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Executive Summary 

With demand for its services continually increasing and the board’s desire to grow, Sailors with 

disABILITIES (SWD) is at a pivotal juncture in its history. With the organisation surviving for almost 20 

years on the efforts of a small few, the SWD business model has become unsustainable. The 

question addressed in this report is … How can SWD become more sustainable? 

To improve the sustainability of SWD, the UTS Consulting team has identified 4 areas of concern and 

provided recommendations for each. A summary of recommendations is provided below. 

 Organisational Structure – adopt a ‘functional structure’ where a management ‘layer’ is 

added reporting to the SWD Board. The management layer includes the 5 functional areas of 

the organization requiring focus – Sponsorship & Funding, Boat Operations, Volunteer 

Management, Program Management and Administration. 

 Recruitment & Retention – conduct a skills analysis of the organisation to determine gaps 

and recruit appropriately. The recommendation is to also implement a retention plan, 

inclusive of a rewards program in order to keep the existing base of volunteers engaged. 

 The ‘Corporate Message’ – for marketing purposes particularly, it is recommended SWD 

undertake a process of identifying and communicating the organisation’s corporate 

message. This message should become embedded into all aspects of the organisation and 

will help facilitate areas such as sponsorship, government grants and recruitment. 

 Stakeholder Engagement – to ensure SWD is in the best position to succeed and extract the 

optimal amount of value from each of its stakeholder groups, it is recommended the 

organisation adopt a ‘customised’ engagement plan. This involves analysis, development 

and implementation of an engagement plan for Clients, Donors, Members, Sponsors and 

Volunteers. 

Evidence shows that there is a shared passion among the people involved with SWD to remove the 

stigma of disability from the consciousness of the community. This passion is a critical component 

for success, however some fundamental changes are required to ensure long term success. The 

above recommendations are targeted at creating a more sustainable organisation and achieve a 

sustainable organisation that can navigate the next 20 years and beyond. 
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Part 1 - Introduction 

For almost 20 years, Sailors with disABILITIES (SWD) has provided free sailing experiences to people 

with a disability, disadvantaged children, adults and their carers. Driven by a passion to change the 

way people with a disability regard themselves and the society’s perception of the disabled, SWD 

has flourished over the years to now deliver multiple programs and major sailing events to over 

3000 people per annum. With the demand for its services continuing to grow, placing pressure on 

the organisation’s available resources, SWD is now at a pivotal juncture in its history.  

The SWD Board of Directors has engaged the UTS Consulting team citing a broad range of areas for 

analysis and improvement. The most notable areas cited by the board were volunteer recruitment 

and retention, sponsorship and funding and organisational structure – all acknowledged as critical to 

the sustainability of SWD and its ability to grow. The UTS Consulting team facilitated meetings with 

the SWD Board and developed the scope of the ‘SWD Project’ based on the requirements of the 

organisation and the core competencies of the consulting team.   

SWD, like many social enterprises, has been predominantly fuelled by the generosity and effort of a 

small few. The key question is … Is this sustainable? 

The inevitable answer to that question is ‘No’, so the organization is presented with a more 

pertinent question … What can we do to become sustainable? 

This single question has been the main focus of the SWD project and the driver for all 

recommendations in the report. In addressing the sustainability of SWD, the consulting team has 

identified 4 separate components of the organisation requiring change; 

 

  

Organisational 
Structure 

The 'Corporate 
Message' 

Recruitment & 
Retention 

Stakeholder 
Engagement 
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Part 2 – Organisational Structure  

‘Creating Accountability & Focus’ 

Currently, the Board of Directors at SWD are responsible for both the long term strategic direction of 

SWD as well as the majority of day to day operational management. Fig 2-1 below details the 

existing board structure (including administration). 

Fig. 2-1  SWD Board Structure 

 

During early discussions and throughout the data gathering process, members of SWD highlighted 5 

major areas of concern relating to the organisation’s structure; 

1. Division of responsibility within SWD is not clearly defined 

2. The management structure does not ‘match’ the key focus areas for SWD 

3. A disproportionate amount of responsibility resides with SWD’s founder  

4. No succession planning in place for the current management group 

5. Gaps in capability exist in some key ‘off-boat’ management areas 

The two questions to be addressed are; 

1. Are these significant items in ensuring the sustainability of SWD? 

2. How can SWD address these areas of concern? 

The short answer to these questions is; 

‘Yes’ & ‘Adopt a functional structure’ 

The following will provide ‘What’ the recommendation is, ‘How’ the recommendation can be 

implemented successfully and ‘Why’ the recommendation will benefit SWD. 

President 

Vice President 

Treasurer Secretary 
(Up to 3) 

Ordinary Baord 
Members 

Administration 

(Part-time) 
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2.1 Proposed Changes (What?) 

Firstly, what is a functional structure? For SWD, the structure would consist of a number of 

‘functional’ units reporting to a single body (the board). The manager of each functional unit will 

have clear responsibilities and goals and be required to report performance to the board. The role of 

the board is to set the direction and monitor the performance of each ‘functional area’. The 

proposed structure for SWD is outlined in Fig 2-2 below. 

 

Fig. 2-2  Proposed SWD Structure 

 

Note: It is envisaged, although at the discretion of SWD, that the management for some or all of the 

above functional areas is assumed by existing board members. That is, board members can perform 

the role of ‘Function Manager’ and report to the board as a whole.   

The key responsibilities of each functional area is provided in Fig. 2-3 below and more detailed 

descriptions of each area as well as potential ‘Performance Measures’ are provided in Appendix A. 

 

Fig. 2-3  Functional Area - Key Responsibilities 

 

SWD Board 

Sponsorship & 
Funding 

Boat 
Operations 

Volunteer 
Management 

Program 
Management 

Administration 

• Relationship management, New sponsorship, Sponsor events Sponsorship & Funding 

• Crew management & training, Fleet maintenance, Racing Boat Operations 

• Recruitment, Retention, Reward programs Volunteer Management 

• Program calendar & major projects Program Management 

• Client bookings, Website, Advertising, Database management Administration 
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2.2 Managing & Implementing the Change (How?) 

What is being proposed is the addition of a new ‘layer’ of management in the SWD organisational 

structure (as shown in Fig. 2-2 above). The current management structure has been provided in Fig. 

2-4 below to assist in determining the ‘starting position’ and impacted people from the proposed 

changes.  

Fig. 2-4  Current SWD Management Structure 

 

For the existing management team, the change involves; 

 the appointment of ‘Functional Managers’ for each unit 

 setting the goals and expectations for each manager 

 relinquishing responsibility to the managers 

 reviewing performance 

When implementing the new structure, 7 key considerations have been identified for SWD to 

successfully move from the ‘current’ to the ‘proposed’ structure. These are detailed in Fig. 2-5 

below; 

 

David Leslie 

President 

• Chair board meetings 

• Manage Sydney to Hobart 
campaign 

• Sponsorship 

• Public appearances 

• Skipper (limited amount) 

• Policy development 

• Personnel management 

David Pescud  

Founder / Vice President 

• Fleet management 

• Patron (relationship with 
donors) 

• Sponsorship 

• Public  appearances 

• Crew training 

• Volunteer / staff engagement 

• Manage Race Events & 
Corporate Sail Days 

• Skipper (major amount) 

Donna Pilling 

Administration Manager 

• Communications , Media & 
Public Relations 

• Client administration 

• Advertising 

• Sponsorship 

• SWD Website 

• Member engagement 

• Grant submissions 

• Board meeting minutes 

Allan Grundy 

Secretary 

• Company secretary 

• Membership database 

• Record keeping  

•SWD Annual Report 

• Member Engagement 

• Recruitment 

• Manage Northern 
campaign 

Jim Igoe  

Treasurer 

• General Accounting 

• Volunteer Training 

• Income / expenditure 

• Financial reporting 

• Auditing / taxation 

• Insurances 

 

Gary Donovan 

Board Member 

• Legal advice 

• Grants advice 

• Insurances & public 
liability 

Other Key Roles 

Volunteers 

• Facebook page (Lucy 
Reid) 

• Crew Management 
(Gordon Reid) 

• Try Sail & Winds of 
Change management 
(Helen Chapman) 
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Fig. 2-5  Key Considerations for Implementation 

 

The Role of the Board  

Firstly, it is proposed the existing board structure remain as is and be responsible for the transition 

to the proposed structure. Also, while the recommendation removes responsibility of some 

functions from the board as a whole, the role of the board in a functional structure is as critical as 

ever. By definition, the functional management layer adopts a narrow focus and lacks a ‘bigger 

picture’ view of the organisation. It is the role of the board to; 

 oversee all operations and provide direction to ensure the overall success of SWD 

 endow the functional management group with the appropriate amount of authority and 

autonomy to perform effectively 

 set the direction, goals and KPI’s for each functional manager 

 regularly review progress against KPI’s and provide feedback as necessary 

Note: There are existing responsibilities undertaken by the board that are either not appropriate or 

beneficial to delegate to functional managers under the proposed structure. That is, a ‘common 

sense approach’ is required to ensure the management layer is used in areas where it can add value 

to SWD. Some examples of responsibilities that may remain with the board are; general board 

duties, policy, donor relationships, legal and financial advice etc.  

The Role of the 
Board 

Role Clarity 

Change 
Management 

Staged 
Transition 

Merit 
Appointment 

Communica-
tion 

Succession 
Planning 
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Role Clarity 

Defining clear lines of responsibility and accountability are critical to the success of the new 

functional structure. ‘Goals provide the energy source that powers our lives. One of the best ways we 

can get the most from the energy we have is to focus it’. The key for SWD in developing goals for 

each functional manager is to minimise the ‘grey area’ so that; 

 there is full accountability and responsibility for performance 

 the functional manager knows exactly what is required and can allocate 100% focus 

 effort is not duplicated and is directed at achieving the required outcomes 

It is advised SWD document ‘Position Descriptions’ for each of the Functional Unit Manager roles. To 

assist, a position description template has been provided in Appendix B.  

Change Management 

Committing to any significant organisational change requires support from all levels within the 

organisation. SWD is no different. While the survey results suggest there is a desire for the change 

being proposed, it is important for SWD to not underestimate the significance of such a change to 

the people within the organisation and the effort required to sustain the change. ‘For changes to be 

of any true value, they’ve got to be lasting and consistent’. This can be achieved by; 

 appropriate consultation with impacted people 

 regular communication about how, when and why changes are occurring 

 being consistent and leading by example 

 address any resistance and support people in ‘letting go of the past’ 

Staged Transition 

The addition of a management ‘layer’ in the SWD structure represents a fundamental change in the 

way the organisation operates. While some or all of the positions may be taken up by existing board 

members and even resemble existing roles, the way in which functions are managed is significantly 

different. That in mind, it is recommended SWD adopt a staged transition as opposed to an 

‘overnight transformation’. This can be achieved by appointing only one Functional Manager 

position at a time. This will allow the organisation to ‘acclimatise’ and learn from each appointment 

experience.   
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Merit Appointment 

It is acknowledged that matching volunteer skill sets to the organisation’s required skill sets is a 

challenge for most volunteer based organisations. As it is not always feasible or appropriate to use 

paid resources, certain roles need to be filled by willing volunteers. The key is to review the skills 

available from this pool of resources with the required sill sets for each position and match 

appropriately. Where significant gaps exist in matching critical roles, consideration to external 

recruitment should be given.  

Communication 

The major disadvantage of a functional structure is that it does not promote cooperation or 

communication between groups. This can cause a ‘silo’ mentality where people are only concerned 

with ‘their’ performance and not that of the organisation as a whole. The risk of this occurring in 

SWD is considered to be minimal, however the board can further reduce this risk by fostering open 

communication and cooperation between functional managers. The most effective way of achieving 

this is to adopt the following two strategies; 

1. Regular (minimum monthly) management team meetings (outside of board meetings) to 

discuss performance, challenges and ideas and build key relationships 

2. Utilise a ‘balanced scorecard’ with Functional Managers (i.e. include elements of overall 

SWD performance, relationship / sustainability measures etc. to balance the specific goals of 

the functional area) 

Succession Planning 

SWD has operated for over 20 years. This success can be attributed to the hard work and generosity 

of a small few. For the organisation to exist in another 20 years, it needs to be viable beyond the 

support of the few. With key roles being developed, it is vital that consideration be given to the long 

term health of the organisation by investing in succession planning. This involves; 

 knowledge sharing 

 mentoring 

 regular turnover through rotation / promotion / recruitment 

 contingency plans for unexpected loss 
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* Board and Management roles that have been identified as critical should be treated as such. 

2.3 Benefits for SWD (Why) 

This section provides detail on ‘why’ the functional structure has been recommended and outlines 

the expected benefits for SWD upon adoption. There are 2 major areas supporting the 

recommendation; 

1. The survey response 

2. Best practice (a review of other successful organisations) 

 

The Survey Response 

A full summary of survey results is outlined in Appendix F, however there were 3 key questions that 

specifically support the functional structure recommendation; 

 What can be improved at SWD? 

 What are the 3 key focus areas for SWD over the next 12 months? 

 What areas do SWD need to focus on to ensure sustainability? 

The results of these questions are displayed in Fig 2-5 to 2-8 below. 

Fig. 3-5  What can be improved at SWD? 
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The overwhelming response to the above question identified ‘Structure’ and ‘Management’ as the 

top two areas for improvement at SWD. This response validates both the recommendation to adjust 

the existing organisational structure as well as review the approach to management within SWD.  

Fig. 2-6  Three key focus areas for the next 12 months? 

 

Fig. 2-7  What areas do SWD need to focus on to ensure sustainability? 

 

 

While the first question leads the consulting team to review the structure of the SWD, the following 

two questions support the type of structure that is recommended. The top 3 focus areas are 

identical in the survey results for sustainability (long term) and the next 12 months (short term). 

This indicates a significant overall lack of focus in areas that are vital to the livelihood of the 

organisation. Increasing focus is achieved by defining clear responsibilities and creating 

accountability through a functional structure. The recommended structure also includes a 
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‘Sponsorship & Funding’ and ‘Volunteer Management’ functional area which supports the identified 

focus areas within these results.   

 

Best Practice 

After assessing the survey response, a review of successful organisations that display similar 

characteristics was undertaken to obtain a balanced view of the ‘optimal’ structure for SWD. The 

following organisations were identified as exemplars for SWD. 

 

      

 

Riding for the Disabled (RDA)  

RDA has attributed their success to their investment in key stakeholder groups such as sponsors and 

volunteers. “Over the past few years, the central theme of the board and the RDA strategy has 

focused specifically on building the relationship and cooperation with its stakeholders” – RDA 

Chairman (2012-13 Annual Report). The organisation also acknowledges the importance of merit 

appointment. “Finding the right people for the right job is an eternal goal for RDA” – RDA CEO (2012-

13 Annual Report).  

NSW Marine Rescue 

NSW Marine Rescue has adopted a ‘Regional’ structure. Due to its geographic spread, the 

organisation has established Regions, each with a Regional Controller and Regional Committee 

reporting to the Board of Directors. While the regional structure is differs slightly from the proposed 

functional structure for SWD, the fundamental role of the board overseeing the management 

structure is the same. 

The Fred Hollows Foundation 

While the size of this organisation is significantly different to SWD, the foundation is based upon a 

structure that separates the role of the board and that of the management ‘layer’ – as is proposed 
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for SWD. The role of the board is defined by the Fred Hollows Foundation as; “The Board is the 

trustee of the founding spirit and vision of The Foundation, and responsible for its good governance. 

The Board meets at least quarterly and sets strategic directions and policies, approves budgets, 

provides accountability and appoints, supports and monitors the performance of the CEO who is 

charged with the management of the foundation. 

Aside from the exemplar organisations, there are also numerous sources of information available for 

SWD to engage at any time to improve their organisational management capability and knowledge. 

Some suggested sources are; 

 

       

The NSW Volunteering site is particularly useful as it provides national standards and best practice 

methods for running volunteer organisations. The site also provides links to Commonwealth grants 

and other potential funding sources.  

The Fundraising Institute of Australia provides additional information including government links, 

standards of practice and advice on fundraising. The site would be particularly useful for the 

Sponsorship & Funding functional area. 

The Centre for Volunteering provides useful advice on managing volunteers as well as assisting 

organisations in recruitment of volunteers. The Volunteer Management functional area may obtain 

significant value from this site. 
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Part 3 - Recruitment and Retention   

‘Process for Managing Talent’ 

Central to volunteering in sport and recreation are a four drives and values that characterise all 

volunteers. The core values are: Generosity, Love of sport, Social connection and Appreciation. (Dept. 

Sport and Recreation, New Zealand, 2006) 

 

3.1 The need for understanding  

The volunteer base at SWD is critical for its sustained success. Good volunteer management creates 

a win-win situation for the volunteers and SWD. The survey showed that there is some 

dissatisfaction with the treatment of the volunteers at SWD. The need to keep the volunteers 

engaged is a difficult task and has been highlighted by those that were surveyed, as a priority.  SWD 

has a responsibility to manage the needs and the expectations of the volunteers that they work 

with. Conversely, any volunteers that join SWD must make a contribution that is in line with the 

expectations and needs of the organisation.  

Succession planning and recruitment will be key to the ongoing sustainability of SWD. Fifty-one per 

cent (51%) of all respondents to the survey think that the management and structure of SWD needs 

to be improved. As a result, recruitment was then listed as the third most important category to 

require the attention of the board. The initial list of requirements sent to UTS Shopfront outlined 

this, as did our first meeting with the SWD board. The need to get suitably skilled volunteers to join 

SWD needs to be enacted and there must be mechanisms in place to attract the right types of the 

volunteers. Rather than just people wanting to sail, there needs to be people for whom operating 

within the various and different components of SWD is also attractive.  

With recruitment being of key concern to the current stakeholders of SWD, the need to attract and 

then get the best use out of volunteers is essential. There is currently a lack of understanding within 

SWD as to what skills and expectations the volunteers have. The current database of an excel spread 

sheet listing all of the volunteers within SWD has gaps of volunteer skill, desired roles, availability of 

time and full contact details. To maintain a fully functional  volunteer base this needs to be 

addressed. The creation and utilisation of an application form will capture all the relevant data. This 

volunteer data will then be utilised for the allocation of roles.  
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Keeping the right type of volunteers engaged with SWD will ensure its continued success and 

delivery of service. The need for change will drive new volunteers to join but with an average of 64% 

of all new volunteers leaving within five years (Australian Sports Commission, 2000) processes and 

methods of induction and engagement will need to be created within SWD. Volunteers want to feel 

part of a team. They want to feel welcome.  They want to know that their contributions are making a 

difference in a useful manner. A managed retention and recognition plan will engage the volunteers, 

create a community and enhance tenure.  

The following recommendations are made to assist to drive sustainable recruitment and retention 

practises:  

 Create an atmosphere of understanding and respect that allows for acknowledgement of 

both the rights of volunteers and the expectations of working with SWD. 

 Know the skills and desires of the people that are already involved with SWD and make 

certain they are fully engaged in their desired capacity.  

 Understand the volunteer roles needed to make SWD function and align them to the most 

suitable recruitment processes for talent attraction.  

 Ensure that when people join SWD they are welcome and inducted correctly.  

 Make the acknowledgement and recognition of volunteers a priority to drive engagement 

and tenure.   

 

3.2 The Value of Volunteers  

The symbiotic relationship between SWD and its volunteers must be founded and maintained with 

respect and courtesy to each other’s needs and expectations. By both parties considering the values 

of each other’s contribution, a solid base of to be awareness will be created. This should lead to a 

more harmonious and charitable community. Fig 3-1 below outlines the points for consideration that 

should be highlighted at induction:  
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Fig. 3-1 Induction Considerations 

Responsibilities of SWD to volunteers Responsibilities of SWD volunteers 

An adequate orientation of  SWD 
Ensure that there is enough time necessary 
to take on the volunteer position 

A clearly written job description 
Work within the policy and riles of the of the 
organisation 

To be assigned to a job that suites their 
personal preferences, motivation and skills 

Respect the privacy of staff, volunteers, 
clients and members 

Be trained to do their job Be reliable and dependable 

Provide a satisfying job Adhere to agreed hours and tasks 

Know their supervisor and how to contact 
them 

Inform SWD when they will not be able to 
volunteer 

Be provided with adequate guidance  Be loyal to SWD 

Protection, safety and insurance Speak up about important issues and  

Have their personal information held 
confidentially 

Attend orientation and training sessions 

Have out of pocket expenses reimbursed Follow directions given by supervisors 

Be involved in decisions that affect their area 
of responsibility 

Be a team player and to support staff and 
other volunteers 

Have their concerns and complaints heard 
Be considerate about the differing views of 
those that they work with 

Be respected by co-workers and staff Identify their limitations and expectations 

Have feedback about their performance 
Be accountable and t accept the constructive 
criticism 

Be recognised for their contributions of time, 
experience, ideas and skills 

 

They can say No to doing tasks  

Take time off for a holiday or personal 
reasons 

 

Resign from their position  
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3.3 A New Way to Recruit 

To recruit the required number of volunteers to make SWD sustainable, there are a number of key 

questions that need to be answered to begin any recruitment strategy.  These questions need to be 

answered by the Board and Managers of SWD in consensus. These initial questions will allow for 

areas of strength and weaknesses to be identified and by acknowledging the resourcing need SWD 

will be able to easily mitigate any risk not having the required personnel in place would bring.  Some 

suitable questions are tabled in Fig 3-2 below:   

Fig. 3-2 Recruitment Strategy questions 

Questions for SWD to answer to start a new recruitment processes 

How many volunteers are needed? 

What will the volunteers do? 

When will the volunteers be needed? 

How long will the volunteers be needed for? 

What demands will be made of the volunteers? 

What authority will the volunteers have? 

What support will be there for the volunteers? 

Who will they be answerable to? 

What types of people are wanted in these roles? 

 

Recruitment messages and processes must be tailored to the intended target audience and 

volunteer mindset. To begin the campaign, SWD will need to look further afield than in the past to 

attract new volunteers. By looking to new areas of volunteers the current issue of only hiring “those 

that want to sail” will be mitigated.  Recruitment vehicles to achieve this diversification are detailed 

in Fig 3-3 below: 
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Fig. 3-3 Recruitment Vehicles 

Suitable approaches to recruitment 
Difficulty of 

process 

Review past and present membership lists reengage with those SWD have 
lost contact with 

Low 

Use current volunteers to promote SWD needs and benefits Low 

Hold bring a friend events High 

Enhance the online presence to take into consideration recruitment needs Medium 

Use the local paper for featured articles and letters to the editor Medium 

Produce flyers to hand out at community events High 

Hold evenings where potential volunteers will hear about SWD 
experiences 

High 

Have a stall at a community event High 

Run an information evening for clients, volunteers and member High 

Target corporations that have Volunteer Days or CSR polices  High 

 

By firstly targeting the “Low Difficulty” suggestions, SWD can make some easy traction in the quest 

for a more diverse volunteer pool.  Immediate planning for the Medium and High recruitment 

vehicles will ensure a more integrated approach to recruitment is quickly delivered. 

 

3.4 Volunteer Data Capture 

Capturing volunteer data at registration will be critical to the successful integration of new 

volunteers.  Understanding the skill base of the SWD volunteers and matching them to the current 

and future needs of SWD will ensure that the volunteers are working within optimal environs. It 

would be wise to ask all existing members and volunteers to complete the data capture sheet. This 

process will update the database and check that they are working in their more favoured situations. 

The matching of skills to tasks should aid in the satisfaction of the volunteers. A form with suggested 

formatting and question style is in Appendix C. 
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3.5 Induction, Retention and Recognition of Vital Talent  

The creation of a series of polices that encompass both implicit and explicit rewards is 

recommended. By showing appreciation and understating of the efforts made by volunteers, 

organisations that display gratitude are those that are able to sustain large volumes of efficient 

volunteers. Many of the effective polices for retention and recognition are behavioural and can be 

implemented easily. To keep the current volunteers engaged and motivated it is recommended to 

undertake process to immediately facilitate all “Low” impact retention strategies.  Starting to map a 

way to implement the more intensive “Medium and High” strategies will deliver a comprehensive 

approach.  

Fig. 3-4 Retention Strategies 

Induction, Retention and Recognition Strategy 
Difficulty of 

implementation 

When first joining SWD  

Arrange to spend some time exploring their interests & reasons for 
volunteering 

Medium 

Outline their specific role and responsibilities Medium 

Encourage questions  Low 

Identify any training needs  High 

Support and maintain regular contact with new volunteers  

Show appreciation of a job well done Low 

Continually offer help and support Low 

Provide training needed and suggestions for gaining skills experience  High 

Listen regularly  Low 

Recognition  

Write letters of welcome and thanks Medium 

Display photos of volunteers in clubhouse and website Medium 

Provide certificates of appreciation and letters of reference Medium 

Acknowledge them in club newsletters and/or website Low 
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Present volunteer awards at the SWD AGM  Medium 

Send get well, birthday and condolence cards Medium 

Arrange for discounts at recreation and sport stores or restaurants  High 

Award life memberships High 

Reimburse for ‘out of pocket’ expenses quickly Low 

Hold social events in honour of volunteers  High 

Acknowledge their efforts during committee meetings  Low 

Suitably farewell people when they move away from the area or leave 
SWD  

Low 

Present awards for contribution and tenure to SWD High 

 

3.6 A comparison for best practice 

The recommendations within this report were made after reviewing the data of a number of similar 

organisations. To ensure best practice is achieved, the output of the processes of the organisations 

that were reviewed are mapped below:  

Fig. 3-5 Best Practice Review 
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Recruitment 

Previous 
Members 

  ✔ ✔ ✔   ✔ 

Online broadcast   ✔  ✔   ✔ 

Community 
Publications 

  ✔ ✔ ✔   ✔ 

Information 
Evenings 

  ✔ ✔ ✔   ✔ 
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Retention & Recognition 

Training ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

Job descriptions ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

Award 
nights/Certificates 

✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

Personal letters 
and cards 

✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

Photo displays ✔  ✔ ✔ ✔ ✔ ✔ ✔ 

Expense 
reimbursement 

✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ 
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Part 4 - The Corporate Message  

‘Understanding the Value of SWD’ 

 

4.1 What SWD stakeholders hear from the organisations message? 

SWD have a powerful organisational goal and a general method to achieve this goal, however the 

organisation has been mistaken for other organisations within the same space, namely SailAbility, 

even though the offering is different from that organisation. By not fully understanding what the 

scope of operations and when these goals can be achieved, it can be confusing and unclear for all 

varieties of stakeholders as to exactly what the organisation is trying to achieve, how it will be done 

and within what time frame. Brand confusion is a result of SWD’s message incapable of 

differentiating itself from other organisations, thus supporters could easily make a choice to support 

a number of similar organisations. 

The data gathered suggests that all stakeholders have an inclination of what the vision is and have 

‘bought into it’. If the vision is so powerful and resinates with current supporters then what is the 

message missing, why is there confusion; why does it end up with stakeholders wanting to make a 

contribution to that vision but nothing more? The corporate message is a way of communicating to 

all stakeholders the vision; mission and unique value an organisation creates. The good news is that 

SWD have part of this message conveyed, so it is a matter of ‘massaging’ what already exists. 

If SWD want to attract and retain supporters then we recommend that they will need to make 

changes on the way it delivers its message to stakeholders. 

We recommend that SWD: 

1. Articulate a SWD corporate message 

2. Embed this message into all SWD activities 

3. Measure the social impact 
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4.2 What is in the message?  

 A corporate message is a way of portraying to the stakeholders a sense of purpose that is common 

in all aspects of the organisation and understanding what capabilities are available to achieve this 

goal. This includes three important elements, the vision; mission and unique value an organisation 

competes with against peoples hunger for choice or options. The serendipitous nature of a 

corporate message means that it is created by all of the people that it is actually intended for, that is 

all stakeholders need to be involved in the creation of corporate message. 

Once the corporate message has been created it then needs to be embedded into all of the activities 

from sponsorship attraction to the recruitment of volunteers; from the programs that are run 

through to the structure that will support these activities. Each stakeholder and each activity needs 

to be delivering on the corporate message. Entrenching this into the organisation will add further 

value and understanding to alleviate any confusion.  

The more value you create the greater the chance you have of being the correct choice a 

stakeholder has made. Ultimately value is what everyone needs, it may be the feeling someone gets 

from helping another that is of value, the question is how much value is that? It is increasingly 

common to measure the value created. In the case of SWD it is clear that what they do does ‘good’ 

for the community, what needs to be measured is the social impact its activities have produced. 

 

4.3 Creating a Corporate Message Tool Box  

How can SWD make their message understood and what is the value that SWD create that 

differentiates it from other organisations? 

The below ‘word cloud’ is a good representation of what respondents think about SWD and what it 

stands for. 
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Fig. 4-1 SWD ‘Word Cloud’ 

 

The services offered to the community by SWD are different to other similar looking organisations, it 

is essential that all stakeholders understand the differences. This provides an alternate choice for 

members, sponsors, donors and clients, which create enormous value. This value needs to be 

articulated to stakeholders for them to realise the true return on their contributions. The vision is a 

noble one which evokes passion in those who support it; therefore it just needs to be massaged 

slightly to include the scope through the mission and the value that SWD bring to produce a good 

corporate message. 

The mission is all of the adjectives in the ‘word cloud’ experienced through full sized boats by not 

asking for any favours done every single launch. There is obvious value in this, however articulating 

and broadcasting what that value is, is the key to a successful corporate message. 

By identifying the activities that create value it is possible to perceive what is the competitive 

advantage of the organisation. The value chain is “a strategic analysis of an organisation that uses 

value creating activities” (Dess et al. 2012). It is recommended that SWD make use of the value chain 

to realise the competitive advantage and begin to differentiate itself from similar organisations. 
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Fig. 4-2 SWD Value Chain 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above diagram represents the value created by SWD to the community, currently there are 

some gaps in the value chain that need to be addressed to ensure the sustainability of the 

organisation. These are mainly the support activities that are addressed in this report which make up 

an integral part of the value creation. However the principal value creation SWD ensures is what it 

does for the disabled and their carer’s.  This needs to be measured to completely understand what 

makes the organisation different and worth supporting.  

Once the value is recognised, the organisation needs to know who the audience is and why they will 

support the organisation or what the difference is that you have given them to support the 
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organisation. Communicating to the audience a clear and consistent message is crucial to getting 

‘buy in’. Different audiences may require a slightly different message depending on their wants and 

needs, for example, venture philanthropists may require a more specific return on their investment 

as they require a measurable social return. It is recommended that SWD engage with a university to 

study and measure that actual social impact and add the findings to the value chain. 

 

4.4 What will SWD gain from these changes?  

To maintain and gain supporters like sponsors and donors, a difference in what you do, how you do 

it and why you do it are essential, otherwise your organisation is just another ‘needle in a hay stack’. 

According to the Australian Bureau of statistics, in 2007 there were 58,779 NFP registered with the 

Australian Tax Office, 9,992 of these were specifically in the disabilities sector. All rely on 

philanthropy as income. (ABS 2007). Without creating choice, your odds are a 1 in 58,779 chance of 

securing vital funds from donors, sponsors and volunteers. 

Is that message any different to any other NFP in the disability sector? If the corporate message does 

not portray the scope of your operations and identify the unique value of your organisation then 

stakeholders have the choice to support other similar organisations. 

Within our initial meeting the SWD board explained: 

“We often get confused or mistaken for SailABILITY, but they use dinghies” 

Using full sized boats is a simple point of difference that is not clearly explained unless you know it 

already. Differences create value, something that all stakeholders can use to make a choice in which 

they support, another survey respondents sums it up 

“By sailing full size boats rather than limiting their sailing to dinghies, they 

are showing that their group is not asking for any favours or cutting any 

corners when competing with the rest of the sailing community” 

If you do not know or understand the value of what SWD are doing exactly then there seems to be a 

multitude of choice in which organisation you could support. With the number of NFP organisations 

all pitching for funding there is the chance your organisation could be miss out on essential funding 

if the message isn’t clear. 
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Clear and cohesive management understand the goals and objectives, this produces strong 

leadership. The organisational structure should support the strategy; performance accountability 

and incentives should align to the objectives and understand what scope that is plausible to achieve 

the goals. Engagement of the corporate message from all aspects of the organisation will ensure 

alignment. A Harvard Business Review article used a great analogy, comparing iron filings to the 

people of an organisation. “If you pass a magnet over those filings, what happens? They line up. 

Similarly, a well-understood statement of strategy aligns behaviour within an organisation. It 

allows everyone in the organisation to make individual choices that reinforce one another”, (Collis 

and Rukstad 2008). 

The corporate message needs to be delivered by all with a vested interest in SWD, corralled and 

then delivered back to all current and future stakeholders in the form of an articulate 

communication of the what, why and how the organisation does what it does. The corporate 

message starts with the vision, mission and strategic objective that include the unique value. The 

current vision is complete, “change the way people with disabilities regard themselves and changing 

society’s perception of the disabled” (SWD 2013). The mission, “SWD uses sailing to build confidence 

and self-esteem of participants whilst learning the thrill of sailing in a team environment” (SWD 

2013); although it uses the scope of SWD’s operations, sailing, it doesn’t use it a way that provides a 

stakeholder a sense of what the competitive advantage is that they have, the full sized boats and no 

‘short-cuts’. 

Fig. 4-3 What do you think is the core purpose of SWD? 
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 This question, ‘what do you think is the core purpose of SWD?’, suggests that the majority want to 

make a contribution to the cause, but really do not understand what that cause is. A corporate 

message will alleviate this confusion. 

Fig. 4-4 Why do you think people engage with/ join SWD? 

 

This question, ‘why do you think people engage with SWD?’, suggests again that stakeholders have 

bought the vision but do not really understand what the mission or purpose is. 

Fig. 4-5 Do you have any expectations on what SWD can deliver to the community? 

 

This question, ‘do you have any expectations on what SWD can deliver to the community?’ suggests 

that the vision is right and that the expectation is this vision is delivered by the management.  
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 Fig. 4-6 Are there any unique qualities SWD has that encourage you to support them? 

 

This question, ‘are there any unique qualities SWD has that encourage you to support them?’ 

overwhelming suggests that, it is the vision that stakeholders have found the value in which they 

support. 

The need for funding improvement at SWD became clear in the survey results and was backed with 

the initial board meeting discussion on government grants through the new NDIS. In the NSW 

government’s response to the productivity report on the National Disability Long Term Care and 

Support Scheme, it states that, “the NDIS must maintain the social and economic benefits provided 

by not-for-profit organisations as service providers.” (NSW Government 2011, p3). Essentially proof 

of what impact NFP organisations on society and the economic benefits is required to fulfil this. It is 

recommended that SWD engage is social impact studies to gain this knowledge. 
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Part 5 – Stakeholder Engagement  

‘Optimising Value’ 

 

SWD is an organisation that has grown over the years.  Along with this growth, the need to include 

sustainability in organisational plans has also grown.  As an organisation that is run by volunteers 

who engage with SWD out of passion and shared values, SWD needs to be able to maintain the 

commitment of its volunteers. 

 

As SWD grows, questions around how to retain current volunteers, how to recruit new volunteers 

and how to maximise the contributions of current volunteers have arisen.  Organisations interact 

with, or engage with, their stakeholders, both individuals and other organisations, in order to build 

relationships.  This is accomplished through improving rapport, having a common direction, fostering 

support, promoting learning and sharing as well as increasing a shared identity (Gray 2007).  The 

organisation, in turn, is better able to provide improved services and products by being able to 

identify potential benefits or issues and generate new ideas through the ongoing engagement.  

Engaging with stakeholders is also a way to communicate the value proposition of the organisation 

in order to establish its name and build its brand across various groups; and in linking value to the 

brand name, the organisation can encourage stakeholders to become more invested in the 

organisation (Jagersma 2009). 

 

By increasing stakeholder engagement, SWD would be able to promote its goals and values that 

attract support from various stakeholders.  In building relationships with stakeholders, SWD would 

be able to determine the strengths, capabilities and interests of current and new volunteers, which 

can assist in determining fit for different roles within the organisation. 

 

Stakeholder engagement can be improved by having a formalised plan that would cover the 

activities involved in engaging stakeholders.  This report aims to assist SWD in creating a customised 

engagement plan that would fit its needs.  This will be done, firstly, by providing a view into current 

engagement practices such as how organisational communication practices compare with other 

organisations and how volunteers perceive current practices.  Secondly, this report will be providing 

guidance on information that needs to be considered in the formulation of an engagement plan.  

This information includes the identification of key SWD stakeholders, a rating of their needs, 
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recommendations on the level of engagement to plan for according to the needs of each 

stakeholder group, the recommended content of a plan, risks identified in the implementation of an 

engagement plan and suggested mitigation strategies for the risks.  This section on stakeholder 

engagement then concludes by providing recommendations based on the data gathered in the 

course of the project. 

 

5.1 Current Engagement by SWD 

 

External Communication Benchmarking 

Based from the organisations identified in the survey for benchmarking purposes, the data in the 

following table and graphs were gathered.  The benchmark activity shows how the current 

communication practices of SWD compare with the identified organisations. 

 

Fig. 5-1 Communication channels of benchmark organisations 

 

Website 
News 

Newsletter Facebook Twitter YouTube Other: 

Camp Quality ✔ ✔ 
   

Training for 
volunteers on risk 

management, 
child protection, 
cancer, logistics, 

optimism 

Guide Dogs NSW/ACT ✔ ✔ 
    

Make-A-Wish 
Australia 

✔ 
 

✔ ✔ ✔ 
 

Marine Rescue NSW ✔ 
 

✔ ✔ 
  

McGrath Foundation ✔ ✔ ✔ ✔ ✔ 
Corporate Friends 

page 

Oxfam Australia  ✔ ✔ ✔ ✔ 
Blogs, Media 

Releases, Annual 
Report 

Riding for the 
Disabled NSW 

✔ 
    

Members 
Area/Login area 

Sailability NSW ✔ ✔ ✔ 
 

✔ Member Message 
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Sailors with 
disABILITIES 

✔ 
 

✔ ✔ ✔ Login area 

The Fred Hollows 
Foundation 

✔ ✔ ✔ ✔ ✔ 
Quarterly 

Report/Donor 
Newsletter 

Wheelchair Sports 
NSW 

✔ 
 

✔ ✔ ✔ 
 

 

The graphs that follow show how SWD communication trends over the past three months in 

comparison with the communication activities of other organisations.  SWD is depicted using a line 

in the graphs while other organisations are shown in the graphs using markers without lines.  

Organisations that do not use the particular communication channel are not included in the 

individual graphs. 

 

Comparison of frequency of activity per communication channel: 

Fig. 5-2 Website News 

 

Fig. 5-3 Newsletters 

 

*No dates indicated **Quarterly 
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Fig. 5-4 Facebook 

 

Fig. 5-6 Twitter 

 

Fig 5-7 YouTube 

 

Note:  YouTube timelines based on YouTube overview of date (for example, video posted 1 week 

ago/3 weeks ago/2 months ago/6 months ago) 
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Internal Review 

The survey conducted across the different stakeholders asked who SWD engages with and asked 

stakeholders if they feel actively engaged by SWD.  An analysis of the survey data indicates that the 

stakeholders currently engaged are SWD employee, SWD volunteers and people with disability, with 

50% of the responses indicating that current engagement is with volunteers (Figure A). 

 

Fig. 5-8 Engagement Survey Response 

  

 

Looking into the current engagement process, the volunteer responses on feeling actively engaged 

by SWD are divided into Board and Non-Board responses, with majority of the responses (59%) 

saying engagement is good, giving details of the volunteer feeling engaged by being active with 

SWD.  35% of the responses then say that engagement can be improved, specifically identifying the 

provision of training programs as a means of engagement (Figure B). 

 

A further breakdown of the responses shows that majority of the volunteers who indicated that 

current engagement is good came from Non-Board volunteer responses (47%). 

 

 

 

 

 

 

 

 

Employee, 
2, 20% 

People 
with 

disability, 
1, 10% 

Volunteers, 
5, 50% 

Don't 
know, 2, 

20% 

Figure A.  Stakeholders currently engaged 

Good, 10, 
59% 

Needs 
Improveme
nt, 6, 35% 

Neutral, 1, 
6% 

Figure B.  Evaluation of current engagement 
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Fig. 5-8 Engagement Rating by Volunteer group 

 

 

5.2 Analysis of Stakeholders 

 

In conducting the survey across different stakeholders, the stakeholder groups identified were:  

Board, Clients, Donors, Members, Sponsors and Volunteers.  A stakeholder analysis was conducted 

based on information shared during meetings and is mapped out to show the types of stakeholder 

engagement recommended based from tools published by Gray (2007), Morris and Baddache (2012) 

and the State of Victoria Department of Education and Early Childhood Development (2011) and 

State of Victoria Department of Sustainability and Environment (2005). 

 

Fig. 5-9 Stakeholder Analysis 

 Affected Influence 

Stakeholder 
Level of 

knowledge/skills 
contribution 

Degree of being 
directly affected 
by SWD activities 

Degree of 
influence 

Necessity of 
Involvement 

Currently identified: 

Board High High High High 

Clients Low Medium Low Medium 

Donors Low High High High 

Members Medium Medium Medium Medium 

Sponsors Low Medium Medium Medium 
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Volunteers High High Medium High 

Others for consideration: 

Community Medium Medium Low Low 

Government Low Low High Medium 

Industry High Low Medium Low 

Other 
organisations 

High Low Low Low 

 

The additional organisations included for consideration within the table include, but are not limited 

to, the following groups: 

 Community:  Sailing interest groups, associations near SWD facilities 

 Government:  Authorities, grant regulators 

 Industry:  Sailing industry leaders, suppliers, media 

 Other organisations:  Other non-profit organisations 

 

Each stakeholder is plotted on the stakeholder map (Figure 4) to show the recommended goal based 

on their level of affect and influence on SWD.  The recommendations fall into four categories 

depicted in boxes, Collaborate/Empower, Consult, Involve/Consult and Inform.  Recommended 

actions per category are found in the table that follows. 

 

Fig. 5-10 Engagement goals and methods (State of Victoria Department of Education and Early 

Childhood Development 2011) 

 Engagement Goal: Methods: 

Empower 
To place final decision-making in the hands 
of the stakeholder 

 Facilitated direct dialogue 
between stakeholders and SWD 

 Local governance (e.g., Board) 

 Joint planning 

Collaborate 

To partner with the stakeholder including 
the development of alternatives, making 
decisions and the identification of 
preferred solutions. 

 Web tools (e.g., social 
networking sites) 

 Reference groups 

 Facilitated consensus building 
forums for decision-making 

 Experimental projects 
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Involve 

To work directly with stakeholders 
throughout the process to ensure that 
their concerns and needs are consistently 
understood and considered. 

 Workshops 

 Polling 

 Web tools 

 Forums 

Consult 
To obtain feedback from stakeholders on 
analysis, alternatives and/or outcomes 

 Public comment 

 Focus groups 

 Survey 

 Public meetings 

 Web tools 

Inform 

To provide balanced, objective, accurate 
and consistent information to assist 
stakeholders to understand the problem, 
alternatives, opportunities and/or 
situations 

 Fact sheets 

 Web tools and websites 

 Open houses 

 Newsletters, bulletins, circulars 
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Fig. 5-11 Proposed engagement level based on stakeholder mapping 

 

 

  

 

5.3 An Engagement Plan 

 

The application of an engagement plan formalises the engagement process of the organisation.  This 

involves the decision-makers of the organisation supporting the process.  Support includes the 

agreement to run the process as well as the allocation of resources such as assigning responsibilities 

for the process. 

 

An engagement plan can be a noncomplex plan that states the items listed in the table below.  A 

sample plan is included in Appendix D and Appendix E. 

Consult 
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Influence 

Least 
Affected 
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Influence 
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Other 
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Fig. 5-11 Engagement Plan Content 

Engagement Plan Content: Points to Consider: 

 Individuals involved and their 
responsibilities 

 Indicate which individual or volunteer 
will be responsible for which task 

 Tasks can include planning on what type 
of engagement to run and who runs the 
engagement process 

 The schedule or timeline 
 Indicate key dates and action items 

 Goal 

 Indicate what the organisation wants to 
achieve through engagement 

 Examples include being able to Consult 
to obtain feedback for reports, 
improving services, increasing retention 

 Methods of engagement 

 Indicate types of engagement to use 

 Examples include forums, training 
programs or the communication 
channels to be used such as e-mail, 
website or other means 

 In formulating the plan, engagement 
activities aimed at increasing retention 
can be taken into consideration 

 Consider legal implications 

 An example includes providing 
“subscribe” and “unsubscribe” options 
for newsletters as part of adhering to the 
Spam Act (2003) and the Privacy Act 
(1988) 

 Review and review schedule 

 The review can be a short questionnaire 
asking the opinions of stakeholders on 
current practices as well as obtaining 
feedback for future improvement 

 Indicate when reviews are to be 
conducted 

 An example is when an organisation 
conducts an annual review to gauge 
sentiments of stakeholders 

 

 

5.4 Managing the Risks 

In implementing actions, it is worthwhile to consider the risks involved.  This section shows the 

possible risks involved in implementing a stakeholder engagement plan as well the ways in which 

these risks can be eliminated or minimised. 
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The risk rating table below is used to rate the risks identified.  All the risks identified for the 

stakeholder engagement plan fall within Medium rating. 

 

Fig. 5-12 Risk Ratings 

Risks: Likelihood of occurrence: Severity of consequence: 

Incorrect reflection of image Low Medium to High 

Insufficient resources Medium Low to Medium 

Goals not met Low Medium 

Relationships negatively 
affected 

Low Medium to High 

 

 

Fig. 5-13  Identified risks 

 

 

The first risk identified is the risk in reputation which includes publishing content that may be 

sending the wrong message to stakeholders.  Mitigation strategies for this risk include involving 

High 

Low 
Consequence 

Low 
Likelihood 

High 
Consequence 

High 
Likelihood 

Medium 

Medium Low 

Goals Image 

Rela- 
tions 

Re-
sources 
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volunteers with the right communication skills in the engagement plan or having the skilled 

volunteers train other volunteers with engagement responsibilities.  In assigning more than one 

volunteer to publish content, assigning a skilled volunteer to be the lead decision-maker for the 

activity will help minimise this risk. 

 

The second risk identified is the risk of lacking in resources.  As implementing an engagement plan 

needs time, effort and skills from volunteers, the risks of not having these resources available is a 

possibility.  Lacking in resource can potentially result in lack of consistency in delivering the 

engagement process or lack of consistency in the actual content.  Mitigation strategies identified for 

this risk include creating a delegation plan.  An example is assigning a second person to be in charge 

of the engagement process should the initial person assigned become unavailable. 

 

The third risk identified is in not having the intended message sent across.  The strategy identified to 

control this risk is to maintain the consistency of messages in terms of clarity of content and the 

direction in which it is moving.  It is also advisable to use the right language in communicating with 

the relevant stakeholder groups. 

 

The last risk identified is in potential negative impact on relationships in cases where volunteers may 

feel demotivated if delineation of tasks is not clear or not enough decision-making authority is given 

in line with the assigned task.  The strategy identified to minimise this risk is to have clear indication 

of the individuals involved and their assigned areas of responsibilities. 

 

 

5.5 A way forward  
 
It is observed from the research conducted that SWD engagement with volunteers is satisfactory for 

majority of the responses (59%) and that communication channels used are at par with other 

identified organisations.  However, it is observed that 36% of the responses indicate the desire to 

increase engagement.  It is also identified that although there is positive level of engagement 

identified for volunteers, there appears to be a lack of engagement process for other stakeholders of 

the organisation.  From these observations, it is recommended that the Board customise 

engagement plans that would suit the needs of SWD using the analysis of stakeholders and 

recommended actions found in 3.4.2.   The sample engagement plan in Appendices Z and Y can be 

used as a basis but would need to be further customised based on the available resources and goals 
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of SWD.  It is also recommended that regular evaluation be given equal consideration as the 

engagement itself.  The evaluation will be able to benefit SWD by letting stakeholders feel they are 

being engaged and that their opinion matters to SWD.  Seeing their recommendations implemented 

will also help increase the sense of contribution to SWD.  By improving stakeholder engagement 

through evaluations, SWD can continually improve and maintain the sustainability of the 

engagement process as SWD continues to grow. 



45 

 

Part 6 – Recommendations and Implementation 
 
The table below provides a single summary of all recommendations provided in the previous 
sections. 
 
Fig. 6-1 Recommendations Table 

Recommendation Benefit 

Organisational Structure 

Communicate the ‘Functional Structure’ strategy 
for SWD 

Gain support and momentum for the changes 
required 

Document Position Descriptions for Functional 
Manager roles 

Articulate the job responsibilities and identify the 
skills, experience and traits required for the role 

Staged implementation of the Functional 
Structure / Recruitment of Manager Positions 

Enable sufficient focus and accountability in key 
areas for SWD  

Add ‘Functional Performance Reporting’ to the 
Board Agenda 

Monitor the progress of functional units and 
provide direction and support as necessary 

Develop a ‘Succession Plan’ 
Ensure the sustainability of key SWD functions 
through development & contingency plans 

 Recruitment & Retention 

Capture the personal  details of all current and 
future volunteers  

SWD will understand the current skills base  

Set expectations of responsibilities for both 
volunteers and SWD management  

Articulation of behavioural expectations will allow 
for creation of collegiate culture 

Perform Skills Gap Analysis and define what 
skills are needed to make SWD sustainable  

A targeted recruitment campaign will yield the skill 
that are most essential 

Develop a retention and reward campaign for 
SWD volunteers  

Systematically acknowledging the contribution of 
volunteers will increase satisfaction & engagement  

Corporate Message 

Articulate the SWD ‘corporate message’ 
Understand the value of SWD from all perspectives 
and optimise ‘marketability’ 

Embed the corporate message into all SWD 
activities 

Enable all members and processes of SWD to ‘live 
and breathe’ the SWD value and continually 
promote the organisation 

Measure SWD’s social impact 
Facilitate and optimise the chances of receiving 
government grant funding 
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Stakeholder Engagement 

Create an Engagement plan  
This will address concerns of the level of 
management engagement with the volunteers  

Tailor sample engagement plan provided  Help ensure a structured format is followed  

Routinely conduct stakeholder evaluations  
This will allow for the creation of future events and 
organisational needs  
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Fig. 6-2 Implementation Table 

 

Step Recommendation Responsibility Timeframe 

1 Communicate the ‘Functional Structure’ strategy for SWD Board 1 week 

2 Document Position Descriptions for Functional Manager roles Board 1 month 

3 
Staged implementation of the Functional Structure / Recruitment of 

Manager Positions 
Board 6 months 

4 Capture the personal  details of all current and future volunteers Administration 1 months 

5 Articulate the SWD ‘corporate message’ Sponsorship and Funding Ongoing 

6 Create/Tailor sample engagement plan provided Board 1 month 

7 
Perform Skills Gap Analysis and define what skills are needed to make 

SWD sustainable 
Volunteer Management 2 months 

8 Embed the corporate message into all SWD activities Board Ongoing 

9 
Set expectations of responsibilities for both volunteers and SWD 

management 
Volunteer Management Ongoing 

10 Add ‘Functional Performance Reporting’ to the Board Agenda Board 1 month 

11 Develop a retention and reward campaign for SWD volunteers Volunteer Management 1 month 

12 Measure SWD’s social impact Sponsorship and Funding 12 months 

13 Develop a ‘Succession Plan’ Board 1 month 

14 Routinely conduct stakeholder evaluations Administration Annually 

 

* Some of the above steps may be completed in conjunction with others. The sequence offers a ‘guide’ only. 



48 

 

Part 7 - Conclusion 

SWD is a much needed and respected volunteer driven organisation that provides immense value to 

a diverse community. The organisation, now at a critical juncture in it is development, requires 

fundamental change to occur to ensure sustainability. The survey that was conducted showed a 

belief and passion for the mission of SWD but also acknowledged a need for change at its core.  

The restructuring of the functional organisational structure of SWD would allow for clear 

understanding of the roles and responsibilities of the volunteers and management. Clearly defined 

job descriptions will identify the skills and traits required for the roles to ensure they are carried out 

to maximum effect and the use of succession planning will mitigate the risk of losing much valued 

members of the SWD community. By taking a proactive method in the understanding of the 

recruitment needs of the organisation, SWD will gain the ability to target the community to gain the 

skill sets it needs. In actively engaging the volunteers via a defined methodology of retention and 

reward SWD will develop high levels of engagement and satisfaction.  

Articulation of the corporate message is integral to understanding the marketability of the SWD. The 

message of the organisation needs to be clear to the member, sponsors and volunteers. The 

harnessing of the message will deliver the impetus to gain the grants and funding needed to deliver 

the programs. Implementation of an engagement plan will allow oversight of interaction between 

the management and volunteers of SWD. Continual evaluation of all stakeholders will allow for 

sustained messaging that is line in with the needs of all parties.  

There is no denying the passion of the people that are involved with SWD. The want to ensure that 

the stigma of disability is removed from the consciousness of the community whilst providing 

empowerment to their clients, is a shared value of all that are involved with SWD.  This shared value 

is a powerful driver that will lead towards the sustained success of the operation. By making some 

decisions about the operating structure and delivery mechanisms within SWD the sustainability of 

this much needed organisation will be more certain.   
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Appendix A  

Functional Units – Detailed Description & Key Performance Measures 

Sponsorship & Funding 

Major Responsibilities 

 Maintain and strengthen relationships with existing 
sponsors 

 Source new sponsorship for SWD 

 Investigate, prepare proposals and secure grant funding for 
SWD 

 Corporate events, fundraising initiatives & sponsor rewards 

Key Relationships 

 Program Management – to schedule corporate and sponsor 
events 

 Administration – to leverage media exposure 

 Other areas – ‘tap into’ network of contacts for funding 
opportunities 

Performance Measures 

 $$ sponsorship secured for next financial year 

 $$ profit from fundraising events 

 $$ grant funding secured 

 Sponsor rewards program developed and implemented 

 Corporate event/s delivered 

 

Boat Operations 

Major Responsibilities 

 Maintenance and repairs of fleet  

 Crew member training 

 Client and volunteer ‘on boat’ safety 

 Manage racing events 

Key Relationships 

 Volunteer Management – provide feedback and 
requirements for crew volunteers 

 Administration – to obtain details of upcoming bookings 

 Program Management – provide input to schedule based on 
crew availability  

Performance Measures 

 Safety record 

 Ability to meet program schedule 

 Training programs and procedures documented and 
delivered 
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Volunteer Management 

Major Responsibilities 

 Monitor and manage the volunteer base of SWD and fulfil 
resource requirements for other functional areas 

 Support, engage and reward SWD volunteers 

 Recruitment of new volunteers 

 Manage ‘Volunteer Awards’ event/s 

Key Relationships 

 Boat Operations - fulfil requests for crew resources  

 Program Management – provide input to schedule based on 
volunteer interest / availability  

 Administration – mass communication and advertising 
recruitment opportunities  

Performance Measures 

 Skills gap analysis 

 Increase in volunteer numbers 

 Development and implementation of ‘Rewards’ program 

 Volunteer awards event/s delivered 

 Feedback survey results  

  

Program Management 

Major Responsibilities 

 Development and maintenance of the SWD ‘calendar’ 
(schedule of programs and events) 

 Project management of major programs – Sydney to Hobart 
& Northern Campaign 

 Ensure the effective scheduling and delivery of regular 
programs, special days and major events 

Key Relationships 

 Sponsorship & Funding – provide support in scheduling 
events to help secure corporate and other funding for SWD 

 Administration – Update schedule based on demand 

 Volunteer Management – Update schedule based on 
volunteer availability 

 Boat Operations – Update schedule based on boat and crew 
availability 

Performance Measures 
 SWD ‘calendar’ developed and circulated 

 Collaboration with other functional units 

 Major projects delivered 
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Administration 

Major Responsibilities 

 Manage the SWD website and phone bookings 

 Client relationships 

 SWD website maintenance 

 SWD advertising and communications 

Key Relationships 

 SWD Board – provide administrative support to the board of 
directors 

 All functional areas – provide administrative support as 
required  

Performance Measures 

 Client complaints / compliments 

 Client database developed and maintained 

 Advertising and PR opportunities managed 

 Collaboration and support of other functional units 
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 Appendix B  

Position Description Template 

Position Title 
 

Purpose of the position  
 
(Describe the high level purpose of the role) 

Responsibilities & duties 
 

 Key responsibilities 

 Reporting requirements 

 Major tasks 

Skills & Competencies 
 

Essential Desirable 

<insert list of essential criteria> <insert list of desirable criteria> 

e.g. Boat Licence / sailing experience  e.g. Experience working with disabilities 

 

Personal Qualities & Behavioural Traits 
 

Essential Desirable 

<insert list of essential qualities or behaviours> 
<insert list of desirable (but not essential) qualities 
or behaviours> 

e.g. Love working with children  e.g. Attention to detail 

 

 

Relationships 
 

With Purpose 

1. <insert title of position> 
e.g. SWD Board of Directors 

<insert details about the relationship)>  
e.g. report performance at monthly board meetings  

2. e.g. Other Functional Managers e.g. Negotiation / Collaboration 

3. e.g. Staff e.g. Leadership 

 

Employee Signature__________________________________________Date________________ 

Manager Signature___________________________________________Date________________ 
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Appendix C 

Volunteer Application Form  

 

Sailors with Disabilities Applcation Form 
Contact Information .

Name

Street Address

Home Phone

Mobile Phone

E-Mail Address

Availability .

During which hours are you available for volunteer assignments at SWD?

___ Weekday mornings ___ Weekday evenings

___ Weekday afternoons ___ Weekend afternoons

Interests .

Tell us in which areas you are interested in volunteering at SWD .

___ Sailing ___ Publicity/Marketing

___ Care of equipment ___ Finance

___ Alterations

Special Skills or Qualifications .

Summarise special skills and qualifications you have acquired from employment, previous volunteer work, or through other activities, including hobbies or sports.

Previous Volunteer Experience.

Summarise your previous volunteer experience.

Working With Children Card

 ____ I have a current and valid Working with Children Card.

____  I do not have a Working with Children Card.

A working with children card is not necessary for all volunteer positions, but if you have one we would love to know.

Character Reference

Name

Home Phone

Mobile Phone

Person to Notify in Case of Emergency .

Name

Street Address

Home Phone

Mobile Phone

E-Mail Address

Agreement and Signature .

By submitting this application, I affirm that the facts set forth in it are true and complete. I understand that if I am accepted as a volunteer, any false statements, omissions, 

or other misrepresentations made by me on this application may result in my immediate release of duties

Name (printed)

Signature

Date
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Appendix D 

Sample Engagement Plan (State of Victoria Department of 

Sustainability and Environment 2013) 

Responsibilities  Volunteer A:  Developing content 

 Volunteer B:  Posting of content online, sending 
of content 

 Board:  Approval and provision of resources 

Goals  Involve more volunteers in other roles 

 Obtain opinion of donors for future planning 

 Increase engagement satisfaction level from 59% 
to 65% by end of 2014 

 

Engagement 

Level: 
Stakeholders: Methods: 

Empower  Board 
 Monthly meetings including planning for SWD 

Collaborate  Volunteers 

 Donors 

 Weekly update on official website, Facebook, Twitter 

 Monthly e-mail update on activities for Donors 

 Invitation of donors to planning sessions for new 
projects 

Involve 
 Volunteers 

 Members 

 Donors 

 Conduct sailing workshops or training sessions 

 Send invitations to join events 

 Send invitations to take on additional roles as needed 

Consult 

 Donors 

 Sponsors 

 Government 

 Industry 

 

 Post monthly update on website on activities 

 Send annual update on accomplishments for the year 
to donors and sponsors 

 Attend government information sessions for funding, 
subscribe to e-mail updates 

 Consult with sailing industry and not-for-profit peak 
bodies for best practices 

 Consider inviting industry professionals to conduct 
workshops or seminars for SWD donors, members and 
volunteers twice a year 

Inform 
 Clients 

 Community 

 Other organisations 

 Fact sheets or advertisements for programs 

 Website updates 

 Monthly newsletters 

Evaluation  Conduct annual end-of-year online survey for each stakeholder group to gauge: 
o How stakeholder feels about current engagement, whether sufficient or 

needs to be improved 
o What types of engagement they would like to see in the upcoming months 

or year 
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Appendix E 

Sample Simplified Engagement Plan (State of Victoria Department 

of Sustainability and Environment 2013) 

Stakeholders:  Engagement Level:  Methods: 

 Board   Empower   Monthly meetings including 
planning for SWD 

 Donors   Collaborate 

 Involve 

  Weekly update on official 
website, Facebook, Twitter 

 Monthly e-mail update on 
activities for Donors 

 Invitation of donors to planning 
sessions for new projects 

 Conduct sailing workshops or 
training sessions 

 Send invitations to join events 

 Send annual update on 
accomplishments for the year to 
donors and sponsors 

 Volunteers   Collaborate 

 Involve 

  Weekly update on official 
website, Facebook, Twitter 

 Conduct sailing workshops or 
training sessions 

 Send invitations to join events 

 Send invitations to take on 
additional roles as needed 

 Members   Involve   Conduct sailing workshops or 
training sessions 

 Send invitations to join events 

 Send invitations to take on 
additional roles as needed 

 Sponsors   Consult   Post monthly update on website 
on activities 

 Send annual update on 
accomplishments for the year to 
donors and sponsors 

 Government   Consult   Post monthly update on website 
on activities 

 Attend government information 
sessions for funding, subscribe to 
e-mail updates 

 Industry   Consult   Post monthly update on website 
on activities 

 Consult with sailing industry and 
not-for-profit peak bodies for 
best practices 
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 Consider inviting industry 
professionals to conduct 
workshops or seminars for SWD 
donors, members and volunteers 
twice a year 

 Clients 

 Community 

 Other 
organisations 

  Inform   Fact sheets or advertisements for 
programs 

 Website updates 

 Monthly newsletters 

 

Appendix F 

Detailed Survey Results 
 
Breakdown of Survey Participants: 
 
 
 

 
 
 
 
 
 
 
 

Board, 6, 25% 

Client, 3, 13% 

Donor
, 1, 
4% 

Sponsor, 2, 9% 
Member, 2, 8% 

Admin, 3, 13% 

NC, 1, 4% 

StoH, 2, 8% 

TSD, 2, 8% 

WofC, 2, 8% 

Other, 10, 41% 
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Terminologies Used: 

Admin Volunteers involved with assisting the Board, including organising roles, 

administrative roles 

NC Northern Campaign volunteers 

StoH Sydney to Hobart volunteers 

TSD Try Sail Days volunteers 

WofC Winds of Change volunteers 

 
Core purpose of SWD 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Clients Members Volunteers Total 

Skills Management 6.67% 0.00% 3.33% 20.00% 30.00% 

Sailing 3.33% 0.00% 0.00% 0.00% 3.33% 

To make contribution 20.00% 10.00% 3.33% 33.33% 66.67% 

Total 30.00% 10.00% 6.67% 53.33% 100.00% 
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What can be improved at SWD 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Clients Members Volunteers Total 

Engagement - improve 2.44% 0.00% 0.00% 4.88% 7.32% 

Funding 2.44% 0.00% 0.00% 7.32% 9.76% 
Increase awareness of what SWD 
stands for 

0.00% 0.00% 0.00% 2.44% 2.44% 

Management 9.76% 2.44% 0.00% 12.20% 24.39% 

N.A. 0.00% 2.44% 0.00% 0.00% 2.44% 

Office space 0.00% 0.00% 0.00% 4.88% 4.88% 

Program 0.00% 2.44% 2.44% 4.88% 9.76% 

Recruitment 4.88% 0.00% 0.00% 7.32% 12.20% 

Structure 14.63% 0.00% 2.44% 9.76% 26.83% 

Total 34.15% 7.32% 4.88% 53.66% 100.00% 
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Suggested Areas for Management Focus 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Clients Members Volunteers Total 

Don't know 0.00% 2.00% 0.00% 0.00% 2.00% 

Engagement - improve 4.00% 0.00% 0.00% 8.00% 12.00% 

Funding 10.00% 2.00% 0.00% 14.00% 26.00% 
Increase awareness of what SWD 
stands for 

2.00% 4.00% 0.00% 6.00% 12.00% 

Management 10.00% 2.00% 0.00% 8.00% 20.00% 

Program 0.00% 2.00% 0.00% 0.00% 2.00% 

Recruitment 6.00% 2.00% 0.00% 8.00% 16.00% 

Structure 4.00% 2.00% 2.00% 2.00% 10.00% 

Total 36.00% 16.00% 2.00% 46.00% 100.00% 
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Current Perception of Engagement 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

*No responses were received from Members for this question 
 
 
Percentages of Responses: 
 

 Board Volunteers Total 

Engagement - good 11.76% 47.06% 58.82% 

Engagement - improve 17.65% 17.65% 35.29% 

Engagement - mid 5.88% 0.00% 5.88% 

Total 35.29% 64.71% 100.00% 
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3 Areas for SWD to Focus on in the Next 12 Months 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

*No responses were received from Members for this question 
 
 
Percentages of Responses: 
 

 Board Volunteers Total 

Funding 11.76% 15.69% 27.45% 

Improve engagement 5.88% 5.88% 11.76% 

Increase awareness of what SWD stands for 1.96% 5.88% 7.84% 

Maintain vision 1.96% 1.96% 3.92% 

Management 9.80% 13.73% 23.53% 

Recruitment 3.92% 9.80% 13.73% 

Structure 5.88% 5.88% 11.76% 

Total 41.18% 58.82% 100.00% 
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Would Like to See SWD Achieve in the Next 2 Years 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

*No responses were received from Members for this question 
 
 
Percentages of Responses: 
 

 Board Clients Volunteers Total 

Engagement - improve 0.00% 0.00% 12.20% 12.20% 

Funding 7.32% 2.44% 9.76% 19.51% 

Increase awareness of what SWD stands for 2.44% 2.44% 4.88% 9.76% 

Maintain vision 0.00% 0.00% 2.44% 2.44% 

Management 4.88% 4.88% 17.07% 26.83% 

Maximise programs 2.44% 4.88% 0.00% 7.32% 

Office space 0.00% 0.00% 2.44% 2.44% 

Recruitment 0.00% 0.00% 9.76% 9.76% 

Structure 7.32% 0.00% 2.44% 9.76% 

Total 24.39% 14.63% 60.98% 100.00% 
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Organisations for Benchmarking 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

*No responses were received from Members for this question 
 
 
Percentages of Responses: 
 

Row Labels Board Volunteers Total 

Camp Quality 
 

1 1 

Don't know 1 1 2 

Duke of Edinburgh Award Scheme 1 
 

1 

Fred Hollows Org 1 
 

1 

Guide Dogs 
 

1 1 

Increase awareness of what SWD stands for 
 

1 1 

Indigenous sailing organisation 
 

1 1 

Inspire with Cancer 
 

1 1 

Left over food collection organisation 1 
 

1 

Make-a-Wish 
 

1 1 

McGrath Foundation 1 
 

1 

Melbourne charity - apply for  job 1 
 

1 

No 
 

1 1 

NSW Marine Rescue 1 
 

1 

NSW wheelchair sports 1 
 

1 

Olympic & Paralympic models 
 

1 1 

Ox fam’s Corporate message and engagement 
 

1 1 

Riding for the Disabled 1 
 

1 

Sailability 1 2 3 

Total 10 12 22 
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Key Traits for Recruitment 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Total 

Business skills - Board 17.65% 17.65% 

Commitment 23.53% 23.53% 

Knowledge 23.53% 23.53% 

Team player 35.29% 35.29% 

Total 100.00% 100.00% 
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Groups Currently Engaged with 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Total 

Don't know 20.00% 20.00% 

Employee 20.00% 20.00% 

People with disability 10.00% 10.00% 

Sailors 10.00% 10.00% 

Volunteers 40.00% 40.00% 

Total 100.00% 100.00% 
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Why People Engage with SWD 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Board Clients Donors Sponsors Total 

Enjoy 10.34% 0.00% 0.00% 3.45% 13.79% 

Get opportunity 10.34% 0.00% 0.00% 0.00% 10.34% 

People 3.45% 0.00% 0.00% 0.00% 3.45% 

Sailing 17.24% 3.45% 0.00% 0.00% 20.69% 

To make contribution 17.24% 3.45% 3.45% 3.45% 27.59% 

What SWD stands for 3.45% 10.34% 3.45% 6.90% 24.14% 

Total 62.07% 17.24% 6.90% 13.79% 100.00% 
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Suggestions for Improvement 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Clients Donors Sponsors Total 

Funding 0.00% 0.00% 12.50% 12.50% 

Increase awareness of what SWD stands for 0.00% 0.00% 12.50% 12.50% 

Management 12.50% 0.00% 12.50% 25.00% 

N.A. 12.50% 0.00% 0.00% 12.50% 

Office space 0.00% 12.50% 0.00% 12.50% 

Program 12.50% 0.00% 0.00% 12.50% 

Recruitment 0.00% 0.00% 12.50% 12.50% 

Total 37.50% 12.50% 50.00% 100.00% 
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Expectations on What SWD Can Deliver to Community 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Clients Donors Sponsors Total 

Expand program 14.29% 0.00% 0.00% 14.29% 

Increase awareness of what SWD stands for 0.00% 0.00% 14.29% 14.29% 

Maintain vision 0.00% 14.29% 14.29% 28.57% 

Management 14.29% 14.29% 0.00% 28.57% 

To make contribution 14.29% 0.00% 0.00% 14.29% 

Total 42.86% 28.57% 28.57% 100.00% 
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Unique Qualities of SWD that Encourage Support 
 

 Board Clients Donors Members Sponsors Volunteers 

Groups surveyed:       

 
 
Percentages of Responses: 
 

 Clients Donors Members Sponsors Volunteers Total 

Enjoy 3.03% 0.00% 0.00% 0.00% 9.09% 12.12% 

N.A. 0.00% 0.00% 3.03% 0.00% 0.00% 3.03% 

People 3.03% 3.03% 0.00% 3.03% 9.09% 18.18% 

Sailing 0.00% 3.03% 0.00% 0.00% 3.03% 6.06% 

Straightforward approach 0.00% 0.00% 0.00% 3.03% 0.00% 3.03% 

To make contribution 9.09% 3.03% 0.00% 6.06% 27.27% 45.45% 

What SWD stands for 3.03% 3.03% 0.00% 3.03% 3.03% 12.12% 

Total 18.18% 12.12% 3.03% 15.15% 51.52% 100.00% 
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