area, reducing car pollution. 

Wider Sports 
Development



Media and 
Commercialisation

Media in Sport

Commercialisation Impact of Media and 
Commercialisation

Online Media
-Reach a global audience
-Generate online traffic (include videos and pictures to increase conversion rates)

Specialist Press
-Good to advertise events and initiatives
-More captive/interested audience
-Links to raising participation levels as they increase interest in specific sporting events and initiatives

TV and Satellite
-Promoting a sport on a global scale (e.g. Women's football)
-Generating global interest in sport and generating income 
-Increasing viewing figures (generate interest leading up to an event - i.e. Olympics)

Social Networks
-Provide an opportunity for marketing and promoting new events, initiatives, clubs and facilities. 
-Free to set up, use and post = cost effective
-Reach a global audience

Press and Newspapers
-Increase interest at a local level
-Increase awareness of local events and initiatives
-Promote 'feel good' stories about achievements of local clubs, etc.
-This can increase likelihood of funding (sponsorship or crowd funding) which can support events and initiatives

The media and commercialisation have an 
impact on the wider Sports Development 
context. They can affect participation, 
inclusion and progression. 
e.g. When Wimbledon is on, tennis 
participation increases
e.g. During the Olympics, participation levels 
rose in various forms of different sport

Media coverage of disputed decisions in 
football has often drawn on commercial 
aspects of the game 
e.g. amount of money gained/lost through 
promotion or relegation
e.g. justification of using goal line technology

Success of the club/organisation determines whether 
commercialisation can be maintained.

The more success = enhanced commercial interests

Important for the long-term health of an initiative, 
event, club or facility.

The aim is not to make as much money as possible, 
but seek to generate some income (e.g. charging 

participation fees, sponsorship etc) in order to help 
the project survive. 

Funding can be gained through Sport England, 
National lottery, local authorities, sponsorship, social 

investors (e.g. crowd funding). 

Budgeting is vital so investors are clear where the 
money is being spent (e.g. qualifications, facilities, 

equipment, staffing, etc)! 

Ethics - Appropriate Sponsorship (i.e. Coca-Cola, McDonalds, Alcohol, etc)

- Fairtrade Resourcing (promote fairtrade, rights for farmers/workers) 



Resources

Exam Structure

Aims

Performance Indicators

Proposed Activities

Key Points

Increasing Participation
Facilities (regeneration) – what 
/how improve?
Advertising – social media
Funding – realistic costs 
(regenerating facilities, training 
staff, new equipment, etc)
Timescales – complete by when?
Fundraising – taster days etc. 

Human resources – Staff, 
volunteers, coaches
Physical resources – Leaflets, 
tickets, pitches, ‘fun day’ activities 
(chairs/benches, inflatables, etc), 
prizes, first aid kits, food/ drinks
Financial resources – funding, 
costings, budget, where is money 
going?

Benchmark
KPI’s
Clubmark
Reviews using data
Primary/secondary data

Increasing Participation
Facilities (regeneration)
Target groups
Advertising
Funding (Sport England)
Reduce crime
Increase community cohesion

Rational – A reason for a decision
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How does this link to the wider sports development context?

Proposed Activities - What will you do?
(Include to timescale and costing)



Preparation for Exam


