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There are nearly 500,000 volunteers in 10,000 sports clubs in Finland. The need to even the 
administrative workload in them is evident. Suomisport as of today has 85 sports federations and 
130 sports. The aim is to develop Suomisport to support everyday sports life of one million Finns. 
The aim of this thesis was to study how the Finnish Olympic Committee’s Suomisport sports club 
service would improve the everyday sport life experience in a sports club. Furthermore, the aim 
was to describe which digital services a badminton clubs need to operate in today’s world with 
increasing demands. The leadership experience and communication challenges were also 
studied. 

A literature review established the basis for the theoretical part of this thesis. The theoretical 
framework was developed around design thinking elements: co-design, empathy and member 
experience. Moreover, the theories covered communication, leadership and change 
management. Secondary data was acquired through various surveys and reports. Action 
research and a design thinking approach of this thesis might provide insights for the Finnish 
Olympic Committee to develop Suomisport even more attractive to the sports clubs in Finland. 
Various qualitative research methods, interviews and surveys, were used. The following (service) 
design thinking methods were used to gather information and to gain insights: a stakeholder map, 
a business model canvas, a service safari, an online ethnography, cultural probes, a persona, a 
customer journey map and a service blueprint. SWOT analysis and benchmarking, widely known 
in business research were also included. The Suomisport sports club service pilot enabled the 
co-designing together with 15 sports clubs. 

As a result, the badminton club’s processes were described demonstrating opportunities to 
improve everyday sports life with Suomisport. The results could be used as a benchmarking 
example to the sports clubs throughout Finland in a comparable situation. The conclusion of this 
thesis was that emphasis is required to increase the sense of belonging through enabling 
communal dialogue in the sports club community. There is an exciting potential in the Suomisport 
sports club service to be developed into a leading solution to support the everyday sports life 
among the sportspeople. Its MyData approach provides Suomisport a unique advantage as 
compared to other similar services.  
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1 INTRODUCTION  

Digitalisation enables mundane things to be conducted more effortlessly and to save 

one’s time to more relevant tasks. The author of this thesis has been volunteering at the 

board of a badminton club since autumn 2016. After a few months the governing 

challenges of the non-profit organisation started to emerge. How to efficiently 

communicate with potential and existing club members, who are the members of the club 

exactly, how to orchestrate necessary financial tasks, how to fulfil duties towards the 

sports federation, Finnish Badminton Association, how guarantee that the operation 

follows laws and regulations? And whilst the world changes around the sports clubs, the 

sports club should be able to respond to these changes, accordingly, like in the business 

world. 

However, this leads to the question; why do the sports clubs exist? To enable people to 

exercise regularly and to offer people a possibility to be part of a sports community. To 

empower people to express themselves. And depending on the sports club even to 

support those talented ones to reach their full potential on their way to the top.  

There is plenty of work to be done behind the scenes in a sports club. And often it might 

be in the hands of a few to lead and manage a sports club. If the sports club misses the 

deadlines of applying for the training facilities, indoor and outdoor courts and halls, then 

there is no place to practice. Like in businesses, non-profit organisations face annual 

budget planning, along with the operational plans, financial management as well as 

internal and external communication. In contrast to businesses there is one critical 

difference; most of this enabling work in the sports clubs is conducted by volunteers, the 

vast majority without any financial compensation.  

The author of this thesis came across Suomisport in November 2018, at one of the local 

training sessions conducted by LiikU. The training covered good governance and was 

targeted to the sports clubs operating in Southwest Finland. At the end of the training 

The Finnish Olympic Committee's Manager Rainer Anttila informed the author of this 

thesis about the Suomisport sports clubs service pilot which was about to kick off. This 

was a trigger for the topic of this thesis. 

According to the Official Statistics of Finland (2017) 54% of Finns (over the age of ten) 

take part in Finnish Civil Society activities in joining non-profit organisations like 
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professional associations, sports clubs, political parties, culture or art associations and 

religious associations. The most popular activity was attending sports related clubs as a 

sportsperson, coach or in other volunteer roles. Trends show clear increase in the sports 

club activity especially amongst 10-14-year-olds and +65-year-olds (Figure 1). (Official 

Statistics of Finland 2017, 6−8.) A sports club have a significant role in reducing 

sedentary (physically passive) lifestyle, especially amongst the children and young 

people (Finland’s Report Card 2018, 18, 20.) Overall, Finnish sports clubs move 

numerous Finns of all ages and thus play a vital role in public health. 

 

Figure 1. Participation % in various sports clubs’ activities based on gender and age 
during the past 12 months (Official Statistics of Finland 2017, 8). 

Furthermore, the recent publication estimates that there are 499,000 volunteers working 

in sports clubs. This work is estimated to be worth 0.9 to 1.5 billion euros. Interestingly, 

more than 50% of the valuable volunteer work hours are performed by 10% of the 

volunteers. (Mäkinen et al. 2019, 62.) 

1.1 Structure of the thesis 

Chapter 1 provides a brief introduction to the thesis topic. Chapter 2 describes the 

research design; the aim of the thesis, research questions and the theoretical framework. 

The design thinking “Double Diamond” process model is described as it gives the 

structure for the thesis. The literature used in the thesis is also reviewed. This thesis is 

action research by its nature and this approach is also described. Chapter 3 focuses on 

the service design thinking definition and discusses the co-design, empathy and member 

experience in more detail. The chapter also aims to explain the role of emotions, 

emotional engagement and how these are relevant to value creation. 
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Chapter 4 is dedicated to leadership and change management challenges which are 

crucial elements in the sports club due to the vast amount of volunteer work done there. 

Chapter 5 dives into the world of sports clubs and describes the operational model of a 

non-profit organisation such as a sports club. It also aims to reveal how different 

stakeholders are related to the sports club. The chapter also presents in short, the 

Finnish Badminton Association and the Finnish Olympic Committee as one of the key 

stakeholders.  

Chapter 6 frames the big picture of the Finnish Olympic Committee’s digital service 

Suomisport and provides the framework for the Suomisport sports clubs service pilot. 

Chapter 7 explains further the primary and secondary research of this thesis. Chapter 8 

gathers the research into insights. Chapter 9 presents the ideation and prototyping. In 

chapter 10 the conclusions of this thesis are presented and discussed. Chapter 11 

analyses the thesis process and indicates suggestions for further studies.  

1.2 About the author 

The author of this thesis has Bachelor’s Degrees in Business Administration, 

International Marketing and Financing as well as in Health and Wellbeing. The author 

has more than 15 years of work experience in international business in marketing expert 

positions working with over 30 nationalities. Furthermore, the author has more than 14 

years of experience from volunteer work in non-profit organisations. In the context of 

non-profit organisations, she has been in a leading position as a chairwoman more than 

five years, as a coach for junior players for three years and accompanied by board 

member experience (member, secretary or vice-chairwoman) for five years. She also 

has been in the board of the regional badminton organisation (LounaSulka) for one year. 

In addition to the private sector and the non-profit organisation she also has experience 

from the public sector as a decision maker. She has been a member of a municipality 

board and municipality council in her home municipality since June 2017.  

The author believes in the power of working together and sharing knowledge and 

insights, hopes and fears, questions and thoughts; empowering people to find the right 

problems to be solved together. 
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2 RESEARCH DESIGN 

This chapter defines the aim and the frame of reference of this thesis. The research 

process and methods utilised are illustrated. Furthermore, the role of action research is 

explained.  

2.1 Aim  

The aim of this thesis is to use a design thinking approach to study how the Finnish 

Olympic Committee’s Suomisport sports club service would improve sports club’s and 

sportspeople’s everyday sport life experience. This thesis aims to describe administrative 

processes as well as sportspersons’ entire membership journey in a badminton club.  

Finnish Olympic Committee would like to know what kind of digital services sports clubs 

need and in addition, understanding the membership journey and motivations to use 

Suomisport is a core interest (Hanna Hiilamo 31.1.2019).  

The main research question is: How Finnish Olympic Committee’s Suomisport future 

sports club service would improve sports club’s administration and leadership 

and its members everyday sport life experience in a badminton club with 100-150 

members in Finland? Sub questions are: 

• Which digital services Finnish badminton clubs need to operate in today’s world?  

• How the communicational challenges affect the board member experience? 

• How the board members experience the leadership in the badminton club? 

• How could Suomisport sports club services respond to the needs of a badminton 

club and its members?  

• How badminton clubs could start using the Suomisport sports club service? 

2.2 Frame of reference 

The theoretical frame of refence is built around a design thinking approach, focusing on 

empathy and co-design (Figure 2). These are discussed in more detail in chapter 3. A 

sportsperson as a member of the sports club (people), the sports club (the organisation) 

and the Suomisport sports club service (digital service), are the key players in this thesis. 
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A member of the sports club has various of roles and this thesis aims to understand 

perspectives of a board member and a parent of a junior player with the focus on the 

board member experience to narrow the topic of the thesis. At the intersection of the 

people, the organisation and the digital services there are the member’s data, MyData, 

communication within the sports club community and administrative tasks needed in the 

sports club. At the very core of this framework is the user experience, in the case of this 

thesis, the member experience, which is discussed in chapter 3.3. This complexity is 

constantly facing various changes which need to be led and for this reason leadership 

and change management are discussed in this thesis in more detail in chapter 4. 

 

Figure 2. Frame of reference for the member experience in a sports club. 

2.3 Research process  

The Double Diamond process model is used in this thesis to guide the research journey 

(Figure 3). The research phase answers to the question “what is?” and aims to look for 

the meaning. The insight phase provides answers to the question “what if?” and the 

purpose is to edit insights. The discover and define phases form the problem context for 

the topic. The objective of this phase is to ensure that the problem solving is focused on 

designing the right thing and guides the thesis towards the defined problem. The second 
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diamond in the model is focused on the solution, and the aim is to design things right. 

The ideation phase consists of exploring possibilities and answers to the question “what 

wows?”. The converging phase in the prototyping phase focuses on refining and building. 

This phase aims to answer to the question “what works?”. 

Figure 3. Design thinking “Double Diamond” process model (adapted from The Design 
Council 2015). 

 

Multiple research and service design methods will be used in this thesis as presented in 

Figure 3 above. However, as the research process was not that linear, some methods 

were deployed at the later stages of the process as well. In this chapter these methods 

are listed in short and they are introduced when they are used for the first time. At the 

discovery phase the methods utilised are: a literature review, a survey, interviews, a 

business model canvas, a stakeholder map, benchmarking, an online ethnography, 

SWOT and cultural probes. All these methods aimed for a more defined problem.   

In addition to the literature, secondary data is gained from various research conducted 

by the Olympic Committee, Vincit and the Finnish Badminton Association and the 

badminton club Raisio Badminton Association (RaSu). The target group in these studies 

have been the members of sports clubs. Some of this data was produced for 

organisational purposes and the author of this thesis was granted access this data. 

Primary data in this thesis was gathered via multiple design thinking methods. The author 

of this thesis has chosen the theories and the methods to be used at her own discretion 

and based on her experience in the third sector and the business world, but also through 
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what she has learned from the leadership and service design studies. These are 

discussed in more detail in the following chapters. There have been several formal and 

informal discussions during the process with the representatives from the Finnish 

Olympic Committee, Vincit and Finnish Badminton Association and board members from 

different badminton clubs and other sports clubs. These discussions have taken place in 

person, via telephone, via video calls, chats and e-mails. The objective of this thesis was 

to visualise the badminton club’s processes to the Finnish Olympic Committee and Vincit. 

The insights could help them develop the Suomisport sports club service further to 

support the needs of sports clubs even better. Since the pilot development project lasts 

until 2020, it was evident that this thesis could have not be prolonged to the very end of 

the pilot project.  

Stickdorn et al. (2018) suggest that selection of multiple research methods enables the 

researcher to limit the biases. These methods could be selected from these categories: 

desktop research, self-ethnographic approach, participant approach, non-participant 

approach and co-design workshops. Method, data and research triangulation is 

proposed to gain higher accuracy and abundance of data. Method triangulation provides 

data via different research methods, like secondary research, online ethnography, 

interviews, cultural probes and co-designing personas. This aims to support the 

researcher by offering a solid decision-making base. Data triangulation generates raw 

data in the form of statistics, notes, recordings, videos and photos for example. This 

primary data provides a persuasive source without any interpretation by the researcher. 

Research triangulation could be conducted by adding multiple researchers into the 

project or by using methods such as a service safari which places the researcher into 

the shoes of the user. (Stickdorn et al. 2018, 107−110.) 

Some of the data gathered for this thesis was an essential part of action research. The 

action research approach entails constant change. Some elements for example in the 

customer journey or the processes might already have changed during this thesis. Action 

research is described in the next chapter. 

2.4 Action research 

The objective of action research is to solve problems in organisations. A desirable 

outcome is taking immediate action, thus, solving those problems as quickly as possible. 

Generalisations are made in the current moment. The basic assumption is that the 
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members of the community can solve the problems themselves. The evaluation 

conducted along the process is based on participants’ feelings during the process. 

(Patton 1990, 161 in Kananen 2014, 27.)  

According to Bryman and Bell (2011) action research brings the researcher and the 

members in the organisation closer to each other. The role of action research can be 

beneficial when challenges in organisational processes are under investigation and 

development, such as change processes. Often action researchers are readily 

embedded in the organisation with their experiences and insights. They understand the 

jargon used within the organisation, who to contact, as well as the story of the 

organisation. Data collection in the action research can be both qualitative and 

quantitative. This data can be collected during the problem definition and the problem 

evaluation phases. Such data can be for example a diary, documentation related to the 

research topic, meeting observations, surveys, interviews and video recordings of the 

meetings. It is also claimed that the result of the action research holds high interest and 

relevance to organisational representatives and to those in academia. (Bryman and Bell 

2011, 414−415.) Furthermore, it is argued that action research continues where 

qualitative research ends. Qualitative research ends in the analysis, whereas action 

research takes the research further to the problem solving, evaluation and joint 

development in the organisation. Action research can, however, include both qualitative 

and quantitative research methods. (Kananen 2014, 26−27.) 

There are some challenges in action research, however. Working as a researcher-

consultant requires a prominent level of self-awareness. A situation can occur in which 

the researcher is funding the research as an additional income through an internal 

organisational consultancy. Similar discretion is needed, when the researcher-consultant 

is working with organisational changes and the project might result in a favourable 

position for the researcher. This can cause negative discussion within the organisation. 

In addition, action research has been judged for its poor repeatability and a high focus 

on the organisational aspects instead of the research findings. This claim however can 

be defended with the fact that such a deep insight and understanding might be difficult 

to gain with any other approach. (Bryman and Bell 2011, 414−415.) Action research aims 

towards change and is a part of a qualitative research approach. Thus, the assessment 

of the reliability is challenging. (Kananen 2014, 127.) 
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Action research enables the researcher to be a part of the phenomenon under 

investigation and thus, a part of the community at the same time (Kananen 2014, 28). In 

this thesis the author is at the same time the researcher, the chairwoman of the 

badminton club and a participating member of the Finnish Olympic Committee’s 

Suomisport sports club service pilot group. The aim of this thesis is to explore how the 

existing member experience could be improved, hence how Suomisport would change 

the everyday sports life. The researcher of this thesis can be seen as a change agent in 

the organisation who is driving this change.  

2.5 Literature review  

The literature review provides a solid ground for the researcher’s work. Exploration of 

the existing literature builds the researcher’s knowledge and understanding of a topic. It 

helps to develop argumentation on the relevance of the research topic. The literature 

review is also a way to convince and bring credibility to a knowledgeable researcher. 

(Bryman and Bell 2011, 91.) The literature review should be carefully differentiated and 

assessed and at the end of the research project the existing knowledge should be 

connected to the new findings. The review should cover an adequate amount of 

information so that the phenomenon can be understood and that there are enough facts 

to support the evaluation of the research. The researcher should refer only on a general 

level to those studies which are universally relevant to the research topic, but those 

sources which offer a relevant background to the research, should be discussed more 

widely and profoundly. (Hirsjärvi 2000, 115−116.) 

The literature review in this thesis consists of design thinking, service design and 

leadership literature as well as research reports and publications related to sports clubs 

and physical activity. Various acts affecting the topic of this thesis are reviewed in short. 

The literature review in this thesis includes also electronic sources like articles and 

videos.  
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3  (SERVICE) DESIGN THINKING  

Brown (2009) suggests that the greatest difference between academic thinking and 

design thinking is empathy. The aim of design thinking is not to test a theory, create new 

knowledge or validate a hypothesis, but to turn these valuable observations into insights 

and solutions that make a difference in people’s lives. (Brown 2009, 49.) Service design 

is foremost a user-centred way to approach a service. It requires understanding of needs, 

motivations, desires and experiences of the human beings who use the services. 

Personalisation is becoming a powerful concept and for that reason service design is 

focusing on more qualitative than quantitative research methods. The difference 

between the truths from the quantitative market research and the insights from the 

qualitative research is illustrated in Figure 4. Although truths can be statistically important 

and valid, they do not reveal why those things are true. A service designer needs to 

understand those underlying reasons to improve the design. (Polaine et al. 2013, 38−39.) 

The author of this thesis considers the above description of quantitative and qualitative 

research methods insightful. It captures the essence of the difference between the two. 

Later in chapter 8.1, there is discussion on how to select the people to be studied. 

Figure 4. Truths versus insights (adapted from Polaine et al. 2013, 39). 

According to Stickdorn and Schneider (2015) there are numerous methods and tools 

which have been shown to be useful and effective in a service design approach. The 

service design process can be categorised as following: to exploring, to creating, to 

reflecting, and to implementing. This categorisation might help the researcher find 

suitable methods to conceptualise, gain understanding, gather information and prototype 

ideas. However, the use of various methods is not restricted in any way; it is more 
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important to find a suitable combination for finding solutions via an iterative process. 

(Stickdorn and Schneider 2015, 148.)  

The well-known Design Squiggle by Damien Newman encapsulates the profound 

essence within the design process. The incredible messiness in the beginning 

crystallises at the very end (Figure 5). However, this evident confusion does not 

designate that there would not be any structure and process in place in the design 

thinking approach. 

 

Figure 5. The Design Squiggle (Newman 2002).  

The design thinking approach along with service design are the basis for this thesis. Next 

some of the design thinking and the service design definitions are presented. Lockwood 

(2009) defines design thinking as a part of the innovation process which brings clarity in 

the messy beginning. The scope of design thinking is in the concept of services and 

processes. From the process perspective design thinking is collaborative and iterative in 

its nature. The thinking style is abductive thinking and according to Jeanne Liedtka, 

professor in Darden School of Business, this means “the logic of what might be”. Anyone 

can practise design thinking, not just designers, researchers or managers. (Lockwood 

2009, 83−84.) 

Tim Brown, CEO of IDEO defines design thinking as follows: “Design thinking is a 

human-centered approach to innovation that draws from the designer's toolkit to 
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integrate the needs of people, the possibilities of technology, and the requirements for 

business success.” (IDEO 2019.)  

“Service design is all about making the service you deliver useful, usable, efficient, 

effective and desirable.” (UK Design Council 2010 in Stickdorn and Schneider 2015, 31.) 

Stefan Moritz (2005) defines service design as follows: “Service design helps to innovate 

(create new) or improve (existing) services to make them more useful, usable, desirable 

for clients and efficient as well as effective for organisations. It is a new holistic, multi-

disciplinary, integrative field.” (Stefan Moritz 2005 in Stickdorn and Schneider 2015, 31.) 

According to Tuulaniemi (2013) the service design process consists of five parts: 

definition, research, design, production and evaluation. Definition is divided into brief and 

preliminary research phases. The research phase is all about gathering insights and 

pursuing strategic planning. The design phase consists of generating ideas and 

developing concepts, as well as prototyping. The production phase involves piloting the 

service concept and launching the service. The final phase is evaluation; continuous 

development should be status quo. (Tuulaniemi 2013, 130−131.)  

3.1 Co-design 

Co-design or co-creation? Marc Stickdorn presents five core principles for service design 

thinking; user-centered, co-creation, sequencing, evidencing and holistic (Stickdorn and 

Schneider 2015, 34). Next, co-creation is described since it is emphasised in the 

framework of this thesis. Stickdorn and Schneider (2015) states that co-creation is an 

essential part of the service design process where each stakeholder is identified and 

involved. Usually this requires various facilitation methods. Co-creation gives the 

stakeholders an opportunity to add value to the service and as they are involved at the 

early stage of the design process, they are also more likely to have higher customer 

loyalty and long-term commitment. (Stickdorn and Schneider 2015, 38−39.) 

Sanders and Stappers (2008) define co-design as collective creativity throughout the 

design process. This includes the professional designers but also those persons 

participating in the design development process, who do not have education in the 

design. Sanders and Stappers further discuss that co-creation is a wide term meaning 

any creativity taking place between two or more persons in any given instance. They see 
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co-design as a specific approach within a design process. Thus, they define co-design a 

specific part of co-creation. (Sanders and Stappers 2008, 6.) In this thesis the co-design 

term is defined in an equivalent way to Sanders and Stappers.  

3.2 Empathy 

What is empathy? According to Curedale (2013a) empathy is: “The ability to identify and 

understand another’s situation, feelings and motives”. Empathy as a word was invented 

by E.B. Titchener in 1909. But why is empathy a crucial element to master? Empathy is 

seen as one of the core skills of designers, as it builds trust. (Curedale 2013a, 27.) Tim 

Brown, the CEO of IDEO suggests that “empathy is the mental habit that moves us 

beyond thinking people as laboratory rats or standard deviation” (Brown 2009, 49). 

Michlewski (2015) suggests that empathy in the design thinking approach is primarily an 

attitude towards working with people and teams instead of a single trait or a narrowly 

observed level of understanding of a person’s emotions (Michlewski 2015, 67). 

Huotilainen and Saarikivi (2018) state that empathy is usually defined as “the ability to 

experience the feelings of others as their own and to see the world from the other 

person’s perspective”. Neuroscience provides another approach to empathy. Based on 

research empathy can be divided into cognitive empathy, which means understanding 

how others think, and into affective empathy, which means understanding how others 

feel. However, it might be challenging to separate thoughts and emotions. Also, it might 

be fair to say that one needs to understand the emotions of others if one tries to 

understand other’s thoughts. (Huotilainen and Saarikivi 2018, 235, 246.) It might be 

relevant to utilise the model developed by researchers Zaki and Oschsner where 

empathy is divided into three dimensions (Figure 6): understanding state of mind, 

experiencing state of mind, and compassion and empathetic motivation (Zaki and 

Oschsner 2012 in Huotilainen and Saarikivi 2018, 235−236).  

In order to understand a state of mind, for example thoughts and emotions, complex 

brain mechanisms are activated. These enable one to gather information from others 

around. Experiencing the state of mind of others means that one aims to understand the 

feelings of others by simulating them in one’s brains. The mirror neurons which are 

activated in the brains provide one essential mechanism to be affected by the emotions 

of others and experiencing them as own. Compassion is related to altruism. This does 

not provide immediate benefit to the person itself, but it benefits others. Based on 
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studies, human beings have a tendency to help others and it activates the brain areas 

which are responsible for gratification. (Huotilainen and Saarikivi 2018, 236−243.) 

 

Figure 6. Dimensions of empathy (adapted from Zaki and Oschsner 2012 in Huotilainen 

and Saarikivi 2018, 235−236). 

Whether liked it or not, empathy affects human beings. In order to gain valuable user 

insight, empathy plays a great role. A designer as well as anyone else can pay attention 

to how people behave and react, what they say and how they say it. The challenge is to 

interpret this behaviour through different lenses, which depends on the perspective, 

context and people’s experience. Would it be easier to focus on the facts and ignore all 

the intangible elements? The answer depends on the objective. In this thesis the 

objective is to understand and improve the member experience, thus empathy is the one 

piece in the puzzle. In the case of the badminton club in this thesis, there might be few, 

to no face-to-face encounters between for example the chairman and the member. The 

only touchpoints might occur during the communication in the digital channels and 

empathy is needed in the digital interaction. 

3.3 Member experience 

The member experience in this thesis is synonymous to the customer or user experience. 

According to Löytänä and Kortesuo (2011) the customer experience is built from 

encounters, images and emotions the organisation’s actions develop in the heart and 

mind of a customer (Löytänä and Kortesuo 2011, 45). Tuulaniemi (2016) describes that 

the customer experience covers the entire service offering of the organisation. These 
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include for example the touchpoints before the service, the quality perception of the 

customer service, the elements of the service itself, but also how effortlessly the 

customer can use the service. The customer experience can be reviewed on the 

following three levels: function, emotion and purpose (Figure 7). The function level 

responds to the functional needs of the customer. These functional needs can be 

described in how well the service processes proceed, how easy the service is to 

understand, how accessible and usable the service is and, how efficient and versatile 

the service is. Mainly these presumptions on the function level are the necessities the 

service needs to fulfil to survive on the market. (Tuulaniemi 2016, 74.) 

The emotion level responds to the emotional expectations. This includes understanding 

what the customer wants to feel and how pleasant and effortless the service experience 

is for the customer. Furthermore, the customer experience is perceived based on its 

ability to inspire, to address all the senses and what kind of atmosphere it creates. The 

purpose level at the top of the value creation pyramid responds to the personal identity 

and the importance of making the customer a better person. These consists of dreams, 

stories and promises, which touch the customer on a personal level, and the insights for 

the customer’s personal life, but also the reflection on the customer’s lifestyle. The 

cultural codes are also part of the purpose level. (Tuulaniemi 2016, 74.)  

 

Figure 7. The levels of the customer experience in the value creation pyramid (adapted 
from Palmu Inc. in Tuulaniemi 2016, 75). 

 

Why do emotions matter? Huotilainen and Saarikivi (2018) explain that emotions are 

present in our thinking all the time. Emotions are involved on the conscious and the 
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subconscious levels and they sprout as changes in physiology and in behaviour. Hence, 

emotions cannot be switched off or disconnected. Emotions have a significant role in the 

decision-making process, whether wanted or not. According to scientists emotions sit in 

the driver’s seat in both the short-term and the long-term scale. Without identifying the 

importance of emotions, even the smallest conflicts might escalate into complex and 

long-term toxic situations. If the objective is to have better communities, provide more 

viable services and make sustainable decisions, then it is worthwhile to embrace the 

understanding of emotions. (Huotilainen and Saarikivi 2018, 196−198.) 

Similarly to Huotilainen and Saarikivi, also Gobé (2009) suggests development of an 

emotional engagement between the brands created by the business world and the 

consumer’s emotions. The business world’s strategic tools, like audits and brand 

strategies (Figure 8) hold a great innovation potential when there is reflection on the 

latent emotional needs of the consumers. This engagement connecting both the logic in 

the business world and the emotions in the consumer world is the emotional design. 

(Gobé 2009, 110−111.) This emotional engagement is equally important in the non-profit 

organisations. 

 

Figure 8. Emotional engagement connects the worlds of logic and emotions (adapted 
from Gobé  2009, 111). 

In the following there is discussion why there are other underlying motives than emotional 

ones which one needs to understand. Almquist, Senior and Bloch (2016) have developed 

the elements of a value pyramid based on extensive qualitative and quantitative 

consumer research in the United States. Companies in that study represented various 
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business fields. The value pyramid drives its origins from the Maslow’s “hierarchy of 

needs” but Almquist et al. (2016) extends the framework of the well-known psychologist. 

Why to use this consumer value model? If organisations can explore a winning 

combination among the 30 essential attributes (Figure 9) for its products and services, 

they can achieve a higher level of customer loyalty, increase consumer willingness to try 

something new and most importantly, enable sustainable revenue growth. To find this 

combination, companies need to identify how a customer perceives each element in their 

industry and how competitors are assessed. The assumption is to make sure that the 

fundamental elements are well in place before any new ones are added. (Almquist et al. 

2016.) This model has a similar structure to the value creation pyramid by Palmu Inc. 

presented earlier in this chapter.  

These 30 elements of value are divided into four distinct categories. The first category, 

functional, includes attributes such as “saves time”, “reduces risk”, “quality” and 

“simplifies”. The second category, emotional, includes such as “reduces anxiety”, 

“rewards me”, “provides access” and “wellness”. The third category is about life changing 

and includes elements such as “motivation”, “belonging” and “self-actualisation”. And the 

final, fourth category is about “self-transcendence”. (Almquist et al. 2016.)  

Sense of belonging is an essential element in the social needs of a person which places 

high in the hierarchy of needs. There is fascinating brain research being conducted on 

social pain, which is comparable to physical pain. As an example, by removing someone 

from a WhatsApp group cause the person true physical pain regardless of the digital 

context. (Rantanen 2016, 105−106.) 

Are the elements of the value pyramid applicable in this thesis? Although it remains 

unclear in when reading the Almquist et al. (2016) article if any user research in the non-

profit sector or sports field was conducted, the underlying basic needs of the consumer 

are expected to remain the same, despite the field. Thus, the elements of the value 

pyramid were utilised in this thesis when understanding the user behaviour, especially 

emotions. 
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Figure 9. The elements of value pyramid (Almquist et al. 2016). 

How to gain access to those latent needs? Koskinen (2003) discusses the traditional 

research methods which are mainly focusing on observation at the say and do level 

(Figure 10). In the market research these methods are for example surveys and focus 

groups. However, Koskinen (2003) proposes that latent needs hold the innovation 

potential. To understand what customers dream and fear, a whole new set of tools is 

needed. For example, different mapping tools and story-based methods can be used to 

visualise those make level needs. (Koskinen 2003, 59−62.) 



 19 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

 

Figure 10. Say-do-make model for experience design (Sanders and Dandavate 1999 in 

Koskinen 2003, 60).  

According to Brown (2009), latent needs are the needs people experience at the present 

time, but which they might find challenging to express. Good questions to map these 

latent needs are: How does the user understand the situation? How does the first-time 

user navigate the digital service and find his/her way in the physical context? What are 

the probable moments the user might experience as confusing? Finding the answers to 

these questions, the designer might be one step closer to transforming insights into 

opportunities. (Brown 2009, 52−53.)  

Whilst digitalisation and technological possibilities are growing at a fast paced the 

essential elements to develop the user experience have remained the same. The user 

experience consists of the organisation’s culture, internal capabilities, processes, 

branding and measurement. The organisation culture is affected by attitude, 

empowerment, decision making and constant learning. The organisation’s internal 

capabilities can be secured with professional leadership and adequate resources. 

Naturally the willingness to change should be present in people’s minds. The 

organisation’s processes are required to be transparent and efficient with integration 

possibilities. The communication channels are part of this development process. Also, 

the ability to lead a network is required. Brand promise enable trust building, and it has 

the possibility to differentiate the organisation from its competitors. Without setting 

objectives and measuring key performance, the organisation is unable to know its 

efficacy. Net Promoter Score (NPS) is one example to measure the willingness to 

recommend the services of an organisation. (Gerdt and Eskelinen 2018, 14−15.) 
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Moreover, the user experience development scopes in the digital era can split into real 

time service, personalisation, usability and the technological environment (Gerdt and 

Eskelinen 2018, 56−59).  

The member experience in this thesis is not taking place in isolation, thus organisational 

culture especially from the communication perspective, successful change management 

and leadership are discussed in chapter 4. As the consumers set ambitious standards 

on how they are served in the business context they might expect a great user 

experience also in the third sector and more specifically in the sports clubs they are 

members of. There are certain challenges in the world of sports clubs in fulfilling these 

needs. 
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4 COMMUNICATION, LEADERSHIP AND CHANGE  

“A group becomes a tribe when they have a shared interest and a way to communicate” 

(Godin 2011, 1). Communication is a crucial part of any organisation and non-profit 

organisations make no exception. According to Keyton (2011) without communication 

organisations cannot produce and commercialise their products and services. They 

cannot provide answers to their customers nor meet the expectations of the other 

stakeholders. Leading people and managing internal operations would be impossible 

without communication. (Keyton 2011, 11.) This might sound obvious, but the challenge 

in the sports clubs is the majority of the operation is run by volunteers who are not 

receiving salary for their work for the community. Someone still needs to lead and ensure 

that all the necessary tasks are taken care of. According to Koski and Mäenpää (2018) 

less than every third (28%) of the sports clubs (n=825) felt they had the desired expertise 

in their communication and marketing. Operational planning and leadership expertise 

had a better assessment rate; 42% of the sports clubs considered their expertise to be 

at a proficient level. (Koski and Mäenpää 2018, 75.) It seems there is great room for 

improvement in this area. 

4.1 Essential communication 

Keyton (2011) describes communication in an organisation as an intricate and 

continuous process where each member of the organisation is involved. Communication 

can be defined as transactional by its nature, and how a message is perceived by the 

recipient varies based on the context and all the messages received earlier. Thus, 

commonly shared understanding within an organisation might be challenging to reach. 

Communication can be strategic or spontaneous, it can be verbal or nonverbal, it can 

occur in face to face or in writing. Furthermore, communication can be formal or informal, 

it can occur between two individuals or between groups of people and it can be internal 

or external. Communication cannot be isolated from any stakeholder group whether it is 

for example current or potential employees, customers, suppliers or regulators. 

Interestingly, it can be stated that communication that the members of the organisation 

constantly produce is the key to the existence of the entire organisation. (Keyton 2011, 

11−16.) Also, empowering each member of the organisation to take responsibility of the 

communication has a vital role: “every interaction is a small opportunity to make that 
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exchange more valuable to and meaningful for all participants” (Brown 2009, 188). 

Perhaps the shared meaning is so hard to reach within an organisation, that the 

communication is often seen as the element which needs most emphasis. 

Next, the organisational culture is addressed briefly as it is tightly connected to 

communication. The organisational culture pyramid described in this chapter provides a 

structure to the set of questions used to understand the member experience in the 

organisation. Keyton (2011) defines organisational culture as “the set of artifacts, values, 

and assumptions that emerge from the interactions of organisational members”. When 

organisation culture is viewed from a communicational perspective in can be stated that 

culture and people are an inseparable combination. Also, culture is constantly changing 

and facing constantly competing values and assumptions. Furthermore, culture becomes 

meaningful to the people only through emotions, positive and negative ones. 

Organisation culture is shaped by the members interactions depending on how they 

understand the existing culture. (Keyton 2011, 35−40).  

The organisation culture pyramid is built with four elements which are essential to 

communication and processes within an organisation: basic, process, subjective and 

satisfaction elements (Figure 11). Basic elements such as the organisation’s mission 

statement, rules and policies are tangible elements. Process elements in the 

organisational culture focus on delivering information. Communication channels (for 

example e-mails, websites, meetings) enable the members of the organisation to 

understand their role and its relationship to the organisation’s objective. (Keyton 2011, 

176−177.) 

Figure 11. The organisational culture pyramid (adapted from Keyton 2011, 176−179). 
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Subjective elements, supported by the basic and process elements, include more 

intangible matters which are connected to the task and the relationships within the 

organisation. These subjective elements are for example trust, team spirit, personal 

recognition, perceptions of the quality of the communication, and personal value to the 

organisation. Satisfaction elements are at the very top of the organisational culture 

pyramid. Satisfaction elements focus on the satisfaction of the outcome of the internal 

and external communication and how these are connected. (Keyton 2011, 177−179.)  

In this thesis internal satisfaction can be understood as the board member’s satisfaction 

and the external satisfaction as the member’s satisfaction. Through a set of questions, 

the next four subchapters demonstrate how these four elements can be identified and 

analysed. Questions presented in the next four paragraphs are adjusted based on 

Keyton (2011, 176−178) to match the sports club context in this thesis. The 

organisational culture pyramid elements were used to structure the interview questions 

of this thesis. 

Questions which help to identify the basic elements in a sports club context are:  

What are the responsibilities related to the task? What rewards do you receive by doing 

that task? The following questions can be used to assess the basic elements:  How is 

the information about the basic elements communicated? Is that communication 

adequate? Do members know the mission of the sports club? (Keyton 2011, 176−178.) 

Questions which help to identify the process elements in a sports club context are: to 

whom does the members communicate? How? About what? Are there rules for how 

members can communicate in this club? The following questions can be used to assess 

the process elements: Who controls which messages and which communication 

channels are used? Are there any restrictions in the use of channels or who can initiate 

conversations? Are there any formal or informal rules how to communicate? Are there 

different channels used to communicate with board members, members of the club or 

parents of the junior members? (Keyton 2011, 176−178.) 

Questions which help to identify the subjective elements in a sports club context are: 

How would you describe your relationship with other members of your sports club? How 

about with the board members? If you had difficulty completing some task who would 

you contact for help? What do you admire about your sports club? The following 

questions can be used to analyse the subjective elements: At what point did you feel 

that a board member or other members of the club trusted you with your decisions or 
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initiatives? How do the members in thee sports club manage conflicts? If someone in the 

sports club cannot achieve his/her duties, how do the rest of the members react? (Keyton 

2011, 176−178.) 

Questions which help to identify the satisfaction elements in a sports club context are: 

What is the relationship between your interactions with the members of your sports club 

and your interaction with the board members of your sports club? What criteria do you 

use to assess your success in the sports club? What do you consider a reward for a job 

well done? What encourages and frustrates you to volunteer at your sports club? How 

would you describe the sports club to your friends and family? The following questions 

can be used to analyse the satisfaction elements: Is there alignment between the 

sports club member’s adopted values and presented values? How is the member 

satisfaction related to the sports club’s effectiveness? (Keyton 2011, 176−178.) 

4.2 Successful change management 

This chapter discusses the elements of successful change. The change around people 

is constant. Nearly all organisational leadership is about change management. This 

change needs to be led from the current situation towards the vision. The purpose of 

leading people is to inspire them towards the new direction and tackle the challenges 

together along the way. These changes can take various forms, from a simple website 

renewal into strategic changes like starting something completely new. But how to 

manage the change in an efficient way? How to make sure the members of the sports 

club have the best possible experience whilst in the middle of the change? How could 

the design thinking approach make the change process easier to follow through?  

The recent white paper, Järjestödigikartoitus 2018, has explored the status of the Finnish 

non-profit organisations regarding digitalisation, digital knowhow, communication and 

social media utilisation. This is the second time the same research was conducted. This 

white paper is developed and executed by Avoine Ltd., which is the company behind 

Nimenhuuto, the independent non-profit organisation TIEKE Tietoyhteiskunnan 

kehittämiskeskus and the communication company Viestintä-Piritta Ltd. The most 

interesting fact raised in the research results was that human resources were seen by 

57% of the respondents as the biggest obstacle for the digitalisation in sports clubs, 

associations and trade departments (n=225). This was followed by attitudes, knowhow 



 25 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

and financial resources (Table 1). (Salmi et al. 2018, 4, 14.) It remained unclear how 

many sports clubs there were among the 225 respondents.  

Table 1. Barriers and obstacles for digitalisation (adapted from Salmi et al. 2018, 14). 

 

According to Koski and Mäenpää (2018) the trend of operation in sports clubs has taken 

a positive turn during the recent decades in planning and setting objectives for example. 

However, they also discussed whether the volunteers in the sports clubs can keep up 

with the changes with their limited resources. (Koski and Mäenpää 2018, 98.) 

Professor of Leadership at the Harvard Business School, John Kotter (2008) suggests 

that the most essential step to launching transformation is to create a true sense of 

urgency. Otherwise the change is not seen relevant. When the true sense of urgency is 

internalised amongst the key people, they start to pay attention to the critical 

opportunities now, rather than later. The committed guiding teams start to emerge to 

drive the change initiatives. They find powerful visions and strategies to solve the issues. 

These change agents feel the compelling need to constantly communicate visions and 

strategies further to spark off urgency wider in their organisations. Empowerment is a 

strong feeling in removing obstacles to reach the vision, even when the situation is 

challenging. Unambiguous short-term results are essential evidence for shutting down 

judgement and beating one's swords into ploughshares. Furthermore, relentless actions 

are needed until the vision becomes reality. And the change needs to be embedded into 

the organisation’s structure, systems and especially into its culture. (Kotter 2008, 13−15.)  

Like Kotter (2008), Valpola (2004) describes that the essential first step is to define the 

need for the change. Valpola presents five steps which are needed for successful 

change, but also describes the results if some of these steps are ignored or the 

organisation fails to address them (Figure 12). First, as mentioned, it is crucial to define 

the need for change, thus, to provide the answer to the question why. In case this step 
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is ignored the change will be last on everyone’s to do list. Second, the common vision 

needs to be developed to provide the answer to the question where. Failing to put 

emphasis on this step might lead to a quick start which gradually fades away. Third, 

taking care of the ability to change responds to the question how. If this step is ignored 

the result is anxiety and frustration. Fourth, how to implement the change into practice 

provides concrete actions on how to get started. Random efforts and needless 

initiatives are experienced, if this step is not taken seriously. The fifth and last step, is to 

make sure that the practices will stick in the organisation. Otherwise there will be 

deep disappointment and cynicism in the organisation.   

 

Figure 12. Change needs five critical elements to succeed (adapted from Valpola 2004 
in Elo’s presentation 8.3.2019). 

The author of this thesis would combine Kotter’s (2008) approach with Valpola’s (2004) 

steps by adding who, the guiding team, to the figure 12. Communication is essential 

throughout the change process. Kotter’s relentlessness and attaching the change to 

practise would fall into the “secure” step. Driving a change in a sports club operated by 

volunteers seems to be a challenging task. Especially when the whos are needed and 

according to Salmi et al. (2018, 14) that is the biggest barrier in non-profit organisations 

in general when changes related to digitalisation are discussed. 



 27 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

According to Kotter (2008) the strategy that always creates a true sense of urgency 

focuses on the heart not only on the mind. Actions that pursue small advances every day 

and prune unproductive tasks from the organisation. The first tactic is to execute this 

strategy is to “bring the outside in” for example by demonstrating emotionally appealing 

evidence to the organisations. The second tactic is to “behave with the urgency every 

day”, hence express one’s own sense of urgency in every interaction possible as clearly 

as possible. The third tactic is to “find opportunity in crisis” as the existing complacency 

can be difficult to overcome but sometimes a crisis can turn out to be a friend instead of 

an enemy. The fourth tactic is to “deal with the NoNos” who are not the sceptic ones, but 

the far more dangerous ones; they will do whatever it takes to destroy the initiatives 

towards the change. (Kotter 2008, 60−61.) NoNos are most likely present in all 

organisations, also in sports clubs.  

4.3 Leadership in a non-profit sports club 

“Every tribe is different. Every leader is different. The very nature of leadership is that 

you’re not doing what’s have done before. If you were, you’d be following, not leading. − 

− − You can choose to lead, or not. − − − You can choose to contribute to the tribe, or 

not.” (Godin, 2008, 124.) 

Eventually sports clubs will fade away if they cannot keep up with this fast-paced world. 

This chapter aims to enlighten why leadership and change management is relevant in 

non-profit organisations. The well-known leadership guru Peter Drucker defines the 

purpose of the non-profit organisation: to change individuals and the society (Drucker 

2008, 21). Non-profit organisations are required to follow the constant need to change 

and to renew, as are businesses and the public sector. There ought to be a systematic 

approach to change and to grasp opportunities and the leader of the organisation should 

lead the way by example. Opportunities can be found inside as well as outside of the 

organisation, if there is willingness to see the opportunity and not to hold on to the past. 

In addition, Drucker suggests that new initiatives should be conducted separately from 

the on-going operation to guarantee that the new activities gain enough attention. 

Otherwise solving daily crisis situations overcomes the development of the future 

innovations. (Drucker 2008, 28−30.) Interestingly, in Japan instead of innovation they 

discuss constant development strategies. They are endlessly interested in how to do 
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better what they do. One essential part of continuous development entails abandoning 

the inefficient elements. (Drucker 2008, 70−71.) 

Leading a non-profit organisation as a volunteer in practise means that people are given 

the opportunity to act and to pursue the mission of the organisation. It is simultaneously 

an individual and a collective process. Understanding the organisation culture and the 

operational requirements are essential for successful leadership. The planning of the 

operation can also be done collectively. To become aware of one’s approach to 

leadership is a substantial part of that planning process. (Kuuluvainen 2015, 9−10.) The 

author of this thesis has considered her leadership approach and the elements required. 

One theoretical leadership model is presented later in this chapter as it provides the 

framework for this action research. Furthermore, serving leadership elements are 

discussed as they describe how the author of this thesis desires to lead the badminton 

club. 

In the following, some of the practical leadership needs that also affect everyday sports 

life are reviewed. According to Kuuluvainen (2015) everyday leadership in non-profit 

organisations includes for example creating and maintaining the community, induction of 

volunteers, solving conflicts, communicating with the volunteers and enabling the 

cooperation between them. Furthermore, it is part of the everyday leadership to advance 

collective decision making, implement planned actions to the everyday life of the 

organisation, lead the groups and tailor the work descriptions of the volunteers. 

(Kuuluvainen 2015, 11). Rather an extensive list for the leader of the non-profit 

organisation, as one should remember that the majority of these organisations are fully 

operated by volunteers who are not paid for their work. 

Managing operative tasks can be defined as organising and coordinating work as well 

as planning and measuring operations, whereas inspiring and engaging people and 

creating a shared vision is defined as leading people. Both are essential in leading non-

profit organisations. Lack of managing administrative tasks turns the operation into chaos 

and if people are not led the excitement and the commitment towards the mission of the 

organisation fades away. (Kuuluvainen 2015, 30.) 

John Quincy Adams has defined leadership in a very efficient and compelling way: ”If 

your actions inspire others to dream more, learn more, do more and become more, you 

are a leader (Luttrell 2011).” Clark (2008) stated that the creativity is the only way out of 

the present dilemma for leaders and for everyone involved. In short, leaders must create 



 29 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

a “licence to think,” a means to encourage and facilitate policy-oriented creativity 

throughout the entire policy system. This licence must apply to themselves and everyone 

they work with. (Clark 2008, 176.)  

Kurki and Kurki-Suutarinen state that leadership should be built on a predictable, 

consistent and firm basis, so that it can create a safe and compelling working 

environment (Kurki and Kurki-Suutarinen 2014, 17.) The licence to think might sound 

obvious, but it depends greatly on the culture within an organisation, whether this is 

something people are truly empowered to execute.  

There are constantly new theories about leadership; for example, there are learning 

organisations, cluster organisations, the dual brain theory, neurological leadership and 

the third road of management (Kurki and Kurki-Suutarinen 2014, 10). The model of the 

cross-cultural leadership intelligence (XLQ) developed by Australian Thomas Grisham 

(2006) is highly interesting. Nowadays, the world, businesses and organisations are 

increasingly globalised, and one needs to understand which dimensions are critical to 

learn to reach success. Grisham conducted extensive research to build up the simplified 

model for the cross-cultural leadership intelligence model (Figure 13). The model is 

visualised as a steering wheel. Without the centre of the wheel, trust, leadership cannot 

function. (Grisham 2006, 253−255.) 

 

Figure 13. Cross-Cultural Leadership Intelligence (XLQ) Model (Grisham 2006, 254). 
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The supporting elements of the wheel are transformation, communication, power and 

empathy. The wheel itself is culture which connects the elements. If the culture does not 

exist, the wheel is not complete and thus cannot function. Conflict management is 

described as the lubricant for the wheel. Conflict can be used to stimulate creativity, but 

if it is not managed it can cause so much friction that the wheel cannot turn. The 

assumption behind this XLQ model is that the leader holds knowledge of each element 

of the wheel. A lack of knowhow in any of the elements weakens the effectiveness of the 

leader and might lead to unproductive business. (Grisham 2006, 253−255.)  

In sports clubs the leader can be seen as the chairwoman or chairman, or it can be for 

example the coach. Thus, there might be multiple leaders. Regardless of the title, the 

leader needs to understand the culture within the sports club, but as it will be discussed 

later in this thesis, there is also the culture of the sports themselves in addition to the 

local culture. The importance of empathy was discussed earlier in this thesis. The leader 

must have the ability to step into the shoes of the members in the sports club. As 

mentioned earlier this might be challenging when the majority of the time one does not 

even meet the members. For that reason, communication plays a crucial role. There are 

various conflicts that can occur at the sports club. The coach needs to settle possible 

arguments between the junior players and shared rules need to be discussed and agreed 

upon. Also, there might be disagreements amongst the board members and those need 

to be solved.  

How to establish trust in the centre of the leadership model? Motivational speaker and 

organisational consultant Simon Sinek (2014) says that trust is a feeling and it is in the 

heart and in the hands of the leader to set the tone. When one feels safe amongst one’s 

own organisation it automatically creates trust and co-operation. According to Sinek, 

leadership is a choice, not a rank. It is about taking care of the people around – and as 

a natural consequence the people will trust one as a leader and start to follow. There are 

leaders who have authority and people will do what they are told, because the leader 

has the authority, but they will not follow the leader. (Sinek 2014.) 

One of the world’s most successful leaders is the CEO of EH (ExcelHuman) Inc. Kesao 

Fukae from Japan. He has authored a book Nurturing the Samurai Mind (2005). Kurki 

and Kurki-Suutarinen described some of the learnings Fukae gave in his book. Fukae 

gives clear guidance for one’s actions, the conduct of the samurai. This set of guidance 

is called “pure bushido”, serving leadership (Table 2). The best Japanese businessmen 

lead according to this samurai code, which can also be seen as a way of life. They say 
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that real bushido can only be identified from one’s actions. There are seven virtues in 

bushido: rectitude, bravery, goodwill, respect, honesty, honour and loyalty. (Kurki and 

Kurki-Suutarinen 2014, 58−59.)  

Table 2. The conduct of the samurai, "pure bushido" (adapted from Kesao Fukae in 

Kurki and Kurki-Suutarinen 2014, 58−59). 

Always tell the truth. True value of the leader is in his or her ability to 

inspire others. Joy, positive mood and energy 

are the basic qualities of the leader. 

Sense of humour will guide you 

through the hard times. 

Those who think too much about themselves,  

cannot create a great organisation. 

If you have a lousy superior, you 

will learn more. 

Leadership is not something you are born with, 

you must learn, train, polish and sharpen it. 

Happiness will not reach those 

complaining. 

You cannot develop yourself without  

being honest to yourself. 

You should set a new target 

after you have reached the 

current one. 

And last, if you want to become a good person, 

with a good heart and good manners, you need 

to seek yourself among those, who already have 

them. 

 

The serving leadership, pure bushido, ideology seems to fit well into a sports club. The 

leader of the sports club might find it valuable to assess and reflect the leadership 

philosophy as it might impact the way the leader communicates within the sports club, 

and the atmosphere at the club through digital communication and the face-to-face 

encounters. According to Huotilainen and Saarikivi (2018) emotions take place in 

interactions and based on various research they can easily be seized unconsciously 

faster than realised (Huotilainen and Saarikivi 2018, 198−199). Therefore, the tone of 

voice in communication also in the digital world should be carefully considered. 

In non-profit organisations, there is a vast number of influencers of which each has the 

power to say no and no one alone can say yes. According to Drucker (2008) in a non-

profit organisation the leader cannot be average, one must be exceptionally great due to 

a commitment into an eminent position. Leaders who have sharp vision and take their 

roles, not themselves, seriously, are the ones wanted for a leadership position. Leaders 

face a constant challenge in maintaining the balance. This can be between future 

scenarios and the present operations and between the broad entities and those annoying 
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details. But also, between risks and opportunities. In non-profit organisations risk 

management needs to be taken seriously. These organisations need leaders who are 

capable of keeping the operation in balance. (Drucker 2008, 33, 38, 40.)  

According to a survey (n=100) targeted at human resources directors, the biggest 

challenge in the development of the organisation’s culture is leadership (36%) and 

communication (35%) (Rainmaker 2017, 19). If this is the situation in the business world 

amongst the professionals, the non-profit organisations led by volunteers might 

experience an even more challenging situation. 

Non-profit sports clubs might have the potential to evolve towards self-managed, 

purpose-driven next-stage organisations, which are described as Teal organisations in 

the book of Frederic Laloux Reinventing organizations. Laloux (2016) questions if the 

strategies, KPI’s, budget planning are really needed in the future organisations? What if 

the organisations could follow their purpose in a natural way, with its own energy and 

sense of direction? Furthermore, Laloux (2016) discusses the need of change 

management as the natural ecosystem senses the constant changes and adapts 

accordingly. “Doesn’t change happen spontaneously, all the time?” (Laloux 2016, 

114−116, 128−129.) 
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5 THE WORLD OF SPORTS CLUBS 

According to the Finnish Olympic Committee there are 10,000 sports clubs in Finland 

and one million sportspeople in them. Furthermore, it is estimated that some 500,000 

volunteers and 100,000 coaches and instructors operate in sports clubs. Among them 

there are also 5000 full-time employees working at the sports clubs. (Suomen 

Olympiakomitea, w.y.) Saapunki and Hiilamo (2018) have illustrated the everyday sports 

life of those sportspeople who are for example the board members, the coaches or those 

members who participate in arranging events (Figure 14). These tasks are categorised 

into administration and leadership, finance and at the very core of the sports clubs: sports 

and physical activity. All of these are guided and regulated by extensive legislation. 

(Saapunki and Hiilamo 2018.) This vast amount of work done by volunteers needs to be 

led and the constant changes needs to be managed in order to keep the sports club up 

and running. 

 

Figure 14. 80+1 jobs of the sportspeople at sports clubs (adapted from Saapunki and 
Hiilamo 2018). 

This chapter aims to enlighten the organisational structure as well as the operational 

model of the sports club. Sports clubs can be specialised in one sport (for example 

Badminton United which focuses only on badminton) or they can be multisport clubs (for 

example Toholammin Urheilijat which have football, Finnish baseball, floorball, country 

skiing, athletics and badminton as sports divisions). The organisational structure of the 
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sports club is described in Figure 15. A sports division is a subpart of the sports club. In 

the case of a single sports club a sports division is equal to a sports club. There are 

separate groups under sports divisions or sports clubs. Sportspeople are part of these 

groups and there is a hierarchy between them. Figure 15 also illustrates the relationship 

of the sports clubs with the municipality and the regional organisation and the relationship 

of the sport division (or a sports club) with the equivalent sport federation. This hierarchy 

and the relationships are the basis for the Suomisport service. There are also examples 

of a single sports club and a multisport club presented in Appendix 1. Each sport has its 

own sports federation and various regional organisations. This thesis has its focus on 

badminton as a sport. 

 

Figure 15. Terminology and relationships (adapted from Anttila and Kontiainen 2019). 

The Associations Act 28.6.2017/462 regulates and determines in detail how non-profit 

organisations need to operate in Finland. There is for example a clear definition of 

membership, the decision-making process in the association, how the executive 

committee is formed and how the association is terminated. In addition to the 

Associations Act there are the registered association’s own rules which give clear 

guidance on how the sports club is operated.  

5.1 Operational model of the sports club 

The Olympic Committee has developed the operational model for the sports clubs 

(Figure 16) together with Finnish and foreign researchers in co-operation with 
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Laatukeskus and with Finnish sports club developers who have extensive knowledge 

about the sports club operation. The basic idea is that a sports club produces added 

value to its members. Firstly, changes and opportunities such as changes in 

demographics, policies and other sport service providers give the sports clubs the 

possibility to develop their operations accordingly. Secondly, local culture, the culture in 

the sports club and sport culture affect to the operation. This cultural environment entails 

respect, attitudes and approaches the sports club needs to consider. However, these 

usually invisible cultural elements require discussion. Thirdly, hopes and desires of the 

members impact the development of the sports club. And since the club exists for the 

people, their thoughts should be heard for example through member surveys. Annual 

meetings of the clubs are held, and the board members of the club can make decisions 

based on those findings. (Olympiakomitea 2019a.) 

Figure 16. Operational model of a sports club (adapted from Olympiakomitea 2019a).  

At the core of the circle the most essential elements of the sports club are described. 

The most valuable resource is the people. There should be enough knowledgeable 

actors in the right positions and the community, and the sense of belonging should be 

taken care of. When these are well in place the people will stay in the sports club 

activities. The next quality factor includes tangible resources, which are financial 

management, facilities and equipment. These need to match the requirements of the 

sports club and they should be utilised wisely. Finally, the sports club as an organisation 

needs to be led and managed, to enable the people, utilise the material resources, thus 

execute the activities within the sports club. Here the focus is on the basics of the 
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registered association, planning, knowledge of the operating environment as well as 

communication. These are usually the first elements which should be taken under review 

when the club is under development. (Olympiakomitea 2019a.) 

As mentioned earlier, the purpose of a sports club is to provide added value to its 

members. Key performance indicators could be the attendance rates and satisfaction of 

the members. Adding value requires constant communication towards the members. The 

impact of the club's activities on society is created by the added value it brings to its 

members. This means, for example, that the sports club gets to exercise children and 

young people or provides opportunities for volunteering for young people. The impact is 

not always unambiguous and easy to measure, but it is valuable for the sports club to 

identify and communicate how it can make a difference in society. (Olympiakomitea 

2019a.) 

When a sports club operates with partners and networks, they bring added value to the 

equation through co-operation, for example, with other sports clubs and a sports 

academy or with the public sector. The arrows going through these elements visualise 

the continuous development. However, sports clubs need to carefully consider the 

alignments and those development areas they focus on. The history discloses where the 

sports club comes from, and the future where the club is aiming at. Evaluation of the 

trends will eventually inevitably affect how the operation is changed. (Olympiakomitea 

2019a.) The next chapter describes the sports clubs through a stakeholder map and 

aims to explain their relationship and role in a wider context. 

5.2 Stakeholder map 

A stakeholder map provides a visual execution of the distinct groups involved in the 

service. Each stakeholder can also be clustered according to their importance or 

influence, and their relationship (Stickdorn and Schneider 2015, 150−153). Curedale 

(2013b) proposes that a stakeholder map can be used to identify risks. A dimensional 

approach to a stakeholder map can also be done according to level of power, support, 

influence and need. (Curedale 2013b, 235.) In this thesis the stakeholder map (Figure 

17) is done from the badminton club’s and its members’ perspective and those 

stakeholders influencing the operation of the badminton club and the Suomisport service.  
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Core stakeholders are the members of the sports club, its board members, coaches 

and parents of the junior members (under 18 years old). Direct stakeholders describe 

those groups and organisations which are involved in the digital Suomisport service and 

affect the sports club’s operation in some way. These are for example the sports 

federations, the Finnish Olympic Committee, Vincit, Maksuturva and municipalities. 

Municipalities work directly with the third sector sports clubs by enabling them to use 

sports halls and fields and funding the sports clubs’ operation. There are 311 

municipalities in Finland in 2019 (Kuntaliitto 2019). The Ministry of Education and Culture 

also provide funding to non-profit organisations based on applications. 

 

Figure 17. Stakeholder map from the Raisio Badminton Associations’ perspective. 

The Regional Sports Federation in Finland consist of 15 non-governmental regional 

sports organisations (Liikunnan aluejärjestöt 2019). One example of them is LiikU, 

Lounais-Suomen Liikunta ja Urheilu, which is a regional sport organisation founded in 

1993 and operating in Southwest Finland. According to LiikU they co-operate with the 

Ministry of Education and Culture, the Olympic Committee, more than a thousand sports 

clubs, public and private health centres, sports academies and with 45 municipalities in 

the Southwest Finland region. LiikU provides physical education for those who do their 

best at moving people, especially children. LiikU educates people who volunteer and 

work in sports clubs, schoolteachers and childhood educators in municipalities and 

representatives at workplaces so that they thrive in their mission to offer exercise 

services. LiikU’s mission is to inspire people into an active lifestyle and advance exercise 
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culture. Their vision is that exercise becomes the way of life of everyone in their operating 

area. (LiikU 2018.) 

Regional organisations in this stakeholder map represent registered organisations which 

the sports clubs from the locality are usually members of. Such regional organisations in 

the context of this thesis (badminton) are for example LounaSulka in Southwest Finland 

and Pohjanmaan Sulka in Central Ostrobothnia. Members of that region’s badminton 

clubs usually form the board of the regional organisation. Co-operation between the 

badminton clubs and other sports clubs is essential. 

As of today, there are 85 sports federations registered in Suomisport. This thesis focused 

on one sport federation to gain a more profound understanding within one sport. Among 

the 116 badminton clubs there is a wide variety of clubs ranging from a small four-

member club to a club which has over 500 players. The Finnish Badminton Association 

(2019) is the sports federation for badminton and its role is to promote and develop 

badminton as a sport in Finland. Its task is to offer services to its member clubs. These 

activities are operated on three levels defined by the Ministry of Education and Culture: 

recreational badminton, elite sport and member club activities. Finnish Badminton 

Association was established in 1954. According to the Finnish Badminton Association 

there are a total of 7,000 badminton players in badminton clubs in Finland. Furthermore, 

Finnish Badminton Association coaches and supports elite players and teams in the 

international tournaments and arranges annually the Finnish International 

Championships and Finnish Open International tournaments which are a part of the 

Badminton Europe Circuit. (Suomen Sulkapalloliitto 2019a.) 

The Finnish Olympic Committee is a national sport and physical activity organisation with 

a mission to energise Finns to be physically more active and excel in elite sport. To 

succeed in this mission, the Finnish Olympic Committee is working closely with various 

partners like sport federations and regional sport organisations. The vision of the Finnish 

Olympic Committee is: “The most physically active nation in the world and the most 

successful Nordic country.” (Suomen Olympiakomitea 2018.) 

Next, some of the service providers are presented. Vincit is a software development 

company which has been chosen as the technical service provider for the Suomisport 

sports club service (Vincit 2018). Maksuturva is operating under the control and direction 

of the Financial Supervisory Authority of Finland and Maksuturva was selected through 

a public tendering process as the payment service provider for Suomisport (Maksuturva 
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2018). Every sports club needs a bank account to send and receive payments, therefore 

agreement and co-operation with a bank is needed.  

Indirect stakeholders have influence over the service and the sports club’s operation, 

like the Ministry of Education and Culture, which provides funding, based on a separate 

application process, for the sports clubs and to the Finnish Olympic Committee. The 

European Union General Data Protection Regulation (GDPR) affects how the sports 

clubs manage members’ personal information. The Associations Act 28.6.2017/462 by 

the Ministry of Justice gives structure to how the associations are founded and how they 

are operated. The Act on the Promotion of Sports and Physical Activity 390/2015 by the 

Ministry of Education and Culture provides a framework for municipalities on how to 

arrange sports and physical activity services to its residents. Commercial sports halls are 

needed for example when the sports club needs alternative or extra training facilities or 

a place to arrange tournaments in addition to or instead of the facilities provided by the 

municipalities.  

The sports club needs to report to the Finnish Patent Registration Office the changes of 

those board members who have the given the right to sign agreements on behalf of the 

registered club. This official document is needed for example when the sports club opens 

a bank account. Tax Administration requires for example that the income register is in 

use also in the third sector.  

World Health Organization sets the higher-level purpose for the sports club. A physically 

active lifestyle has significant importance from the public health point of view. World 

Health Organization has developed a comprehensive global monitoring framework to 

prevent and restrain noncommunicable diseases. The framework includes 9 targets and 

25 indicators. Physical inactivity is one of the behavioural risk factors in the framework. 

For adolescents insufficient physical activity means less than 60 minutes of moderate 

intensity daily activity and above 18 years old this means 150 minutes of weekly activity. 

(World Health Organization 2013, 61−62.) WHO has set a target to decrease the physical 

inactivity by a 10% by 2025 and Member States, including Finland, have all agreed 

(WHO 2018). 
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6 OLYMPIC COMMITTEE’S SUOMISPORT 

The purpose of the Finnish Olympic Committee is to increase physical activity throughout 

the entire population of Finland and to enable elite athletes to be successful. The 

framework of the Finnish Olympic Committee is presented in Figure 18. At the very core 

of increasing a physically active lifestyle is to enable equal possibilities to be physically 

active and do sports. The Finnish Olympic Committee is increasing the physical exercise 

by gathering relevant stakeholders into common networks, influencing political decision 

makers and communicating the importance of physical activity and sharing best 

practices. The Finnish Olympic Committee has set a target for the activity of sports clubs 

to increase the number of members in all age categories and to increase the level of 

community spirit in Finland. The development of the sports service, Suomisport, supports 

this objective and will also provide more accurate information on physically active Finns. 

(Suomen Olympiakomitea 2018, 2−3, 8−9.) This thesis focuses on sports clubs and 

Suomisport which is a service targeted directly at them.  

 

Figure 18. Sports club activities and Suomisport in the framework of the Finnish Olympic 
Committee (adapted from Suomen Olympiakomitea 2018, 8). 

 

Suomisport is the sports community’s digital service platform which gathers numerous 

services the sportspeople need into one location. These include licences, sports 

insurances, memberships and registration possibilities for the events. At the same time, 

it aims to alleviate the administrative tasks of the federations, sports clubs and 
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sportspeople. Furthermore, it enables the generation of big data from Finnish sports. 

(Olympiakomitea 2018; Maksuturva 2018.)  

The author of this thesis gained understanding from the current situation of the 

Suomisport users and objectives for Suomisport through a conversation with the Finnish 

Olympic Committee’s Manager Rainer Anttila (6.2.2019). According to Anttila there are 

300,000 sportspersons registered at Suomisport (situation in the beginning of February 

2019). Furthermore, there are more than 130 sports, 1,000 sports clubs and 85 sports 

federations already signed up to use Suomisport. The Finnish Olympic Committee’s 

objective is to target one million Finns as Suomisport users (Rainer Anttila 6.2.2019.) 

How this target is reached will be discussed in chapter 10. 

Successful change requires profound leadership. It should be noticed that it is not 

enough to lead the changes, but also people within the change need to be led. (Luomala 

2008.) The sportsperson can benefit from the Suomisport sports club service only if the 

sports clubs have decided to use Suomisport. The user agreement is required between 

the sports club and the equivalent sports federation and the Finnish Olympic Committee. 

The board of the sports club needs to take actions to initiate this change. However, this 

is not enough. The sports clubs can sign up to use Suomisport only as their digital service 

if the sports federation of that sport has committed to co-operate under the Finnish 

Olympic Committee.  

The Finnish Olympic Committee identifies the challenges the sports clubs face today, 

and they provide five elements to success. First, digitalisation makes reaching out to 

sportspeople even easier (Figure 19). Second, young people can provide solutions if 

they are given a chance to do so. Third, if a sports club needs volunteers the best way 

is to ask directly. Fourth, rather than talking it is better to experiment and conduct an 

assessment. Fifth, it is worthwhile to benchmark and ask others how they succeeded. 

(Suomen Olympiakomitea 2017.) 
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Figure 19. Digitalisation enables efficient communication in sports clubs (Suomen 
Olympiakomitea 2017). 

6.1 The Suomisport roadmap 

The Suomisport roadmap describes the range of digital services in Suomisport now and 

in the future (Figure 20). The roadmap visualises existing services developed between 

2017 and 2018 and those services which are under development, concepting and 

planning. These existing services are the sports federation service (Liittopalvelu), the 

children’s excercise service (Lasten Liike), the orientation flag service (Rastilippu), 

Osuuspankki’s insurance service (OP vakuutuspalvelu), the auditing service for sports 

clubs (Tähtiseurapalvelu) and the funding service sports club (Seuratuen hakupalvelu). 

The sports club service (Seurapalvelu) is currently under development together with 15 

piloting sports clubs around Finland and this is the digital service also under exploration 

in this thesis. The Olympic Committee is investing 750,000 euros in the Suomisport 

sports club service between 2018 and 2020 (Vincit 2018). 

There are also other upcoming services described in the Suomisport roadmap which are 

in a concepting phase: a service for municipalities and a service for elite athletes. Also, 

a sports web shop is planned to be developed later. Suomisport is a constantly 

expanding digital service. 
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Figure 20. Suomisport roadmap 2017−2020 (adapted from the Finnish Olympic 
Committee 2019, 5). 

 

Why is Suomisport such a unique service? It is developed around the MyData approach, 

which is briefly described next. According to the publication of the Ministry of 

Transportation and Communications MyData is a worldwide discussed human-centred 

approach on how a user’s personal data is managed. People are given right as well as 

the access to the data collected about them. This data can be for example shopping 

data, medical information, financial details and data gathered from online services 

(Figure 21).  

 

Figure 21. MyData (adapted from Poikola et al. 2018, 18). 
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The MyData principle is rapidly transforming technological applications and creating new 

businesses. The objective of the MyData approach is to shift the management of the 

data from the organisations to the people themselves. (Poikola et al. 2018, 18.) Since 

Suomisport is built around the MyData principle, there is one core service and other 

services utilise the user data which already exists. According to Anttila, each user of 

Suomisport is identified by their personal and official identification number which is 

unique. The sensitive data is only visible to the user. Also, users are given the possibility 

to manage the data gathered from them real-time. Furthermore, one essential element 

in the MyData approach is that a user needs to be notified when details related to his or 

her data are altered in any way. Currently there are no other sports services with a similar 

approach in Finland. (Anttila and Kontiainen 2019.)  

6.2 The Suomisport sports club service 

The objective of the Suomisport sports club service is to make everyday sports life easier 

for all the sportspeople in the sports clubs; leaders, coaches, financial gatekeepers as 

well as the members and parents of the junior members. The Suomisport sports club 

service is planned to be developed iteratively and incrementally, based on the needs. 

(Anttila and Kontiainen 2019.) By 2020, it is planned to offer a convincing digital toolbox 

for everyday sports life, like member recruitment, member register, user right 

management, communication and payments (Figure 22).  

Figure 22. Suomisport sports club service is a tool to support everyday sports life 

(adapted from Anttila and Kontiainen 2019). 
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These digital services are designed with a mobile first approach, although services are 

also accessible via desktop. The Suomisport sport service pilot group has already tested 

the member management and managing roles within the group as well as event 

management for members. The upcoming functionalities include paid events, season 

fees for groups, season fees for divisions and membership fees for the sports club. It has 

commercial rivals, for example, MyClub, Hoika and Jopox, which have been on the 

market for more than 10 years and benchmarking of these widely used services is 

presented in section 7.4. 

The following example provides perspective on the importance of gaining big data to 

support the decision making. If the entire funding support from the Ministry of Education 

and Culture was applied for through the Suomisport funding service, Anttila estimated 

that 90% of sports club activity in Finland could be tracked. Currently sports club research 

is conducted every 10 years, to find out how many sports clubs there are, how many 

sportspeople are involved and how much they are using the services. In the future, this 

kind of research becomes obsolete when there is real-time, reliable data available for the 

decision making. In 2018, 700 sports clubs applied funding through the Suomisport 

funding service from the Ministry of Education and Culture for the first time. It might be 

argued that the efficacy of this process has been validated in Suomisport. (Anttila and 

Kontiainen 2019.)  

The MyData approach and the gathering of hard data from the users for decision making 

purposes turns Suomisport an unique digital sports club service. However, this is a long-

term process and it is built on the assumption that thousands of sports clubs in Finland 

would start using Suomisport. 
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7 BADMINTON CLUB EN ROUTE TO CHANGE 

The badminton club used as an example in this thesis is the Raisio Badminton 

Association. According to the club’s website the club was founded in 1988 and has as of 

today approximately 100 members with juniors, adults and seniors (Picture 1). Among 

the members, there are those who play badminton to stay in shape and for fun and those 

who enjoy attending to tournaments and take the sport into the next level. The aim of the 

badminton club is to offer affordable possibilities to its member to play badminton. 

(Raision Sulkapalloilijat 2019.)  

 

Picture 1. Badminton is a unique sport where players from different ages can play 
together (photo: Petri Nummi).  

This chapter aims to provide understanding of the badminton club’s operation and what 

kind of changes there has been. As the digital services are an essential part of everyday 

sports life, benchmarking is done for some of the relevant services. Furthermore, the 

Suomisport sports club service pilot is presented. The last part of the chapter enlightens 

the board member experiences in different badminton clubs and a brief report on the 

communicational needs of the sports federation level is presented. 
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7.1 Snapshot of the badminton club 

The Business Model Canvas is a powerful tool to provide a snapshot of the organisation’s 

key partners, resources, activities, value propositions, customer relationships and 

segments, channels, the cost structure and revenue streams. (Stickdorn and Schneider 

2015, 212−213.) It captures how an organisation creates and delivers added value to its 

customers. It is mainly used to establish a common language within an organisation, to 

facilitate discussions around the strategy and to generate better ideas for brainstorming. 

(Strategyzer 2018, 14−15.) 

Strategyzer (2018) provides a ready-made visualizing business model template which 

consists of nine building blocks. Next, these strategically important blocks are described 

in short. Customer segments represent the customer groups which the organisation 

targets to provide added value. Value propositions describe those products and/or 

services that provide added value for a specific customer segment. Channels outline 

how those value propositions are communicated to customers. Customer relationships 

describes what type of relationship is aimed to be established within every customer 

segment. Key resources are the essential assets required to provide the above-

mentioned elements. Key activities are those activities an organisation needs to excel. 

Key partnerships characterise the network of suppliers and partners who are needed as 

resources. Finally, two bottom blocks discuss the financials. Revenue streams describe 

the impact of the value proposition to generate willingness to pay among customers. 

Cost structure captures costs which are required to run the business model. (Strategyzer 

2018, 47.) 

A major part of the information needed was gathered from the company websites, but to 

get the facts right the information needed should be gathered directly from the 

stakeholder, for example through an interview. Ideally the business model canvas is 

created together with the stakeholders. Based on the experience of the author of this 

thesis, e-mail interview of the five current board members and two former chairmen of 

the Raisio Badminton Association and desktop research the preliminary business model 

canvas was created from the badminton club’s perspective (Figure 23). The business 

model canvas was then edited based on the revision conducted by RaSu board 

members.  
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Figure 23. The business model canvas for the Raisio Badminton Association (template 
from Strategyzer 2018, 46). 

7.2 Satisfaction in the badminton club 

A survey is a valuable tool to gain knowledge. Answers to the survey can be collected 

through a questionnaire or a personal interview. (Curedale 2013b, 252.) Bryman and Bell 

(2011) propose three general rules how to design valid questions for a survey. The first 

rule is at all the time to keep in mind the research questions and design the questions to 

answer to them. The second rule is to carefully consider what is the piece of information 

needed. The third rule is to assess the questions through the respondent’s lenses. 

(Bryman and Bell 2011, 255.) 

The objective of the satisfaction survey was to find out what currently worked in the 

badminton club, the Raisio Badminton Association, and what needed to be developed. 

It was the first time in 30 years when this kind of survey was conducted, therefore the 

board members wanted to keep the survey short and simple. 

The satisfaction survey was targeted at all the members in the badminton club member 

register; it was sent to 96 persons, also to those members who had not paid their 
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membership fee for the year 2018. There were in total of 28 respondents of which the 

majority was tournament players (16 respondents), 9 recreational players, 4 junior 

players (under 18 years old), 4 parents of the junior players and 2 respondents identified 

themselves as not being members of the badminton club. The survey was conducted 

with SurveyMonkey tool between 23rd September and 7th October 2018. An anonymous 

link was sent via e-mail with one reminder. The survey was also promoted in the sports 

club’s Nimenhuuto and in the closed Facebook group (Rasulaiset). Junior players were 

targeted also via their own WhatsApp group (Rasun junnut). The satisfaction survey 

questions are presented in Appendix 2.  

The survey results were analysed using an affinity diagram. The words from each open 

answer were first listed and then categorised. After that associated topics were combined 

and placed in a visualising word cloud (Appendix 3). Multiple possibilities to play gained 

praises along with the information flow within the club. The positive team spirit among 

the club members was reoccurring in the answers. On the other hand, players hoped to 

have even more prime time possibilities to play. Recreational adult players also hoped 

to have some training to improve their technique. It appeared that during earlier years 

there had been some training also for the adults, but not in recent years. 

The Net Promoter Score (NPS) is an essential evaluation method of the customer 

experience. NPS gives an indication of how likely it is for the customer to recommend 

the service. Answers are provided on a scale from 0 to 10, where 0 stands for “I would 

not recommend” and 10 for “I would definitely recommend”. (Tuulaniemi 2013, 243.) 

Respondents are categorised according to the scores (Figure 24) as follows. Promoters 

(score 9-10) bring growth to the organisation through their continuous customer 

relationship with the service provider. Promoters are those loyal customers who give 

recommendations to others. Neutrals (score 7-8) are satisfied customers who can be 

easily attracted to elsewhere by the competitor. Detractors (score 0-6) are disgruntled 

customers who can hinder the organisation’s growth with negative word-of-mouth. 

Detractors can ruin the brand image. (Net Promoter Network 2017.) Due to limited 

resources within sports clubs, Net Promoter Score (NPS) can be used as one of the 

assessments to gather feedback on the change management process. One simple 

question can be asked in one part of the survey or only as a stand-alone question, 

preferably an open-ended question about what reasons there were behind that answer. 

In the satisfaction survey of RaSu, after the recommendation question there were 

questions asked what is working and what could still be improved. 
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Figure 24. Example of the Net Promoter Score question. 

The NPS score is calculated with the following formula: NPS = Promoters % (of all 

respondents) - Detractors % (of all respondents). The greater the value, the better the 

success is in the customer experience. When NPS is positive it is considered good, and 

an NPS score above 50 is considered excellent. (Tuulaniemi 2013, 244.) The NPS for 

the RaSu resulted 57 (Figure 25). This might indicate that the basics are in place in this 

badminton club according to its active members. 

 

Figure 25. NPS of the Raisio Badminton Association in autumn 2018. 

The satisfaction survey results guided the planning of the upcoming year 2019. As there 

were no major concerns among the members, it was clear that the internal processes 

needed to be developed to be more effective and also to help to recruite new members 

to the board. There remains a great enthusiam to continue to improve the club.  

7.3 Digital services at the badminton club 

The author of this thesis has an optimistic vision of an efficient administration. After the 

documentation of the existing ways of working and listing all the digital services in use, 

it was time to review what things caused problems or extra work. The challenge was with 
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the resources, but also the lack of recommendations and best practices, which are for 

example the most suitable and efficient alternatives for the digital solutions. The majority 

of the operation was already digitalised by 2016; only bookkeeping receipts and statutory 

meeting documentation were archived in paper format. In addition, the participants in the 

coaching sessions were manually tracked due to the lack of an online solution. The 

changes described next are part of the action research, and they cleared the way to the 

future changes. These changes are related to member register, bank and invoicing and 

the website platform. These processes were already digitalised, but they were updated 

into more convenient ones. Moreover, social media channels were added to increase 

communication possibilities. 

The member register was out of date and it was a manually updated Excel-file in a 

cloud service. It took nearly two years to clean the register; one member at a time. The 

process was time consuming as some of the e-mails were no longer valid ones; and 

recipients did not reply to the inquiries. Some reacted only after a membership fee 

invoice was sent to them. There was clearly a need for a new way to approach the 

situation. The member register was set-up on a digital service where a member could 

update their information themselves upon request. Also, all the new members were 

directly input into the register once the member application was approved by the 

chairwoman. Currently the club member register is in Sporttisaitti. The next stage was 

to compare the member list in Nimenhuuto and remove all the outdated and irrelevant 

profiles. During this process, it appeared that there were also uninvited people in the 

club. Due to this finding, the club’s team site was protected with a password. Also, the 

member discussions were closed from the outsiders.  

Financial management has had little tracking, and this came to attention when the 

membership fee payment status started to be tracked more closely. The treasurer 

checked the bank account, input the details into an Excel file, the chairwoman checked 

the updates and marked the status in the member register. There were way too many 

steps and unnecessary work, but it was evident that better tracking was needed. 

The board of RaSu decided to change from Nordea bank to a modern digital bank 

Holvi. The decision was made in November 2018 and the Holvi bank was in use in the 

same month. The transfer period with two bank accounts especially over the fiscal year 

required nerves and patience from the treasurer and the chairwoman. Why was this 

change made? Nordea bank charged incremental costs for each additional user, thus 

only one user account was set-up as the club decided to save costs. However, this 



 52 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

process was too rigid and had higher risks when access was only granted to one person. 

Holvi enables multiple account users with different access levels and it is effortless to 

create and send invoices compared to the previous way. This way the invoicing tasks 

can also be shared more easily among the trusted members of the club. One also 

receives notifications about outgoing and incoming payments; this reduces the need to 

check if the invoices are paid. In addition, Holvi provides the possibility to categorise 

payments according to the account map and this eases the bookkeeping work. The 

experience has been positive, and it was decided to terminate the bank account in 

Nordea. 

In November 2018 it became clear that there was no website platform coming along 

with the Suomisport sports club service, so the author of this thesis decided to proceed 

with the website platform change into Sporttisaitti according to the previous plan. There 

is a need to increase marketing of the club, but the old website did not give a professional 

image of the club. There was a need for this change because the old site was not mobile 

responsive, the content management system was inflexible, and the visual look was 

outdated. The majority of the content was valid; however, the descriptions of the training 

groups were developed into more detailed ones for the new website. Through this 

change the member register and the website were both manageable via the same 

platform, leaving one digital service and login credentials out of the everyday sports life 

equation.  

Changes in these internal processes and digital services affected all the members, but 

also the other badminton clubs. The bank account change required extra communication 

and invoices were paid to the old account although the invoice stated the new account 

number. This behaviour was anticipated and that was the reason why the Nordea 

account was not terminated right away. Later in this thesis the concept of the upcoming 

Suomisport sports club service indicates the impact to the badminton club’s existing 

digital services. 

7.4 Digital service alternatives for the sports club 

Benchmarking is used to identify best practices. This method was invented by Robert 

Camp Xerox in 1989 to find the competitive advantage. Businesses and non-profit 

organisations can utilise benchmarking to compare their services and products, but also 

the customer experience, with others. The idea is to find the elements of excellence or 
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even to compare the organisation’s operation with the leading organisations. (Curedale 

2013b, 49.) In this thesis benchmarking was used to gather information from similar 

sports services utilised by sports clubs to find best practises and to gain better 

understanding. The benchmarking describes the nature of the service, how long the 

service has been on the market and if there are some statistics of the customers and 

different sports. The aim is also to find out which badminton clubs use these services. 

Also, if there is information about the pricing, a more detailed description of the 

functionalities, co-operation and integrations possibilities with other services. The 

selected services are Nimenhuuto, Sporttisaitti, MyClub, Hoika and Jopox. Nimenhuuto 

and Sporttisaitti are well-known services, which are also in use in the badminton club 

under scrutiny in this thesis. Moreover, they are free of charge services to get started 

with. MyClub and Hoika were selected based on the payment survey data gathered by 

the Olympic Committee and Vincit from the 51 biggest sports clubs in Finland. Jopox 

was selected based on the discussion at the sports club developer meeting (Anttila and 

Kontinen 12.2.2019). The benchmarking for the Suomisport sports club service was 

conducted through the above-mentioned service providers’ websites (Picture 2) and the 

search engine Google. Some additional information was acquired through e-mail 

inquiries from the service providers.  

 

Picture 2. Snapshot of the websites of each digital service benchmarked: Nimenhuuto, 
MyClub, Hoika, Sporttisaitti, Jopox and Suomisport. 

Benchmarking of Nimenhuuto 

Sales pitch on the front website is as follows: “Who’s up for a game?”. Nimenhuuto has 

several language versions, and the English name for the service is PlayerLineUp. 

However, since Nimenhuuto is known among the Finnish sportspeople, the Finnish 
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version of the name is used in this thesis. Nimenhuuto is mostly a social platform for 

event management and member communication. Nimenhuuto has been on the market 

since 2007. Statistics information was not available on the website. A transparent 

search was accessible by sport, location and a free word search. However, it was hard 

to get solid understanding as there were multiple teams and groups in addition to the 

officially registered sports clubs. Based on search by sport and location it was clear that 

there are a number of badminton clubs using Nimenhuuto. Pricing of the Nimenhuuto 

service was clearly stated: Free, Pro (8 eur/month, 96 eur/year), Business (32 eur/month, 

384 eur/year). This information was provided in a table format where comparison of the 

functionalities was easy to follow. These functionalities include for example team 

calendar, instant messaging (free via mail, with additional cost via SMS), participant list 

for each event, automated newsletter (news, messages, event reminders, files, pictures) 

and team roster (name, photo, e-mail, phone). There are no integrations. The platform 

is funded with advertising, so there are ads in the desktop and mobile app. The free 

version of the Nimenhuuto takes a sports club a long way. (Nimenhuuto 2019.) 

Benchmarking of Sporttisaitti  

The sales pitch at the front website offers a practical approach: “Webpages and member 

register to a sports club”. Sporttisaitti offers basic needs to a sports club with the 

possibility of a free start and is categorised as a light enterprise resource planning (ERP) 

system. Functionalities of the Sporttisaitti include the possibility to utilise its services for 

building a website (free: 5 pages, unlimited pages available upon additional cost, social 

media plugins), member register (sign-up form, member groups), communication to 

members (mailing system), expense reimbursement via mobile application and payroll 

service. Event management is part of the additional service as well as closed member 

pages. Sporttisaitti is under development and there are old and new platform existing 

simultaneously. For this reason, the latest version does not have all the features the older 

version has. It is unclear how long Sporttisaitti has been on the market. According to 

Sporttisaitti they have 2,000 sports clubs as customers. Sporttisaitti has website 

references from gymnastics, football, triathlon and multisport clubs. A Google search (in 

Finnish) with the combination “made with sporttisaitti” + “badminton” revealed that there 

are several badminton clubs using Sporttisaitti. A payroll service is made in co-

operation with the Palkkaus.fi service which is provided by Suomen Palkanlaskenta Oy. 

This service requires a separate agreement with Suomen Palkanlaskenta and has 

separate pricing. Sporttisaitti services are sold with 4 different fixed monthly fee pricing 
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levels; Free, Start, Plus and Premium. These levels include diverse types of services, of 

which pricing is based on the number of transactions. The sports club or the team can 

start with a free version and expand based on their needs. (Sporttisaitti 2019.) 

Benchmarking of MyClub 

The sales pitch at the front webpage reads: “Relief for sports clubs’ everyday life. MyClub 

is the most popular and fastest growing sports club service in Finland.” (MyClub 2019.)  

MyClub can be categorised as an ERP system due to its extensive offering with multiple 

integration possibilities. MyClub has been on the market 10 years. Statistics reveal that 

there are 477 sports clubs and 238,489 registered sportspeople using MyClub. 

References are clearly stated on the site. Search by sport resulted in the logos of the 

sports club with a brief description of the club. A total of 67 different sports clubs (of which 

one is a choir). Among these there are 9 badminton clubs, of which 2 were multisport 

clubs and the rest 7 single sports clubs (Figure 26). 

 

Figure 26. Badminton clubs using MyClub (MyClub 2019). 

Functionalities of the MyClub include member communication (mailing, SMS), invoicing 

(e-invoices, online payments, tracking, reporting, debt collection), a sign-up service, 

presence tracking, a member register and a web shop for fundraising. The list of co-

operation and integrations is extensive. There is co-operation with banks: Nordea, 

Aktia, Osuuspankki, Säästöpankki, Handelsbanken and DanskeBank. E-invoicing is 

done together with Maventa and online-payments with Paytrail. Accounting co-operation 

is done for example as an Excel export from Netvisor and Procountor. The web shop 

and MyShop sales point is executed with MobilePay. Receivables management is made 

with Visma PPG and invoice collection together with Suomen Perintätoimisto. Website 

platforms (WordPress, LiquidBox) are provided via separate service providers. 
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Pricing includes a starting fee plus a monthly or an action-based fee depending on the 

service. And since there are multiple services it requires some investigation to calculate 

the cost estimation of using the service, but also understanding how many transactions 

there are. MyClub offers additional services such as MyClub lobby (self-registration 

service), cards for members, transfer service of the old member register into MyClub. 

Furthermore, there is training and support available for an additional cost. (MyClub 

2019.) MyClub have on-going development with a mobile app based on the search at 

the Google Play. They are a developing presence tracking service for the coach. 

Benchmarking of Hoika 

The sales pitch at Hoika’s website: “Secret to your success? Focus on your passion.” 

Hoika is originally designed for federations and it has been previously known as 

Jäsentieto. Hoika is an extensive ERP system like MyClub. Hoika’s mission is to make 

federations and clubs more efficient and the digital services they have easier to use. 

After being on the market since 2006, Hoika has experienced robust growth during 2018: 

they have had 400 new customers and more than 100,000 new registered users within 

one year. As of today, Hoika has almost 4,000 customers (federations, various of clubs 

and companies). There are more than 1,000,000 user profiles in Hoika. Through co-

operation between the sports federations also licences can be purchased from Hoika. 

More than 70,000 licences were sold for 20 sports in five different sport federations. 

According to Hoika, when sports clubs and sports federations use Hoika, no other 

services are needed. (Hoika w.y.)  

Despite the impressive statistics limited references were presented at the website which 

are gymnastics and hunting clubs. There is only one badminton club using Hoika (Hoika 

2.4.2019). Functionalities at the top level are member management, signing-up service, 

communication, invoicing, licences, training, and reporting. There is co-operation and 

integration with Paytrail for payment with card and bank. Invoice collection is possible, 

but the service provider is not mentioned. Insurance company OP Insurance is offering 

insurances via Hoika. (Hoika w.y.)  

Pricing details are non-existent on Hoika’s website and one needs to contact customer 

service or sales for further information. Hoika does not offer website services or 

integration. Hoika has presented their services and functionalities in detail. Hoika also 

presents their services separately to sports federations, sports clubs and members, so 

Hoika has a customer segmentation approach in their marketing. 
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Benchmarking of Jopox 

The sales pitch at the Jopox’s website states: ”Finland’s most versatile sports service”. 

Jopox can be categorised as an extensive ERP system like MyClub and Hoika. There 

are 200 sports clubs, thousands of teams and tens of thousands of users registered in 

Jopox. Jopox has a free mobile app which in Google Play has more than 10,000 

downloads. However, this free app requires the Jopox Pro service. Jopox has been on 

the market for 15 years. Sports club logos are listed as references on their website and 

based on visuals there are football, ice-hockey and floorball clubs as customers. (Jopox 

2019.) There are 3 badminton clubs utilising Jopox and they are all part of multisport 

clubs (Jopox 9.4.2019). Functionalities include information management (member 

register, Jopox Pukukoppi), financial management (bookkeeping, invoicing, accounts 

receivables), communication (webpages, a member register, Jopox Pukukoppi), space 

allocation (per team, calendar synchronisation), a fundraising tool as well as reports and 

statistics (per club, team, member and activity). Jopox has integrations to an additional 

financial service Visma Netvisor. (Jopox 2019.) Pricing details were not available, so 

contacting to the Jopox sales department was required.  

Benchmarking summary 

A benchmarking summary is presented based on top level functions (Table 3). A 

comparison of the Suomisport is listed in the same table. One needs to notice that 

Suomisport is on relatively new digital service as it has been available since 2017. The 

other aspect to consider is that Suomisport emerged from the Sports Federation service 

as described earlier in Figure 20 and that the sports club service is currently under 

piloting. Thus, full comparison cannot be made at this stage. The advantage of the 

Suomisport sports club service is that there is already the majority of the sports 

federations and sports providing licences via Suomisport (Sports Federation service). 

Furthermore, the number of registered sportspeople at Suomisport is constantly growing, 

there are already 380,000 user profiles in the service (Hanna Hiilamo 12.6.2019). Since 

the user registration requires a personal identity number upon registration there are no 

duplicate profiles in the service. 
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Table 3. Benchmarking summary. 

 

It might be challenging to calculate the total monthly or yearly cost for the sports club if 

the operation of the club is not properly known; for example, how many members there 

are in the club and how many invoices and SMS messages are sent every month. The 

biggest differences between these services are discussed next. One of the necessities 

of the sports club is a website, and this is offered by Sporttisaitti, MyClub and Jopox. The 

pricing of the service is transparent only with Nimenhuuto, Sporttisaitti and MyClub. 
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Hoika and Jopox keep their pricing behind their customer service. Jopox and MyClub 

both offer a fundraising tool in the form of a web shop. Suomisport has a web shop 

planned, but only in the distant future. The Suomisport sports club service functionalities 

are described in the next section, 7.5., where the pilot is described. However, the main 

functionalities and statistics are listed in the benchmarking summary (Table 3). 

7.5 The Suomisport sports club service pilot  

The Finnish Olympic Committee’s Suomisport sports club service pilot aims to find 

solutions for the challenges described earlier. It aims to develop a digital tool which 

makes everyday sports life management easier. The pilot has gathered several sports 

clubs together which have voluntarily signed up for the development project. There is 

wide variation in the sports represented: gymnastics, orientation, ice-hockey, football, 

judo, fencing, floorball, tennis, shooting sports, taekwondo, volleyball, badminton, 

cricket, cheerleading and multisport. (Finnish Olympic Committee 2019, 13.)  

The Suomisport pilot included exploring the sports clubs’ needs, kick-off, two to four 

development sprints and an evaluation workshop within a six-month period to validate 

whether the development work has gone in the right direction. Piloting is led by the 

Finnish Olympic Committee together with the software development company Vincit. The 

author of this thesis took intensively part in the piloting phase and the pilot also enabled 

the co-designing of the service. Secondary data analysis from the pilot pre-task survey 

is presented and analysed next. This data is utilised in this thesis to understand the 

needs of the sports clubs and their pain points.  

The aim of the pilot is to understand the needs of the Finnish sports clubs and to make 

sure that relevant features are developed for the Suomisport sports clubs service and for 

its mobile application. The Suomisport sports club service pilot project kick-off meeting 

was conducted on 27th November 2018. Prior to that meeting all the pilot clubs were 

requested to complete a pre-task concerning their current challenges and future 

aspirations. The questions of the pre-task are presented in Appendix 4. These questions 

were sent to the volunteer pilot sports clubs and 14 of them provided responses. The 

responses of the author of this thesis were among them. 

Based on the answers, difficult and time-consuming tasks are especially those related to 

managing membership registration and payments related to for example the membership 
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and trainings. Surprisingly multiple sports clubs are struggling with membership fee 

payments. The fees might be relatively small, and yet members are ignorant of paying 

them and there might be several reasons behind this behaviour. Empathy should be bear 

in mind whilst discussing the frustrating things, to avoid unnecessary conflicts. The 

membership fees are the main income for the club. It might be easier to turn a blind eye 

than place an extra volunteer effort to straighten things up. Membership registers are in 

digital format in sports clubs; in Excel files, custom made databases, Sporttisaitti, Jopox 

or MyClub for example.  

During the pilot of the Suomisport sports club service there were divergent functions 

tested in desktop and mobile service from distinct roles as: sports division representative, 

group admin, sportsperson and the parent of the sportsperson. Participation in the pilot 

test required signing-up into a test service with one’s personal identity number and 

downloading a beta application “Suomisport Beta” from the Google Play. Usability testing 

was made for the multiple functions which are briefly described next.  

The first test period started in December 2018 with a task on how to add, modify and 

delete a group. The second stage in January 2019 continued with a test on how a sports 

division representative could invite sportspeople to the group and how the sportspeople 

were accepting the invitation and joining the group and how the group information was 

presented in the service. The third stage continued in February 2019 and the pilot group 

was asked to test how sportspeople and group information were presented in the service 

and how non-occurring events were managed. The fourth test period began in March 

2019 with the signing-up to the group in the mobile application and in the desktop service, 

also the participant list views were under assessment. The fifth stage kicked-off in April 

2019. The pilot group members were requested to add their dependent into a group via 

an invitation link. Communication (one way) was tested in the mobile application: how to 

send message to the sportsperson, and from the sportsperson view, how to receive it. 

Furthermore, there was a re-occurring event management to be tested. Also, some 

improvements were made for the participation list of the sportspeople. The pilot is 

continuous process and this thesis evaluated the functions only until April 2019.  

The pilot offered a terrific opportunity to co-design and test the functions together with 

the 15 sports club representatives and the members from the Finnish Olympic 

Committee and Vincit. There was a total of 49 persons at the Basecamp platform set-up 

and coordinated by Vincit. However, at this point the majority of the comments, questions 

and development ideas from the sports club perspective were made by the author of this 
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thesis. Additional feedback will be gathered continuously as the development work 

continues until 2020. The author used cultural probes to visualise the author’s 

experiences in each test phase. A set of examples is presented in Appendix 5. This was 

conducted specially to highlight problems and to state the needs. 

According to Stickdorn and Schneider (2015) cultural probes is a method to gain insights 

from the user behaviour, even when the researcher is not present. Researcher should 

shortly brief the user and aid and support the user during the study period. (Stickdorn 

and Schneider 2015, 168−169.) In addition to the instructions, the user should be 

equipped with suitable tools to gather the required data. These tools can be for example 

notebooks, post cards or camera. (Curedale 2013b, 117). In this thesis the access to the 

Basecamp platform and the user’s own mobile phone and laptop were the tools to record 

probes of the sports club volunteer’s experiences from the Suomisport sports club 

service pilot.  

7.6 A need for a dialogue among the members 

An online ethnography is a self-ethnographic approach which enables the researcher to 

explore the interaction of the users in the digital environment. The researcher should 

prepare the research question and find the suitable online community. Documentation 

can be performed through screenshots, field notes or journey maps. Mixed use of various 

methods can be utilised. The output of the online ethnography can be quotes and 

transcripts or screencasts or audio files. (Stickdorn et al. 2018, 120.) 

In April 2019, the author addressed the need to enable members to engage in discussion 

in the Suomisport sports service when signing-up to an event. The author of this thesis 

shared the example on the Basecamp platform of the two-way communication within the 

badminton club. An anonymised screenshot from RaSu‘s Nimenhuuto (site with 

restricted access to members only) presents the typical discussion prior to training 

(Figure 27). Similar behaviour was revealed in the online ethnography in closed 

Facebook groups and various WhatsApp groups. Players are looking for the missing 

player for training or for a tournament. The screenshot presents an online ethnography 

as a method. In this case there were four players agreeing on the details of the upcoming 

training. One of them was a new player just joining to the club. Especially for the new 

members it will take time to get to know the other members of the club, and without a 

transparency it is challenging to infiltrate to the community. 
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Figure 27. An online ethnography indicated the need for two-way communication 
(RaSu’s Nimenhuuto 15.4.2019). 

7.7 Badminton club chairmen meeting  

Surveys can take various forms. Online games, like Kahoot!, can be harnessed as an 

educational data collection tool. Kahoot! is one survey tool used in this thesis. It enabled 

the author of this thesis to gather preliminary information and find out the attitude and 

awareness related to the Suomisport at the badminton club chairmen meeting (Picture 

3). The meeting was conducted on 2nd February 2019 in Vantaa in connection with the 

Finnish Senior Championship tournament (Suomen Sulkapalloliitto 2019b). A total of 30 

persons, from 18 badminton clubs and from 15 different cities around Finland attended 

the meeting. On-site there were 17 respondents who joined the Kahoot! game 

anonymously. Questions and answer options are presented in Appendix 6. The author 

of this thesis designed the questions and answer options to reflect everyday sports life, 

bearing in mind empathy. Thus, they were not official and serious-minded. Furthmore, 

some regional dialects were used. 
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Picture 3. Interactive Suomisport presentation at the badminton chairmen meeting. 

The first three questions considered what Suomisport is, who can use this digital service 

and what it can be used for. From the 17 respondents 16 knew that Suomisport is more 

than just a place to purchase a licence. The board members were well aware (15 out of 

17) of the fact that Suomisport is a tool for all sports clubs, not just those which are 

audited (in other words those who received Tähtiseura status through a thorough 

documented development process and auditation). Also the majority (12 out of 17) 

responded that Suomisport can be used in all of the following: to apply funding from the 

Ministry of Education and Culture, to develop the club through the Tähtiseura auditing 

program and to manage events.  

Questions 4 and 5 had the member register as a topic. The Association Act states that 

a member register is obligatory for every registered association. Question 4 (n=17): “We 

know exactly who our members are. Our member registration is constantly up-to-date” 

showed deviation among the respondents. Approximately half of the respondents where 

sure or uncertain whether their member register is not up-to-date (no = 4 responses, 

maybe = 5 responses), and the other half (of course = 8 responses) of the board 

members was confident about knowing their member status. The positive notion of this 

question was, that every respondent appeared to have a clear sense of responsibility, 

as no one selected the alternative “What member register? This is not on my plate.” 

(Figure 28). 



 64 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

 

Figure 28. Question regarding the status of the member register divided the clubs. 

Question 5 (n=17): “We use Suomisport as a member register.” received four positive 

responses and 13 negative responses. After the chairmen meeting and conducting the 

survey the author of this thesis learned, that there is a possibility for a register, but it is 

actually designed for the federation level, not for the sports club level, and that this 

feature is currently under development and only later in autumn 2019 available to the 

sports clubs. Therefore, it remained slightly unclear if Suomisport is really in member 

register use for those sports clubs. 

As leading a sports club is all about communication, question 6 (n=17) was designed to 

find out the status of the communication in the club. The majority (13 responses) of the 

board members stated that they have tools to in place to communicate with their 

members. Two of the badminton clubs appears to have a slightly more passive attitude 

or two of them might struggle with the resources. No one stated that there would not be 

a need to communicate with the members.  

Question 7 (n=15) mapped the expectations towards the Suomisport service; whether it 

should include a member register, sign-up and event management or payments of the 

membership and training fees or all of these. Whilst one would be satisfied with only the 

sign-up and the other with the payment, most of the respondents (13 responses) wanted 

to have all of these. It appeared that two respondents dropped out of the Kahoot! game 

from this question onwards.   



 65 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

Question 8 (n=15) was a teaser to ask about interest toward the Suomisport sports club 

service pilot. Response alternatives ranged from negative ”absolutely not” (0) and 

passive ”I do not have anything to offer” (2) to positives ”I might be interested” (6) and 

”for sure” (7). Question 9 (n=13) mapped the attitude towards a change, thus activating 

the use of the Suomisport sports club service (Figure 29). Among the board members 8 

respondents were willing to try if Suomisport would make their everyday sports life 

easier. Three respondents were indicating that they would want additional support for 

the launch of Suomisport. Two respondents were hesitant. No one appeared to be 

against the new digital service. 

 

Figure 29. Question 9 mapped the attitude towards change. 

Finally, question 10 (n=12) aimed to understand how the board members see the status 

of their club’s administration and their allocation of resources (Figure 30). Four 

respondents considered everything to be well and one thought that they could even offer 

assistance to others. Two board members responded they were struggling and five 

indicated that they were almost in balance but could use some extra assistance.  

 

Figure 30. Question 10 mapped the resource status. 

As a conclusion, it appeared that Suomisport as a digital service is well-known among 

the badminton club board members who joined the chairmen meeting in Vantaa. They 

seemed to struggle with an up-to-date member register. It also appears that some 

badminton clubs need support in their operation. Although communication was seen as 

a relevant part of the club operation and most of the badminton clubs have different 
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communication channels in use, this survey did not reveal how actively those active 

badminton clubs were communicating and whether or not they had some challenges with 

the communication. Furthermore, it was not clear how much of that communication was 

one way and how much two way communication. The Suomisport sports club service 

should have the member register, payment possibilities as well as event management 

be an attractive alternative for the clubs. Badminton clubs’ representatives’ attitude 

towards change was positive; they were willing to try something new which might ease 

their everyday sports life and they were even interested to join the Suomisport sports 

club service pilot. There was some hesitation though about the kick-off of the Suomisport 

sports club service, maybe related to the respondents own work load or resources and 

knowhow in the club in general. After all, it was not clear how much work this change 

would require and it might also depend on how well the processes were described in 

each club.  

Based on the survey game and the discussions at the chairmen meeting, it can be 

concluded that the badminton clubs are in different situations. One needs to also 

remember, that only a small portion of the badminton clubs were presented at the 

chairmen meeting where this survey took place. Hence, the big picture cannot be 

concluded based on this survey. However, it is evident that there are badminton clubs 

who will need help to improve their everyday sports life. 

7.8 The perspective of badminton club board members  

The interview in this thesis is a qualitative, primary research method. Bryman and Bell 

(2011) state that interviewing is most likely the most often used method in qualitative 

research. Although the flexibility is probably one of the reasons why interviewing is so 

desirable, one should also remember that the interview itself, transcribing the recorded 

qualitative interviews and analysing the data takes time. A qualitative interview approach 

enables the researcher to ask clarifying questions and to follow the arising but also 

insightful topics, unlike in a structured interview which is a quantitative research method. 

In a structured interview such deviation from the script would compromise the reliability 

and validity of the data gathered. A qualitative interview provides the possibility to 

interview the same person more than once, to gain further insights. Thus, a qualitative 

interview can be adapted in various ways during the process. (Bryman and Bell 2011, 

465−467.) Brown (2009) discusses that it is equally important to observing what people 
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do and listen to what they say is observing what people do not do and listen to what they 

do not say (Brown 2009, 43). 

Bryman and Bell (2011) split qualitative interview as two major categories: an 

unstructured interview and a semi-structured interview. An unstructured interview 

assembles a conversation where the interviewer only has an aide-mémoire to guide the 

topics of the interview. In a semi-structured interview, the interview guide is more detailed 

and as mentioned earlier it can take its own course, if needed. However, a semi-

structured interview tends to hold a similar structure in each interview. (Bryman and Bell 

2011, 465−467.) 

Picture cards and wishful thinking were used as methods in the semi-structured 

interviews of the board members to facilitate discussion. According to Curedale (2013b) 

the picture cards method uses a collection of 100 to 150 cards with pictures and words 

to facilitate participants to share their life experiences. The use of this method aids the 

target group to express their experiences and feelings with the help of cards which are 

relevant to the research topic. (Curedale 2013b, 221.) Picture cards used in this thesis 

(Picture 4) were handpicked from Laura Elo’s (Work Life Developer, Cambiare, 8.3.2018) 

extensive selection of cards. The wishful thinking method provides the target group an 

opportunity to describe their desired and potential outcomes with the possibility to 

brainstorm hopes and ideas with the other members of the team. The use of this method 

facilitates the generation of innovative solutions to a problem and increases the 

understanding of the proposed problem. (Curedale 2013b, 328.) 

The semi-structured interview of the board members of two badminton clubs were 

conducted on 9th March 2019 in Vantaa during the Finnish Senior Championships. A 

corner of the cafeteria was chosen as the location for the interviews. Picture cards and 

wishful thinking were used as tools during the interview to help facilitate the respondent 

to describe the status of communication and their aspirations for future development. As 

the question was specific and as there was only one person to be interviewed at a time 

the author of thesis decided to limit the number of cards into 12. The aim was to select 

a variety of cards for a picture collage. Also, the wishful thinking approach was rather 

light since only individual persons, instead of a group, were interviewed. The objective 

of the interview was to gather preliminary primary data from the board members to 

understand their communicational challenges and communication channels used in their 

badminton clubs. The aim was also to explore the communicational needs of the sports 
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club. The interview questions are presented in Appendix 7. Interviews were recorded to 

facilitate later interpretation and to enable the author to fully focus on the interview. 

 

Picture 4. Picture cards used at the semi-structured interview. 

One of the interviewees is a chairman in a badminton division which is a part of a 

multisport club. This badminton club has approximately 150 members and it operates in 

Central Ostrobothnia. Interviewee has the following roles in the badminton club: member 

and board member (chairman). The interviewee has played volleyball, Finnish baseball 

and athletics and skiing. Currently badminton fills the everyday sports life of the 

interviewee and the interviewee is currently a member of only one sports club. 

Communication channels used in the badminton club are the website, Facebook pages, 

Instagram, Nimenhuuto and WhatsApp groups. There were two WhatsApp groups in 

use; one for the division board members communication and the other one for the 

players. At their badminton club secretary updates the website. The chairman selected 

the picture card where a man is sleeping on a laptop. According to the interviewee the 

picture describes the considerable amount of work being done next to the computer. “It 

sometimes feels like head drop to the table. [short silence] But this is work done for the 
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love of the sport” the interviewee describes the personal experience. Resources have 

been improved. “We are constantly working” stated the interviewee during the interview. 

Wishful thinking resulted in a desire to have more active communication through various 

channels about badminton and beyond. More equally distributed communication 

management was also hoped for.  

The coaching board member is a member in a single sport badminton club. The size 

of the badminton club is slightly over 100 members and it operates in South-West 

Finland. The interviewee has many roles in the badminton club: a member, a board 

member and a coach. The interviewee described to be an active person doing skiing and 

downhill skiing, walking, and occasionally running. The interviewee has been also a 

member in a golf club but has not played for a couple of years. The picture card selection 

was difficult, but the interviewee finally selected the card where two smiling girls are 

sitting on a scooter. It was seen to describe positivity and it described communication 

between the coach and the juniors. The interviewee experienced having merely an 

information sharing role and one actively shares information when there is something to 

share for example from the Finnish Badminton Association, but the interviewee does not 

create or develop content herself. The coach stays in touch with the juniors and their 

parents.  

The communication channels this badminton club uses are club websites, e-mails, text 

messages, WhatsApp and Nimenhuuto. The board member herself does not use social 

media, except WhatsApp. Juniors have a separate WhatsApp group, where the coach is 

not included. According to the interviewee, the communication could be more versatile, 

but there is no one interested in that. Or at least no one has come forward. During wishful 

thinking the interviewee was hoping to hire a communication professional who could 

create communication channels and write stories about everyday sports life and for 

example about the tournament trips. This aspiration would aim to inspire especially 

teenage juniors in the club and to grow the team spirit among them.  

A former chairman perspective was gained through a semi-structured interview which 

was conducted with a combination of WhatsApp (24.5.2019) and telephone discussion 

(25.5.2019). The second former chairman provided his views via an e-mail interview 

(30.5.2019). The questions are presented in Appendix 8. SWOT analysis was formed 

based on these interviews in addition to the authors’ own perspective and various 

discussions with RaSu board members. 
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The perspective of a coaching chairman was gained as an unstructured interview via 

the telephone discussion (28.5.2019). The interviewee had four years of chairman 

experience, also as a coach. The badminton club has approximately 150 members and 

it is in the located in the Tampere region. The chairman is an experienced Suomisport 

user through a children’s exercise service, for which they have applied and received 

funding from the Ministry of Education and Culture. There is 17 hours of coaching per 

week and it takes time to make the plans. The digital services the club has were 

discussed. The MyClub service has been implemented in the club in the beginning of 

2019. In addition, Nimenhuuto, Facebook pages and Messenger, and WhatsApp groups 

are used for communication. According to the chairman the members in the club are 

creative in using the appropriate channels. Especially WhatsApp is in use when the one 

missing player is desperately needed. According to the interviewee, their club’s website 

is out of date in many ways. 

What makes you do this work in your badminton club? [long silence] “I don’t know how 

to answer that. [short silence] I like to organise various operation and be part of this.” 

The author of the thesis typed the main discussion points on a computer during the 

telephone interviews. Some expressions were typed word for word so that they could be 

used as quotes in the persona descriptions and to demonstrate how the leadership was 

experienced. Some of the motivations, feelings, thoughts and expectations of all 

interviewees were gathered in the form of quotes (Figure 31). 

 

Figure 31. Thoughts of the board members. 



 71 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

7.9 The Finnish Badminton Association’s need for communication 

The discussion (9.3.2019) with the Finnish Badminton Association’s Event Manager Ilkka 

Hellgren revealed the importance on the two-way communication need between the 

federation, the sports clubs and the sportspeople within the clubs. There is also a need 

to communicate from the sports federation level directly to the members and tournament 

players. This communication relates for example to the tournament licences, the player 

transfer process between the clubs or the ranking points of the players who attend official 

tournaments.  

Badminton clubs also have expectations towards the Finnish Badminton Association. 

According to the member club survey (n=48) conducted in the autumn of 2018 the 

badminton clubs raised the development of the member club service as the most 

important aspect for the Finnish Badminton Association to focus on in the future. 

Furthermore, 81% of these badminton clubs indicated to have ambition to increase the 

number of members. Only 15 clubs reported that they have someone responsible for 

communication. (Suomen Sulkapalloliitto 2018.) 
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8 INSIGHTS 

“Design is more about observing the world around you, than about personal creativity” 

(Cam Shaw in Michlewski 2015, 67). 

The SWOT is a four-field analysis which offers a simple and effective way to analyse an 

organisation, product or service, either own one or those of the competitors. The SWOT 

technique presents existing strengths and weaknesses, and potential opportunities and 

threats. Strengths can include for example competitive advantages, a unique selling 

proposition or elements related to processes, communications as well as behavioural 

aspects. Weaknesses can demonstrate things the organisation or the service cannot do, 

perceptions of the brand, processes and systems as well as commitment and leadership 

elements. Opportunities can present market developments, partnerships, market 

opportunities and for example business and product development. Threats can frame 

legislative impacts, obstacles, innovative technologies and services and essential 

partnerships. (Curedale 2013a, 303−304.) 

The SWOT analysis in this thesis analyses the situation of the badminton club (Figure 

32). Data is gathered from the satisfaction survey, semi-structured interviews and 

discussions between the current board members. 

 

Figure 32. SWOT analysis of the Raisio Badminton Association. 
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8.1 Personas in a sports club 

Personas are semi-fictional, but recognisable architypes presenting a certain group of 

people. The data behind the personas can be collected through interviews, online 

ethnography or shadowing, for example. Through their shared behaviour, attitude and 

interest, the personas enable the designer to empathise the desires of the real people 

who use the service. The more engaging the persona is the more insights it can provide 

to the designer. (Stickdorn and Schneider 2013, 178; Curedale 2013b, 219). 

IDEO (2015) suggests that it is beneficial to gain understanding from people in the 

mainstream but also from the extreme ends of the spectrum (Figure 33). Including human 

representation from a wide range of people, one might discover unthinkable aspects one 

would not otherwise encounter. Without involving both mainstream and extreme users, 

it is most likely that the solutions developed are not fulfilling the needs of all users. (IDEO 

2015.)  

 

Figure 33. Personas representing mainstream and extreme user groups (adapted from 

IDEO 2015, 50−51). 

Similarly, Koskinen (2003) proposes that designers need to include only a small sample 

of people in their research if their objective is to gain understanding of the users. 

Empathetic design relies on the descriptive selection of users in the study instead of 

targeting a statistically relevant sampling. Koskinen indicates three different user groups. 

The primary user group could consist of experts and those with most promising markets 

and their needs. The secondary user group can include future generations, for example 

young people not yet using the product or service, as well as senior citizens. The third 
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one is described as the deviant group. They consist of those who have more extreme 

needs, for example people with a handicap. This deviant group can provide valuable 

insights on the usability of the product and service. The secondary and deviant user 

groups serve a dual purpose in empathetic research; they increase the level of empathy 

and provide the possibility to explore different conclusions from the primary user groups. 

(Koskinen 2003, 61−62.) 

According to Curedale (2018) personas can be developed based on various biographical 

information such as name, photo, city size, urban/rural. Demographics provides the most 

ordinary understanding of the persona; these are for example age, gender, family size, 

marital status, life stage, occupation and education. Psychographic elements are for 

example self-image, beliefs, tech status and interest. Web use, such as type of usage, 

internet devices and browser, on the other hand can bring important aspects to digital 

readiness. (Curedale 2018, 360−362.) These categorisations are described in more 

detail in Table 4. 

Table 4. Elements to develop persona for the sports club (adapted from Curedale 2018, 

360−362). 

Biographical information 

Name, photo  

City size:  

 

under 5 000, 5 000−10 000, 10 001−20 000, 20 000−50 000, 

50 000−250 000, over 250 000 

Urban or rural: city, suburb, countryside 

Demographics  

Age range: under 13, 13−18, 19−64, over 65 

Gender:  male, female, other 

Family size: 1−2, 3−4, 5> 

Life stage:  child, teenager, adolescents, middle-aged and elderly 

Psychographics 

Self-image: outgoing, leader, confident, shy 

Tech status:  

 

innovator, early adopter, fast follower, early mainstream, late 

mainstream and laggard 

Interest: music, food, sports, books, art 

Web use  

Type of usage: e-mail, social media, news, other 

Internet devices: desktop, tablet, mobile phone 

Browser: Chrome, Internet Explorer, Firefox 
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In a sports club, sportspeople act in various roles. In this thesis these roles are board 

member, coach, member (player) and parent of a junior member. The Association Act 

defines certain roles in the registered associations: chairman, vice chairman, secretary 

and treasurer. Also, additional person(s) can be nominated to act on behalf of the 

association. A member can be categorised as a hobbyist or a tournament player. If the 

player has a licence which is required for attending in official tournaments, then the 

player is considered a tournament player. Once a year the number of recreational players 

and tournament players must be reported to the sports federation but also to the 

municipality if the sports club is applying for funding for their operation. These numbers 

are reported according to different age categories and by gender in both instances. Thus, 

the person filling out the report needs this data from the members, year of birth, gender 

and the information whether that member is a recreational or a tournament player. The 

terminology of these player categories in English was co-designed based on the 

discussion in the Facebook group “Sulkainen tulevaisuus” (20.4.2019), which consists of 

15 badminton enthusiasts. 

A player can be categorised also based on the skill level: beginner, advanced, 

experienced, elite athlete. Badminton related categories for the member in a sports club 

can include for example official ranking levels (tournament players), which give an 

indication of the players skill level. This skill level in badminton is a range from beginner 

tournament level C to the highest level V: C, B, A, V. Age classes are defined by the 

federation and juniors are categorized into 9, 11, 13, 15, 17, 19-year-olds and into 

seniors when you turn 35. Senior categories are every five years, thereby age categories 

are between 35 and 80. Game types are singles (one player against one player), 

women’s double (two women against two women), men’s double (two men against two 

men), mixed double (a man and a woman against a man and a woman). (Suomen 

Sulkapalloliitto 2019c; Suomen Sulkapalloliitto 2017.) 

Based on the secondary data, the online ethnography, discussion during the pilot project 

with the other representatives from various sports clubs, the interviews of the board 

members and the experiences from the badminton community by the author of this 

thesis, four personas were developed. Icons used the in the persona descriptions are 

designed by Nik Schulz (Almquist et al. 2016). Persona photos are retrieved from the 

free image banks Unsplash and Pixabay. 
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Committed Conrad is the chairman at the badminton and plays badminton. He has been 

highly active with other sports earlier, but badminton has his full attention now. Conrad 

is overwhelmed with all the responsibilities he has. He understands the challenges of 

leading volunteers, and he has a deep sense of duty. He is grateful to all the members 

volunteering in the club for the greater good and wants to do his best. Conrad is regularly 

active in social media, including Facebook and Instagram. Conrad is natural leader who 

wants to inspire others (Figure 34). 

 
Figure 34. Persona: Committed Conrad. 

Passionate Paula is a coach for the junior players in her club. She is very well organised 

and wants to prepare things well in advanced. Paula is planning the training sessions for 

the juniors, keeps the parents and the juniors informed, sends out invoices and tracks 

who are participating at the training sessions. She does not use social media, expect 

WhatsApp, which she also uses to communicate with the juniors. Without Paula, the 

junior activities at the badminton club would not be possible; she is the valuable enabler 

(Figure 35).  
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Figure 35. Persona: Passionate Paula. 

Active Alison is a parent of a junior player and has a family with five members, who all 

are enthusiastic about different sports. Alison has an optimistic way of approaching 

things. The everyday life for Alison is sometimes a logistical nightmare and she cannot 

be everywhere at the same time. Anything that reduces anxiety and make the everyday 

life easier, is warmly welcomed. Alison appreciates beautiful design. The organiser could 

be Alison’s middle name (Figure 36). 

 

Figure 36. Persona: Active Alison. 
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Casual Carl is a senior player and the heart of the badminton club. He finds value of 

being part of the club and to have the possibility to take care of his wellness. Get-

togethers and social events are important to him as he wants to get to know people. 

Conrad is always ready to help, and he prefers to volunteer to the events rather than 

administrative tasks. He is always smiling and asking others to join. Carl is a true 

networker (Figure 37). 

 

Figure 37. Persona: Casual Carl. 

8.2 A member journey map 

One method to explore the user’s experience holistically is to utilise a customer journey 

map. It gathers the service interactions of the user into a visual representation; also, 

those touchpoints (for instance word-of-mouth) which are not controllable by the service 

provider. A customer journey map is often time-bound (for example before, during and 

after service) and it includes various channels where the touchpoints occurs, like face-

to-face encounters, website visits and mobile phone use. By enriching the journey with 

the user’s thinking and feeling one will increase the empathy of the journey map. 

(Stickdorn and Schneider 2015, 158−161.) A service safari is a method which is used to 

explore the needs of the customers and raise awareness of the service quality. In a 

service safari, customers are asked to record their positive and negative service 

experiences. Recording of the experience can be conducted for example by making a 
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video or with the aid of a notebook and pen. Service safaris are one of the effortless 

ways to step into the shoes of the customers. Looking at the service as a whole gives an 

opportunity to a researcher to understand the needs that customers have, and common 

problems they encounter. (Stickdorn and Schneider 2015, 154.) In this thesis, a service 

safari method was used to describe the membership journey in the eyes of a parent of a 

junior player who wanted her child to join the badminton club. This method provided 

insights on the problem areas in the process but also those moments that worked well. 

The first version of a customer journey mapping was drafted by testing the service 

process oneself; by stepping into the customer’s shoes. A board member’s journey was 

developed based on the annual operating clock drafted by the author of this thesis for 

the badminton club, the Raisio Badminton Association. 

Macleod (2017) discusses in his book Ends the valid point that usually more emphasis 

is placed at the on-boarding than the off-boarding of the service, especially in the 

business world. Macleod also provides a perspective on why endings should be valued 

equally to beginnings. (Macleod 2017, 225.) Macleod’s examples and arguments further 

convinced the author of this thesis to aim to understand and describe the entire journey 

of the member in a sports club, instead of only focusing on the on-board phase. 

Furthermore, to understand the whole journey of a board member in a badminton club, 

“One year at the board” customer journey is described. The aim is to explore if these 

journeys of different members could be described in parallel, since there are multiple 

touchpoints for Committed Conrad that affect Active Alison’s journey. A preliminary 

member journey map was developed for Active Alison who wants to find a suitable 

badminton group for her daughter. Alison plays badminton herself, so she checks her 

own club’s website first. She sends e-mail to the chairman Committed Conrad as they 

do not see each other. Conrad plays during weekdays and Alison during weekends; their 

paths rarely cross. The member journey map for Active Alison and Committed Conrad is 

described in Appendix 9. 

Based on the customer journey map of the membership in the club there were 

opportunities to develop the member experience. These were for Suomisport, and other 

opportunities related to the support processes and way of working for the badminton 

club. Detailed enough descriptions of the training groups at the website would decrease 

contacting the club, thereby ease the communication work. On the other hand, when 

there is a need to personally contact to the club, there is an opportunity to convince the 

potential member to join the club.  
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The board member could add the new member in Nimenhuuto, instead of to expect the 

member to join Nimenhuuto himself/herself. This change in the process would make sure 

that the member profile is created in Nimenhuuto. Based on various informal discussions, 

some clubs operate like this. However, Nimenhuuto is an additional “member register” 

and requires additional work to maintain up to date. Moreover, not all members are 

currently in Nimenhuuto. Nimenhuuto enables transparent communication between the 

members of the club, hence creating the sense of belonging to the community. This 

sense of belonging is on the life changing level in the elements of value pyramid 

developed by Almquist et al. (2016) presented earlier in this thesis in Figure 9. 

There would be an opportunity for the Suomisport sports club service to automatically 

update the payment information in the user profile. Also, the coach could be able to see 

the status of the membership (and training fee) directly from the participant list. This 

would make a face-to-face reminder possible for example when the parents bring their 

children to weekly training and reduce the manual work stages of the board members. 

The user could inform the club about their resignation through the profile and add the 

reason, which would help the club to develop their operation. The account would 

automatically disable the profile and send notifications to the board members and the 

coach(es). 

Anonymised data could be available automatically in the service, such as a real-time 

dashboard. Ideally, no one would need to pull separate statistics, the system could 

generate needed reports automatically. 

Profile accounts could be automatically deleted after the statistics from the last 

membership year. The downside is that later marketing to the ex-member is not possible. 

On the other hand, there is no such activity so far. Also, according to the GDPR 

regulation, there is no justification to keep the contact details of the member after she or 

he has resigned from the club. At the very least, the consent of keeping the exiting 

member’s contact details for later communication should be requested. 
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9 IDEATION AND PROTOTYPING 

The aim of ideation and prototyping is to design things right. This is described in the 

design thinking “Double Diamond” process model in the beginning of this thesis, in 

chapter 2. Ideally, there would have been a service blueprint visualising the starting point 

of the badminton club. But as this was developed only at a late stage in the thesis, there 

was no comparable service blueprint from the starting point. 

9.1 The annual operational clock 

Members of the board in a registered association, in this case a sports club, are usually 

selected for a one-year period, depending on the rules of the association. The latest 

example rules of the sports club developed by the Finnish Olympic Committee suggests 

that the chairman/chairwoman would be selected for two years and half of the board 

members change every year. One year is also a valid period to review since there are 

yearly occurring administrative tasks some which of are regulated by the Association Act 

and the official rules of the sports club. The annual operational clock in the board of RaSu 

describes various tasks month by month. Tournament arrangements were not to 

described in full extent. 

To gain understanding of the various of tasks that are essential for the badminton club, 

colour coding (orange, pink, yellow, green) was utilised (Figure 38). The purpose of this 

coding is to demonstrate the various activities needed in the badminton club (Appendix 

10). There are administrative tasks (orange), for example preparing documents for the 

statutory spring and autumn meetings, arranging that meeting, applying for funding from 

the municipality and applying for training facilities from the municipality. These 

administrative tasks occur on a monthly to quarterly basis. There are also tasks related 

to communication (pink), such as guiding the new members at their on-boarding, 

informing the members about training hours, updating website and Nimenhuuto, and 

inviting members to bi-annual meetings. Communication tasks occur on a weekly to bi-

weekly basis. Financial tasks (yellow) include sending and receiving invoices and 

tracking payments. These occur on a weekly or monthly basis. Tasks related to 

tournaments (green) are for example tasks related to organising the official tournaments 

regulated by the Finnish Badminton Association and tournaments targeted at junior 
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players. Tournaments are one essential way to collect funding for the sports club. In this 

thesis the practicalities arranging the tournament itself is excluded as it is a wide entity. 

Administrative and financial tasks related to the tournaments are included. 

 

Figure 38. Coding of the one year at the board in the badminton club. 

One of the most frequently occurring tasks on a weekly basis is to receive a cancellation 

notice from the municipality sports hall. A board member receives an e-mail, opens the 

attached Word file and checks whether there are cancellations that affect one’s sports 

club training sessions. If not, the board member is relieved but in case yes, one needs 

to login to Nimenhuuto and to search for that training event and notify all the members 

that it is cancelled accompanied by the reason why. 

The operational ABC of the badminton club provided information about which digital 

services are used in the club. Based on this internal document of the Raisio Badminton 

Association, the payment survey conducted by Vincit and the benchmarking conducted 

by the author of this thesis demonstrated a wide variety of digital services the sports 

clubs are using in their everyday sports life. 
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9.2 Service blueprint  

If one is required to know the context, the user or frame insights, the service blueprint is 

a potential, visual tool for that. It is a process map which presents the customer journey 

in parallel with multiple layers. It usually includes customer actions, touchpoints, direct 

contacts (visible), back office contacts (invisible), supporting processes and physical 

evidence. Furthermore, it can demonstrate also the emotional experience of a customer. 

The service blueprint is a great tool to assess the impact of change. (Curedale 2013b, 

97.)  

Figure 39 presents one example of the service blueprint visualisation. Each touchpoint 

provides an opportunity to provide an added value to both parties and make the 

interaction more significant. Additional swim lanes can be added to the blueprint to 

visualise layers in the service process. The service blueprint presents different 

perspectives depending on who the customer persona is. In this thesis the aim was to 

improve the member experience in a sports club with Suomisport. The members in this 

thesis were the board members, the coaches and the players. These members were the 

core stakeholders. In addition, the parents of the junior members were in the core 

stakeholder group, since they act on behalf of their children. If the service blueprint was 

made through the eyes of the board member only, some relevant touchpoints might be 

missed. On the other hand, if the player member is seen as the customer, the board 

members’ activities are placed in the direct contact lane or back office lane. Emotional 

experience could be added to the both member types. Since in this thesis the 

experiences were studied mainly from the board member perspective through interviews, 

emotional experience was only added to the board member.  Moments of truth in the 

customer journey map or at the service blueprint are those moments when the 

expectations of the service differ from the actual experience (Stickdorn et al. 2018, 

56−57). Supporting processes in this thesis included also the opportunities to the 

Suomisport sports club service, City of Raisio sports services and to the Finnish 

Badminton Association. There were also development opportunities to the badminton 

club itself added. 
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Figure 39. An example of the service blueprint (adapted from Curedale 2013b, 96). 

The service blueprint for this thesis is developed for one year with a focus on the board 

member actions (Appendix 11). However, the service blueprint is presented on a general 

level and many of the actions are placed into the same box. It would have required more 

profound research to drill down to each of the actions more thoroughly. Thus, the service 

blueprint aimed to provide an understanding of the big picture. Opportunities for the 

development of the badminton club and possibilities for the support processes are 

summarised next. 

Different statistics are needed for the municipality and for the sports federation, but the 

board also should lead with a solid understanding of their members. The Suomisport 

sports club service could provide automated real time dash boards and reports based on 

gender, age and category of the player (junior, adult and recreational, tournament). This 

would help planning the allocation of the training hours. 

The membership fee invoicing with Holvi is easier than the previous Excel-Word-pdf-

email process. But this still requires manual work. There is an opportunity for Suomisport: 

the members could receive a notification to pay their membership fee automatically at 

the beginning of January. However, there needs to be a possibility and a reminder for 

the member to inform the board of the club, in case the member does not wish to continue 

the membership. 
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There is another opportunity for Suomisport: Although there are multiple board members 

who can check the membership payment status, there is still an extra effort needed to 

track the payments. In the case of junior players, the coaches could track also the training 

fee status if information would be integrated with the attendance list. 

Also, the training fees could be paid upon registration the training group. The tracking of 

the training fees is the responsibility of the coach, since he/she is the only one to meet 

the parents and juniors. This is challenging for the board member to manage remotely. 

How this would change the process from the current way of working needs to be still 

investigated. 

Tournament invoicing could be done to as a rotating task among the members attending 

tournaments. The previous member teaches the next one how to do the job. This was 

already implemented into the club and the same trend to rotate the tasks is expanding. 

However, it will take time to change the culture of the club and it requires a vast amount 

of communication. 

The attendance rate of the statutory meetings could be improved. There is a possibility 

to try to combine additional get-together with of the statutory meetings to attract more 

members. For example, a value discussion workshop could be arranged at the meeting.  

The City of Raisio sports services have been requested to compile a yearly event 

cancellation plan for all sports clubs to help them plan their activities. Also, it has been 

requested that the cancellation notices would be sent only to those clubs affected. 

Furthermore, the city of Raisio has been requested to develop an annual clock including 

the important dates of the sports clubs. As there is more to remember, than is listed on 

the current annual operational clock of RaSu.  

9.3 Concept with Suomisport 

This chapter aims to describe the concept of the Raisio Badminton Association using 

Suomisport (Figure 40). The digital services the Suomisport sports club service would 

affect the Holvi bank, Sporttisaitti, which is the website platform and the member register 

with mailing tool and Nimenhuuto, which is used for event management, transparent 

member details, discussion and statistics. 
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The Suomisport sports club service would replace a part of the processes currently 

operated in the Holvi bank. The recommendation from the Olympic Committee for one 

bank account was already implemented in the Raisio Badminton Association. This might 

be an obvious solution for single sports clubs, but for the multisport clubs it might have 

a different situation. 

The Sporttisaitti member register and the mailing tool would be no longer needed. 

Sporttisaitti would continue to serve as an easy to use website platform. Nor would be 

Nimenhuuto events and sign-up functions for the events needed. The member register 

function is estimated to be in use by the end of 2019. This might also enable the 

membership and training fee payments tracking at Suomisport in the future. There is still 

a process description needed how to inform a visiting player to the training which avoids 

hassles when the situation is known beforehand. The most important missing function is 

the 2-way communication possibility between the members. Where to discuss and find 

players to the upcoming trainings, if Nimenhuuto is not used, and not everyone is using 

WhatsApp nor Facebook. In addition, 2-way communication possibility is needed to 

facilitate discussion on rules of the club, the needs and the ideas of the members. It is 

needed to establish the sense of belonging to the badminton community and to provide 

the members the possibility to have access to the club. It also reduces the risk of small 

separate groups being formed.  
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Figure 40. Concept with the Suomisport sports club service in use (based on the pilot). 
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10 CONCLUSIONS  

Aim of the thesis was to study how the Finnish Olympic Committee’s Suomisport future 

sports club service would improve sports clubs’ administration and leadership and its 

members’ everyday sports life experience in a badminton club.  

The author of this thesis sees an exciting potential in the Suomisport sports club service 

to be developed into a leading solution to support the everyday sports life among 

sportspeople. Its MyData approach provides Suomisport a unique advantage compared 

to other similar sports club services. The need to gain reliable big data from the 

sportspeople throughout Finland is justified for understanding the public health aspects 

where the third sector, sports clubs, plays a significant role. The Suomisport sports club 

service might streamline the processes through an effortless payment process on the 

membership and training fees and ease the workload and save time from the board 

members. The member register, which was not piloted during this writing of this thesis, 

might reduce the effort to keep track of who the members are. Furthermore, via gaining 

trustworthy data on the club’s members and in the later development phases even 

simplify the reporting towards the sports federation and the municipality, might reduce 

anxiety among the board members. Reduced bureaucracy might also alleviate attracting 

new board members into a sports club.  

Suomisport might also decrease the number of digital services the sportspeople need in 

their everyday sports life. For example, if the sportsperson is a member in multiple sports 

clubs and at the same is a parent of junior, who is a member in a sports club, there might 

be several applications in use to sign-up to the trainings. This means also multiple 

profiles, passwords and contact details to be created and updated to each sports club. If 

majority of the sports clubs in Finland would use Suomisport, the member experience for 

the sportspeople might be improved by avoiding hassles of signing-up only into 

Suomisport instead of into numerous digital services. From the board members’ 

perspective at the badminton club the number of digital services would not decrease, at 

least in the case of the Raisio Badminton Association. Only the functions conducted in 

various services would be arranged in a different way. 

Without a doubt, any changes in the sports clubs’ processes will require considerable 

amount of communication towards the members. If the sports club does not know who 
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their members are and has appropriate communication channels, it is impossible to keep 

the members informed about the changes. Inadequate and amorphous communication 

might have the major impact on the member experience. One should also consider the 

empathy particularly in the direct contact moments with the members, and in all 

communication.  

According to the Olympic Committee digitalisation enables efficient communication in the 

sports clubs. This thesis described the digital services utilised in a badminton club for 

communication. With this wide range of digital touchpoints: website, personal e-mails 

and mailers sent out from Sporttisaitti, invoices from Holvi, Nimenhuuto notifications and 

messages in addition to social media channels, the information is scattered.  

To the Suomisport sports club service to reach its full potential, there is an indication 

based on the learnings of this thesis, that the key characteristics of the sports clubs, the 

sense of belonging into a community, could be essential part of Suomisport. Suomisport 

could be the most trusted place to engage dialogue within the community.  

10.1 Digital services the badminton club needs 

The aim was to study which digital services a Finnish badminton club with 100-150 

members needs to operate in today’s world? Furthermore, it was studied how the 

Suomisport sports club services could respond to the needs of badminton clubs and their 

members?  

Based on the action research, service safari, benchmarking and interviews of the board 

members, the following needs were formed. A modern bank, such as Holvi, is needed 

with flexible user rights. Holvi was implemented at RaSu in November 2018. This 

enabled wider involvement of the members for example in the invoicing of the 

tournament fees from the other badminton clubs, tournament fees from their own 

tournament players and sponsorship fees. The Suomisport sports club service would 

change the process of how the membership fees and training fees are collected. 

An online ethnography conducted in various Facebook and WhatsApp groups in addition 

to Rasu’s Nimenhuuto revealed the need for everyday practical dialogue about finding 

the missing player for every week training sessions or to the tournaments. Moreover, a 

dialogue between the all members is needed when there is possibility to the conflicts or 
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emerging challenges which needs to be discussed. This two-way communication 

possibility is not currently considered in the plans in the Suomisport sports club service. 

The need for a website platform for the sports club is obvious. One might argue that 

the sports club does not exist without a website. Sporttisaitti is a widely used platform 

which also offers member register possibility. The cost level is fair, and the website can 

be designed to be visually even more attractive with outside help. However, with the 

existing alternatives at Sporttisaitti the club can draft well-functioning websites. A website 

platform is excluded from the Suomisport sports club service from the very beginning of 

the pilot. 

The sports club needs to share and store official documents online and there are several 

alternatives for that. RaSu uses pCloud as the file storage service. The negative side 

is that the stored files cannot be modified after the upload. Thus, co-designed files need 

to be shared for example via Google Drive or OneDrive prior to the upload of the final 

versions to the pCloud. An online file storage service was also out of the scope at the 

Suomisport sports club service.  

10.2 Experience of leadership in the badminton club 

How did the board members experience the leadership in the sports clubs? The Raisio 

Badminton Association has developed their operation since autumn 2016 by starting to 

document their operation into an operational ABC, which included all the digital services 

and how to manage them as well as other co-operation partners. This document was 

developed along the way and updated when there were changes in the service providers. 

The aim of this was to enable understanding the characteristics of the operation of the 

club in order to lead it and documenting silent knowledge.  

The annual operational clock developed part of this thesis made the everyday leadership 

easier, as the most important administrative elements were listed, thus enabling anyone 

from the board to check what needs to be done next. However, based on the interviews 

of chairmen, the responsibility lays heavily on the shoulders of the chairman. From a 

deep sense of duty, the required tasks were done by some of the interviewed chairmen 

themselves, unless other board members or members of the club did not offer to help. 

The more detailed the annual operational clock is, the more support it might give also to 
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the leaders, which might change every year. Also, it might be a valuable tool to on-board 

the new board members. 

10.3 Emphasis on the communication 

How did the communicational challenges affect the board member experience? Constant 

dialogue, two-way communication, is needed to support the communality in the sports 

club. The board members in RaSu established a WhatsApp group between them to 

support more frequent communication in addition to the more formal e-mail 

correspondence. It was also decided to reduce the need for face-to-face meetings which 

were difficult to arrange due to the busy personal life of the board members. There were 

also additional WhatsApp groups created for the leading coaches, the tournament 

players, who are expected to contribute to the occasional coaching, the members joining 

to the team tournament and the junior members along with their parents. Furthermore, 

there was a WhatsApp group for organising a tournament; one for the larger group of 

volunteers and another for the tournament working group in addition to the external 

empire needed. The majority of the communication for the above purposes is facilitated 

also in Nimenhuuto and through e-mails sent via Sporttisaitti. Although, the experience 

of increased and positive communication was indicated to be among the top three in the 

RaSu’s member satisfaction survey conducted in September-October 2018, there were 

still challenges with the current way of working. How to make sure that everyone is part 

the of relevant WhatsApp groups? These WhatsApp groups were not documented or 

managed in any particular way, they appeared based on the needs at the time being.  

As discussed in section 3.3. the member experience and the sense of belonging is an 

essential element for the social needs of a member. The pain can be caused for 

members if feel they are left out of the discussion, even though it is not intentional.  

Furthermore, when discussions were transferred into the WhatsApp groups, they were 

not transparent to the other members of club. This might have a negative impact on the 

sense of belonging. Based on the informal discussions with the parents of the badminton 

club, and the interviews of the board members, there are parents of the juniors but also 

members in the club who do not use WhatsApp and/or social media as a platform. These 

members are inevitably excluded from those discussions. On the other hand, based on 

only the message delivery status in Sporttisaitti, it cannot be concluded how efficiently 

members read (and understand) the e-mails they receive.   
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The website as a communication channel is experienced to be important for the image 

of the badminton club and based on the board member interviews especially if they are 

out-of-date visually and technically. Moreover, there was a desire to have more 

resources for the communication and creating content. The board of RaSu also 

developed their communication through a renewal of their website platform (Sporttisaitti) 

which also included the member register feature. This enabled the members to update 

their information and the chairwoman to send e-mails to the members. At the same time 

Google Analytics was taken into use to get information about the number of visitors and 

the most popular content. This data is needed in the future to develop the website content 

further. The use of Nimenhuuto was emphasised to have better understanding of the 

utilisation rate of the training hours. This information is needed for example when training 

hours are applied for from the municipality’s sports service department. The empathy 

aspect could be reflected also in the use of Nimenhuuto. When the junior member cannot 

join the training and informs the he/she cannot attend, in Nimenhuuto there is possibility 

to provide a reason. The reason might improve the experience of the coach, when he/she 

understands the reason behind the behaviour. Moreover, if there are any training 

cancellations which the sports club has no power over, informing why cancellation 

occurred might increase the empathy among members. Moreover, communication was 

activated via social media (a public Facebook page, a closed Facebook group for the 

members and a public Instagram account). The aim was to establish dialogue between 

the members and especially towards the potential new members.  

Based on the SWOT analysis of the badminton club, marketing was one of the 

development areas. However, before initiating intensive marketing activities the internal 

processes of the badminton club need to be in place, so that new members could have 

the best possible experience during their membership in the club. Communication plays 

an essential role in that. Based on the board member interviews, the Kahoot! survey and 

discussions at the badminton chairmen meeting, badminton clubs are in various stages 

and some of them will need extra assistance to drive changes within their operation and 

processes. Marketing of the sports club offering could be done via Suomisport, but that 

feature was not part of the pilot at the initial phase. 
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10.4 Getting started with the Suomisport sports club service 

How does the Finnish Olympic Committee plan to succeed in their target to get one 

million sportspeople into the Suomisport sports clubs service? Who will lead the change? 

There is a dedicated group of 110 sports club developers representing 52 sports who 

are in the key role of taking the message to the sports clubs (Olympiakomitea 2019b). 

This group consists of various sports federation representatives who need to have a solid 

action plan to market the Suomisport concept to the sports clubs. Based on the 

interviews, the chairmen meeting survey and discussions, there are sports clubs that will 

need hand-on assistance in the transition from their existing way of working to this novel 

approach. Like concluded in the Salmi et al. (2018) whitepaper, the human resources 

and knowhow might be the biggest obstacles, although the attitude towards digitalisation 

and change might be in place. 

Based on the experience of the author of this thesis, the board of the sports club should 

first understand why it would be crucial to harness Suomisport into everyday sport life, 

and what can be accomplished with the new Suomisport sports club service. Second, 

which existing digital services or other non-digital processes it might replace in the sports 

club. Third, there needs to be a clear indication of what the cost structure of utilising the 

Suomisport sports club service is. Although the digital service itself is free of charge to 

the sports clubs, the transactional costs need to be available for calculation. Fourth, what 

does the implementation of the Suomisport sports club service require in practise. For 

example, what kind of agreements are needed and with whom, what kind of 

communication plan is needed for the members, how to tackle possible issues in 

transferring all the existing members to the Suomisport sports club service. If the sports 

clubs do not have a valid member register with up-to-date e-mail addresses, it might be 

laborious to invite or add the members to register. 
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11 ANALYSIS  

Increasing expectations of more professional sports clubs might be a current trend 

amongst sportspeople. However, it might be forgotten, that the majority of sports clubs 

are non-profit organisations operating with limited budgets and human resources. The 

wish list from the sports club members might be extensive based on their experiences in 

the business world.  

There were multiple methods used in this thesis which enabled the access to vast 

amount of data to find insights to the research questions of this thesis. Variety of methods 

were used to limit the research biases, and these were selected from the following 

categories: desktop research, self-ethnographic approach and participant approach. If 

the co-design approach in the pilot project conducted in the online workspace is 

considered as an on-going co-design workshop, then the fourth category is covered as 

well. Method and data triangulation were used in this thesis to enable a cross-check of 

the findings from various sources and to ensure that there is rich data to support the 

design decisions.  

Primary data was collected by benchmarking five other digital services. The pilot, which 

will continue until 2020, included co-design and participation in usability testing, sharing 

experiences via Skype meetings and the Basecamp platform. A Kahoot! survey mapped 

awareness, attitude towards Suomisport and the current situation in the badminton clubs. 

Interviews enabled to gain understanding on leadership experiences and communication 

challenges. Moreover, secondary data via literature on leadership, communication, 

design thinking, physical activity and secondary surveys targeted at the sports clubs on 

the challenges in the everyday sports life and payment methods was analysed.  

11.1 Assessment of the methods 

The literature review provided a robust foundation for the thesis. There was a substantial 

amount of pruning conducted along the process from the theoretical part. The well-known 

mantra among service designers is the ability to “kill your darlings”.  

The stakeholder map and frame of reference were exposed to representatives of the 

Finnish Olympic Committee and Vincit for feedback. The terminology used for the 
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sportspeople, everyday sports life and names of the services were aligned together with 

Vincit.  

The business model canvas before and after the thesis had only slight changes. It might 

have been beneficial to co-design the business model canvas together with the members 

of the badminton clubs, or even with the members of the other badminton clubs. Same 

applies to the SWOT analysis. 

Benchmarking provided valuable insights for the author of the thesis and presented a 

real-life comparison of the services in use at the badminton clubs. Benchmarking could 

have been extended to completely different types of services, which could have brought 

additional insights for example to the alternatives of establishing working communities.  

The co-design approach in this thesis could have been more extensive. For example, 

personas could have been co-designed with a wide audience to reach a more detailed 

and robust description. Co-designing during the pilot of the Suomisport sports club 

service was limited although there were several volunteers from 15 different sports clubs 

in the pilot. For the author of this thesis this was slightly disappointing as it was the most 

important co-designing part of the thesis. On the other hand, the situation might reflect 

perfectly the challenges the sports clubs of today are facing. There might have been a 

desire to develop the operation towards happy leadership and administration with the 

Suomisport sports club service pilot, but the lack of human resources, the precious time, 

might have set the limits for participation. Also, it might be overwhelming to dive into the 

world of the usability testing of a software, in case there is no previous experience. 

Regardless of the reasons, the development work will be a constant journey, and this 

thesis only reached the first piloting steps of the Suomisport sports club service. 

In general, the interviewees were chairmen, former or current, with one coach-board 

member. There could have been a wider selection of roles among the interviewees, as 

in the sports club context the entire board should be leading, not only the chairman. The 

action research approach felt awkward during the interview of the former board 

members, especially when they were asked about the experiences of leadership. The 

author of this thesis noticed that the past experiences of the former board member was 

compared to the status quo of the club. Although, there was multiple processes changed 

along the way and hence the comparison felt unnecessary as their experiences took 

place in the past in their given resources. This revealed the different personal ambitions 

and objectives how to lead the club. The author of this thesis got feedback from her 
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positive and inspiring leadership and active communication approach, although that was 

not the intention of the interviews. 

The board members interviewed during the tournament in Vantaa were easy to reach. 

However, the cafeteria was a slightly noisy place although the author tried to pick a place 

where there would be less people and other distractions. The picture card selection as a 

method was challenging for the interviewees because they were hesitant to look for the 

meanings behind the cards and facilitative questions were required. Wishful thinking 

resulted in very modest and realistic objectives of enabling more people to work with the 

communication and on the other hand hiring a communication expert to do the work. It 

could have been valuable to utilise wishful thinking with the picture cards among multiple 

board members and members of the club and facilitate discussion on how the 

communication is experienced in the sports club. 

Unstructured interviews were conducted via phone discussions, which were not 

recorded, since the author of this thesis failed to find a working mobile app for the 

purpose. The author of the thesis typed the discussion with a laptop during the phone 

discussion. Ideally the phone discussion would have been recorded to ensure more 

reliable transcription and interpretation. The solution was to try to keep the discussion 

flowing regardless of the multitasking. As a result, the author of thesis had to focus on 

listening and writing instead of speaking herself. As the substance of the discussion was 

familiar to the author of this thesis, the essential discussion points were captured. 

Naturally returning the interview was not possible as it was not recorded. 

The target audience could have been extended to a wider geographical area and to 

include some of the board members from the larger badminton clubs to be interviewed. 

This could have resulted in different insights from the other end of the persona spectrum. 

11.2 Assessment of the action research 

Challenges of the action research were evident to the author of this thesis. Through years 

of volunteering experience in the leading positions of the boards in the non-profit 

organisations have led to self-evident knowledge about for example administrative tasks, 

the need to lead by example and the importance of communication. Furthermore, there 

is certain jargon within in the badminton as a sport. Also, understanding the structures 

and the dependencies between the various organisations helped the author of this thesis. 
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Depending on how the sports clubs can orchestrate their resources might have a vast 

impact on how the sports clubs can benefit from all the possibilities they have to improve 

their operation and the member experience. Research triangulation could have been 

utilised more widely in this thesis by integrating a wider number of people to the research 

process to assess the results for example. 

The anonymity of the interviewee was sustained, unless they wanted to be presented 

with their own name. This enabled straightforward discussion and honest answers from 

the interviewees. The recordings, transcripts and the handwritten notes from the 

personal interviews will be deleted once this thesis is published. 

11.3 Learnings  

During the process of this thesis the author profoundly explored the materials available 

at the Finnish Olympic Committee’s website. There were vast numbers of resources and 

tools to develop the sports club’s operation which could have been fully utilised during 

this thesis if discovered earlier. For example, there were ready made survey templates 

to gather feedback to analyse the situation of the sports club and separate ones to gather 

information from juniors of different ages as well as from parents and active members of 

the sports clubs. These feedback surveys were not customizable for each sports club. 

This anonymised data from these surveys also indicates the Finnish Olympic Committee 

the status of the sports clubs and their members; moreover, the sports clubs using this 

survey can also have the access to the data. 

Moreover, there is a value map to facilitate discussions about values in the sports club. 

The values are not defined in the Raisio Badminton Association and this could be one of 

the future development areas for the badminton club. Values were not studied in this 

thesis, but they might have a major impact on the leadership and the member 

experience. There are also guides on how to build a strategy and how to develop 

communication in a sports club. Furthermore, the auditing service for a sports club could 

be utilised even when the sports club has no objectives to complete the official audit 

process. The operation of the sports club can and should be developed step by step, 

according to the knowhow and resources of the sports club.  
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Regional organisations provide constant training for the sports clubs, and this was also 

one of the valuable learnings also for the author of this thesis regardless of her extensive 

prior knowhow. The more you learn, the more you realise you do not know. Sports clubs 

should actively encourage their members, not only the board members, to join these 

seminars to increase the members’ knowhow about various administrative and coaching 

aspects. For those in leading positions and with willingness to grow and learn, the 

seminars are excellent places to start but also to network with other sports clubs. 

11.4 Suggestions for further studies 

There is a vast amount of development work to be conducted to even the workload of 

the volunteers into a wider group within the community at the sports clubs. It would be a 

valuable topic for a service designer to study and co-design solutions on how to improve 

involvement of the members in sports clubs. This thesis only scratched the surface on 

this issue by indicating for example tasks that could be rotated among the members of 

the badminton club.  

Currently 130 sports in Finland are under the Olympic Committee’s umbrella. It would be 

beneficial to find out what is the mindset of the major sports currently operating outside 

the Olympic Committee to join them in the future. Time will tell, how this situation possibly 

affects the sportspeople’s user experience. 

It might be fascinating to develop future scenarios to sports clubs. How their role in the 

society might change in the future? What kind of leadership model would support sports 

clubs in the future? Sports clubs might have the potential to evolve towards self-

managed, purpose-driven next-stage Teal organisations. 

Finally, this thesis was finalised by the time the Suomisport sports club service was still 

in its first piloting phase and only the pilot group was exposed to the concept being 

developed. The first release of this new digital service will be launched at the autumn 

2019 to the sportspeople. There development roadmap for Suomisport is clear and 

presumably the needs of the sportspeople will lead the design work. It would be 

interesting to study in the future how the Suomisport sports club service has affected to 

the everyday sports life of the sportspeople. 
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Organisational structure examples 

 

Organisational structure of a sports club with an example of a single sports club 
(badminton club). 

 

Organisational structure example of a multisport club (badminton club as a division). 
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The Raisio Badminton Association: 
Satisfaction survey questions (2018) 

(Translated from Finnish) 

Tool: SurveyMonkey 

 
Let’s build together even better sports club. 
 
Every member in RaSu is important to us and for that reason we would like to know 
your opinion about Rasu’s operation now. So, please let us know, what works and 
where we to improve.  
 
This survey is anonymous, and the results will be shared to all the members in Rasu. 
It takes approximately 1-2 minutes to answer to this survey. 
 
Thank you for your time! 
 
On behalf of the board of the Raisio Badminton Association, 
Susanna Lehtojärvi, chairwoman 
 

−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−−− 
 
Question 1. What/which of the following describes you as a member of RaSu the best? 
(you can choose more than one option)  
 
Recreational player 
Tournament player 
Junior player (under 18 years) 
A parent of a junior player 
I’m not a member of RaSu 
 
Question 2. How likely you would recommend the Raisio Badminton Association to 
your friend or colleague?  
 
Not likely at all                    Very likely 

 
 
Question 3. Which things are well in RaSu? What works?  
 
Question 4. In which things in RaSu there is room for improvement? Even the smallest 
development ideas are welcome.  
 
Question 5. Is there something else that you would like to tell us?  
 
 
Send your responses, thank you for your time! 
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Word clouds (in Finnish) 

 

Word cloud on the strenghts at the badminton club. 

 

Word cloud on the development areas at the badminton club. 
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Pre-task questions for Suomisport sports club service 
pilot kick-off 

(Translated from Finnish) 

Answer to the following questions via e-mail prior to the kick-off. You can focus on the 

most relevant, two to three, topics in your answers, the aim is not to describe everything: 

1. Name of your sports club and your role at the club 

 

2. What aggravates or causes extra work now in your everyday sports life (= tasks 

that relate to the training groups’ and teams’ practices, tournaments and 

everyday operation) 

a. What is cumbersome and laborious now to manage electronically? 

b. What is not possible now to be managed electronically? 

c. For what you hope to get novel solutions? 

 

3. Imagine an ideal situation where the entire operation works in the sports club 

service 

a. What you would be able to do in the service? 

b. Describe shortly, how would you do these things? 

c. What you do not want to do in the ideal service or electronically and what 

for what things you could free your time with the help of the service? 
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Cultural probes at the Basecamp (in Finnish) 
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Online game survey  

(Translated from Finnish) 

Topic: ”The Finnish Olympic Committee’s Suomisport supporting sports clubs”  
Tool: Kahoot! 
 
Q1: What is Suomisport? (30 sec) 
The biggest sport service in Finland: This is a correct answer 
Pay-per-view sports channel: This is a wrong answer 
Sports fashion label: This is a wrong answer 
Only a place to purchase licences: This is a wrong answer 
 
Q2: Only audited sports clubs can use Suomisport. (30 sec) 
True: This is a wrong answer 
False: This is a correct answer 
 
Q3: Currently Suomisport enables sports clubs to: (30 sec) 
apply funding from the Ministry of Education and Culture: This is a correct answer 
develop operation with the (Tähtiseura) audit program: This is a correct answer 
manage events: This is a correct answer 
all options are correct: This is a correct answer 
 
Q4: We know for exactly how our members are. Our member registration is 
constantly up to date. (30 sec) 
Noup!: This is a correct answer 
Maybe it is, maybe it is not... :This is a correct answer 
What member register? This is not on my plate.: This is a correct answer 
Of course!: This is a correct answer 
 
Q5: We use Suomisport as a member register. (20 sec) 
Yes: This is a correct answer 
No: This is a correct answer 
 
Q6: Which of the following statements describes the best your clubs 
communication at the moment? (30 sec) 
There’s no need to communicate to our members.: This is a correct answer 
We got Nimenhuuto, Whatsapp-groups, FB-groups...: This is a correct answer 
We sent invoice once a year and that’s it!: This is a correct answer 
We should communicate, but it is somehow complicated and time-consuming.: This is 
a correct answer 
 
Q7: What functions Suomisport should have so that it would be interesting to 
your club? 30 sec 
Member register management: This is a correct answer 
Sign-ups for practices and training groups: This is a correct answer 
Payments (membership fees, training fees): This is a correct answer 
All the above mentioned: This is a correct answer 
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Q8: Could you consider of attending to the Suomisport pilot and share your 
view? 30 sec 
Absolutely not!: This is a correct answer 
I might be interested.: This is a correct answer 
I do not think, I have anything to give...: This is a correct answer 
For sure!: This is a correct answer 
 
Q9: In order our sports club to take Suomisport in use, 30 sec 
It would be way too big change for us. Not gonna happen!: This is a correct answer 
I would need someone outside our club to help at the implementation: This is a correct 
answer 
I do not know, maybe, who would do this?: This is a correct answer 
I’m willing to try, if it would make our everyday sports life easier.: This is a correct 
answer 
 
Q10: Our administration is running well and all the needed tasks are properly 
resourced. 30 sec 
Yes!: This is a correct answer 
Help! Far from that!: This is a correct answer 
Give or take, we could use some extra help.: This is a correct answer 
We have everything in place, I could even help other clubs.: This is a correct answer 
 
 



Appendix 7 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Susanna Lehtojärvi 

Face-to-face interview questions  

(Translated from Finnish) 

 
1. What’s your name? 

2. Describe your current life situation. (school, single, living with family members, 

retired) 

3. Where do you live? (city) 

4. Which of the following describes your role at your badminton club? 

a. A member 

b. A Board member 

c. A coach 

5. Which badminton club you are member of? 

6. How many members there are in your badminton club? 

7. What other sports do you do? 

8. What else do you like to do on your free time? 

9. Are you a member of other sports clubs? If yes, which ones? 

10. PICTURE CARDS: Now we are considering the communication within your 

badminton club. Pick one card and tell if me how it describes the communication 

within your badminton club?  

a. Facilitation: if it is difficult to choose only one card, ask to pick two. 

b. Note: Take a picture of the selected card. 

11. What communication channels your badminton club is currently utilizing? 

12. WISHFUL THINKING: Now, you have a magic wand and you do not have to think 

about any restrictions or resources. If there is one thing you could change in your 

badminton club, what would you change? 

a. Facilitation: remind that there are no restrictions or resource concerns one 

needs to consider. 

13. If case I have more questions, can I contact you? 

a. Remember to ask the phone number. 
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Semi-structured interview questions (e-mail, phone) 

(Translated from Finnish) 

1. What are the badminton club’s strengths? 

2. What are the badminton club’s weaknesses? 

3. What are the badminton club’s opportunities? 

4. What are the badminton club’s threats? 

 

Next let’s discuss about your experience as the member of the board and as the chairman. 

5. How did you experience communication in the club between the board members, towards 

members and outside the club? Was it sufficient? (basic) 

6. What do you admire about your sports club? (subjective) 

7. At what point did you feel that the board member or other board members of the club 

trusted you with your initiatives? (subjective) 

8. How did you experience the leadership? (satisfaction) 

9. What criteria did you use to assess your success in your tasks in the sports club? 

(satisfaction)  

10. If you had difficulty completing some task who would you contact for help? (subjective) 

11. What did you consider a reward for a job well done? (satisfaction)  

12. What encouraged you in your sports club or in your task at the sports club? (satisfaction) 

13. What frustrated you? (satisfaction) 

14. How would you describe your sports club to your friends and family today? (satisfaction) 

15. Wishful thinking: Imagine a situation where anything is possible. There are no restrictions. 

If you could change one thing in your sports club what would it be?    

16. Short question about the Finnish Olympic Committee’s Suomisport sports club service. 

Currently you purchase tournament licence from Suomisport. After the Suomisport sports 

club service pilot version is published you can sign-up for trainings and the coach can 

check the presence of the attendees. Also, coach and board members can send messages 

to the members. However, members cannot reply to these messages or members cannot 

communicate with each other’s. Furthermore, you can pay membership fee and training 

fees at the Suomisport. Eventually when the service widens, Suomisport will diminish the 

need to report various statistics to the Finnish Badminton Association and to the 

municipality, as the statistics is accurately available at the Suomisport. What thoughts do 

you have on this?  

17. Is there something else you would like to tell me? 
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"Junior player's membership the badminton club"

Persona Name Scenario Goals & expectations

Re-occurring event

MEMBERSHIP

STAGES

MEMBER 

TOUCHPOINT

Mobile phone

SPORTTISAITTI

Laptop

e-mail

Mobile phone

e-mail

Laptop

website

Mobile phone

e-mail

Mobile phone

e-mail

pdf invoice

Laptop

e-mail

NIMENHUUTO

Mobile phone

NIMENHUUTO APP

Mobile phone

NIMENHUUTO APP
Kerttula Sports Hall Coach

Mobile phone

e-mail

pdf invoice

Laptop

e-mail

pdf invoice

bank website

Mobile phone

NIMENHUUTO APP
Kerttula Sports Hall Coach

Mobile phone

e-mail

MEMBER 

ACTION

Wants to find out what types of 

groups there are for junior 

players at her badminton club. 

Visits the website.

Wants to find out how to 

proceed. Wants to find out 

trial possibilities.

Receives a reply from 

Conrad.

Fills in the online form with 

all requested personal details

Two days later receives an 

welcome e-mail from the club

Receives an pdf invoice via e-mail Logins to NIMENHUUTO and 

creates a user profile for her 

daughter

Downloads a 

NIMENHUUTO app. 

Sign-ups her daughter to 

the training group via 

NIMENHUUTO APP.

Takes her daughter to 

the taining group for the 

first time

Meets the coach with her 

daughter (for the first time).

Receives a reminder (an pdf invoice) via 

e-mail.

Pays the invoice. Sign-ups her daughter to 

the training group.

Takes her daughter to 

the training group for 

the first time

Meets the coach with 

her daughter.

Her daughter wants to 

quit badminton. She 

wants to play football 

instead.

Informs via e-mail that her daughter will not 

continue her membership anymore.

MEMBER 

SAYS

"What if my daughter 

doesn't like the 

badminton?"

"How can I combine my 

daughter's profile to mine own 

profile?"

"Oh boy, I have totally forgotten 

this…"

"My daughter liked the group, but she wants to 

try football next. We don't have time for both 

hobbies now."

BOARD MEMBER 

TOUCHPOINT

Laptop

e-mail

Laptop

e-mail

Mobile phone

e-mail

Laptop

SPORTTISAITTI

Laptop

SPORTTISAITTI

Laptop

SPORTTISAITTI

HOLVI

Mobile phone

e-mail

Laptop

HOLVI

Mobile phone

HOLVI APP

Laptop

SPORTTISAITTI

Laptop

e-mail

HOLVI

SPORTTISAITTI

Laptop

e-mail

HOLVI

SPORTTISAITTI

Laptop

NIMENHUUTO

SPORTTISAITTI

BOARD MEMBER 

ACTION

Receives e-mail inquiry about 

the junior groups, how to 

sign-up, how to trial etc. 

Reads the message, but 

cannot reply right away.

Later in the evening: 

Replays to the inquiry right 

away.

All board members receive 

the application to common 

mailbox.

Chairman approves the 

member application in 

SPORTTISAITTI.

Sends out an welcome e-mail 

with membership benefits, 

information about 

NIMENHUUTO and upcoming 

invoice.

Logins to SPORTTISAITTI and copies the e-

mail address of the parent of the junior 

player. Logins to HOLVI and creates a new 

invoice based on a earlier template. Pastes e-

mail address and HOLVI generates and sends 

the pdf invoice.

NIMENHUUTO managers 

receive autogenerated e-mail 

from NIMENHUUTO that 

there's new member profile 

added.

Receives weekly summary from HOLVI. 

Notices that then new member has not 

remembered to pay the membership 

invoice. Sends reminder via HOLVI.

Receives notification from HOLVI 

APP on the arriving membership 

payment.

Logins to SPORTTISAITTI to mark the 

membership payment as paid.

Receives the resignation e-mail. Logins to Holvi 

and cancels the pending membership fee invoice. 

Logins to SPORTTISAITTI and deactivates the 

member profile and adds note about the 

resignation. Profile cannot be deleted yet as the 

age, gender, groups statistics are needed on next 

year's reporting. Profile will be deleted manually 

after that.

Logins to SPORTTISAITTI and 

deactivates the member profile. It 

cannot be removed yet as the details 

are needed on next year's reporting. 

Profile will be deleted after that. 

JANUARY 2020: Logins to 

NIMENHUUTO and removes the 

daughter's profile. Logins to 

SPORTTISAITTI and deletes the 

earlier deactivated member profile.

BOARD MEMBER

SAYS

"I need to remember to 

reply to this asap."

"No worries, you can visit 

us couple of times and 

then decide for 

membership."

"Luckily I only need to add the 

member to groups, details are 

in place."

"I'm pleased that we got a 

new potential member."

"I'm glad that I do not have to do Excel 

invoices and send them as attachments."

"Good. Now they can sign-up 

for the trainings and the coach 

knows, who is coming."

"Seriously?! I have better things to do 

than follow-up the unpaid invoices."

"Great! I don't have to sent any 

further reminders on this."

"I wish this information would 

update automatically to the register, 

this is frustrating job."

"Thank you for informing us. It is important for 

us that the kids enjoy. Welcome back on board 

later!"

"I need to remember to delete the 

profile once the statistics from this 

year is completed."

"I almost forgot to do this…"

OPPORTUNITIES

Detail enough descriptions of 

the training groups at the 

website.

Remember EMPATHY!

The board member to add the 

NIMENHUUTO profile > to 

make sure it is done.

Remember EMPATHY!

SUOMISPORT: The system would 

automatically update the payment 

information to the user profile. Also 

the coach sees that the membership 

(and training fee) is paid from the 

participant list.)

The user could inform thorough the profile about 

the resignation and add the reason. The account 

would automatically disable the profile and send 

notifications to the board members and the 

coach(es). 

Remember EMPATHY!

SUOMISPORT: Anonymized data 

available automatically. No need  to 

pull separate statistics, the system 

could generated needed reports 

automatically.

SUOMISPORT: Profile accounts 

would be automatically deleted.

A chairman, part of the badminton club's board, plays actively. Committeed Conrad Committed Conrad is selected to continue on his chairman position.

Conrad wants to take care of all the new members as well as possible. However, there are lot to 

remember and the inquiries can come throughout the year and people expect to receive 

answers quickly.

Customer Journey Map

Member of the club, plays badminton and competes actively, a parent of three 

kids.
Active Alison

Alison wants to find her daughter a suitable training group. Preferable from the club Alison is 

playing herself.

Alison hopes that her daughter enjoys the training group. It would be great to share the same 

sport and maybe play together at some point, too.

CONSIDERING MEMBERSHIP FOR HER DAUGHTERAWARENESS MEMBERSHIP FOR ALISON'S DAUGHTERTRIAL FOR HER DAUGHTER AFTER THE DAUGHTER'S MEMBERSHIP 
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Annual operational clock of the Raisio Badminton 
Association 
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"One year at the board of a badminton club" Re-occurring event

Persona Name Scenario Goals & expectations Note! The arrangements needed for the official tournaments are excluded from this service blueprint.

Active Alison

Furthermore, there are multiple board members with different roles and tasks, and not all of them are decribed in this service blueprint.

A chairman, part of the badminton club's board, plays actively. Committeed Conrad

TIME OF THE YEAR

MEMBER 

TOUCHPOINT

e-mail

mobile phone

mobile phone

e-mail

laptop

e-mail

Excel

pdf invoices

HOLVI

mobile phone

NIMENHUUTO

mobile phone

e-mail

mobile phone

e-mail

mobile phone

e-mail

mobile phone

NIMENHUUTO APP

mobile phone

NIMENHUUTO APP

mobile phone

NIMENHUUTO APP

mobile phone

FACEBOOK PAGE

mobile phone

NIMENHUUTO APP

mobile phone

NIMENHUUTO APP

mobile phone

e-mail
Common tournament

MEMBER 

ACTION

Receives an e-mail to check the 

membership details

Receives two e-mails, first from 

Raisio's Badminton Association 

that membership fee invoices 

are coming. The second e-mail 

has pdf invoice attached.

Receive a request to gather 

information for the Autumn 

tournaments and prepare 

invoices. Receives the incoming 

pdf files from the treasurer and 

access to the Holvi bank.

Notices from Nimenhuuto app 

that one the trainings she was 

planning to attend is cancelled.

Receives a reminder e-mail with pdf 

invoice. Pays the invoice.

Receives an invoice regarding her 

daughter's training fee.

Receives an invitation to the 

statuory Spring meeting. Also 

notices the same information at 

the club's FB page.

(Alison is invited, but she forgot 

the whole meeting.)

Gets notification from the 

NIMENHUUTO that there are new 

events.

Reads an post about the key 

update.

Gets notification from the 

NIMENHUUTO that there are new 

events.

Enjoys the summer!
Sees a FB post about the 

event.

Gets notification from the 

NIMENHUUTO that there 

are new events.

Reads an post about the 

key update.

Receives an invitation to the 

statuory Spring meeting. Also 

notices the same information 

at the club's FB page.

Remembers the statutory 

meeting, but cannot attend due 

to the other responsibilities.

Attends common 

tournament and gets to 

known also some new 

members she has not 

met before.

Receives season's 

greetings from the club

Line of interaction

BOARD MEMBER 

TOUCHPOINT

laptop 

NIMENHUUTO

SPORTTISAITTI

Excel

laptop

SPORTTISAITTI

e-mail

.tp file

laptop

www.rasu.net (SPORTTISAITTI)

social media (FB, IG)

NIMENHUUTO

Word

laptop

SPORTTISAITTI

HOLVI

laptop

e-mail

Excel

pdf invoices

HOLVI

mobile phone

NIMENHUUTO

mobile phone

HOLVI

laptop

HOLVI

paper list of participants

Laptop

SPORTTISAITTI

FACEBOOK PAGE

laptop

online forms

city website

Kerttulan liikuntahalli

laptop

paper prints in folder

mobile phone

e-mail

WHATSAPP

laptop

Word template

e-mail

laptop

online form

laptop

Word template

e-mail

laptop

e-mail

SPORTTISAITTI

NIMENHUUTO

mobile phone

NIMENHUUTO

mobile phone

e-mail

WHATSAPP

laptop

e-mail

SPORTTISAITTI

NIMENHUUTO

Kerttulan liikuntahalli

printed marketing material

laptop

NIMENHUUTO

laptop
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BOARD MEMBER 

ACTION

(direct contact)

Sends out a information check 

request to all members in the 

register.

Sends out an member mailing to 

indicate that membership 

invoices are sent out. Reminds 

the importance of the paying the 

invoice on time to ease the work 

of the board members. 

Cancellation needs to be marked 

at the NIMENHUUTO.

Sends a reminder via the HOLVI 

app.

To make sure that the training fee 

invoices are sent only to those 

players who actually attends the 

training, the coaches are 

responsible to take care of this.

 He sends an invitation 14 days 

prior the meeting to the members 

with the meeting agenda via 

SPORTTISAITTI. At the same login 

he makes a news post on the 

website. Furthermore, an FB post is 

made on the club's FB page.

Attends to the statuory Spring 

meeting. 

Reminds the members with the 

key to Friisilä to contact Kerttula 

Sports Hall to update their keys to 

work during summer trainings.

Reminds the members 

with the key to contact 

Kerttula Sports Hall to 

update their keys to 

work during winter 

trainings.

 He sends an invitation 14 

days prior the meeting to the 

members with the meeting 

agenda via SPORTTISAITTI. At 

the same login he makes a 

news post on the website. 

Furthermore, an FB post is 

made on the club's FB page.

Attends the Raisio’s Badminton 

Associations’ statutory Autumn 

meeting.

Line of visibility

BOARD MEMBER 

ACTION

(back office)

Exports member register into an 

Excel file and prepares reporting 

to the Finnish Badminton 

Association and City of Raisio.

Receives the registration key to 

the Tournament Planner to the 

office alias e-mail box.

Starts to write the annual report 

for the previous year. Checks 

website updates, Nimenhuuto 

messages and social media 

updates. Requests the treasurer 

to prepare financial report.

Logins to Holvi and starts sends 

the invoices one-by-one to each 

member according to the 

member register. Basically there 

are two types of invoices; juniors 

and adults.

Tries to remember who made 

the tournament invoices to the 

tournament players last time. 

Initiates discussion among the 

board members who could do 

the invoicing next. Provides 

access to the Holvi for the 

member who agreed to do the 

invoicing.

All the members in the office 

alias e-mail group receives the 

cancellation details. One needs 

to open the file and check 

whether the cancellation affects 

our training shifts. This time it 

does. 

Checks the status of the 

membership fees from the Holvi 

mobile app. Notices that there are 

multiple overdue payments. 

 Also, each outbound payment can 

be associated with an expense 

category in HOLVI. So bookkeeping 

at the end of the year is being 

prepared at the same time.

Chairman discusses a suitable date 

for the statuory meeting with the 

board members and books a 

meeting location.

Applies funding from the 

municipality. Prepares statistics, 

fills the reports and includes 

requested appencises.

One of the board members types 

the memo. Final memos are 

stored to the PCLOUD after 

reviewing.

Receives an e-mail from the 

chairman of the LounaSulka. 

The board plans the timings 

of the desired tournaments 

and inform other LounaSulka 

member clubs.

Applies summer training shifts 

after discussion of the board 

members.

Fills in the online application 

form for the sports federation, 

each form to filled per 

tournament.

Sends out of reservations to 

the Kerttula sports hall for the 

all applied tournament dates to 

secure the tournament 

location.

Updates the Summer shifts to the 

website SPORTTISAITTI and 

addition to the NIMENHUUTO

Logins to NIMENHUUTO and 

makes a post to all members.

Receives an e-mail of the training 

shift decision from the City of 

Raisio for the season 2019-2020 

(winter). There is instantly 

discussion at the board member 

WHATSAPP group. 

Updates the Winter shifts to the 

website SPORTTISAITTI and 

addition to the NIMENHUUTO

Invoicing of the Spring 

tournament fees from players 

needs to be coordinated again. 

Most likely all the badminton 

clubs have invoiced their 

tournaments.

Enjoys the summer break!

Prepares the short marketing 

materials and attends to the 

"Activity exhibition" with a 

small volunteer group to 

present badminton. Promotes 

the event at the FB PAGE and 

INSTAGRAM.

Updates latest now the 

winter shifts to the website + 

to the Nimenhuuto.

Logins to 

NIMENHUUTO and 

makes a post to all 

members.

Reminds coaches to 

sent the training 

invoices right away.

Asks the members of 

the board to continue 

and recruit new 

members if needed; 

confirm the auditor and 

the deputy auditor.

Starts to prepare an 

action plan and budget 

for the upcoming year. 

These needs to be ready 

and approved by the 

board by the Autumn 

meeting.

Agrees with the board 

about the date of the 

statutory Autumn 

meeting. Books a place 

for the statutory 

Autumn meeting.

Logins to SPORTTISAITTI and 

FACEBOOK PAGE.

Informs about the newly selected 

board of the club to all the 

members, also public posts.

Takes care of changes of the 

procurists to the Patent and 

registration office (PRH). 

Personal identity numbers are 

needed, unless the members 

update the notification form 

themselves.

For NEW board members create e-mail 

alias, add e-mail to toimisto@rasu.net and 

edit the johtokunta@rasu.net group. Add 

rights to HOLVI, add access to 

SPORTTISAITTI. Add access to PCLOUD and 

manager rights to NIMENHUUTO. Add 

administrator rights on the FACEBOOK 

page. Create new WHATSAPP group. Add 

rights the IG Business account.

Asks if someone wants to join 

the Finnish Badminton 

Associations’ statutory Autumn 

meeting on site in Helsinki.

The board organises a 

common tournament to 

the members.

Sends season's 

greetings to all the 

members via 

SPORTTISAITTI and 

makes a FACEBOOK 

post.

BOARD MEMBER

THINKING

"It this time of the year again. 

This is really frustrating 

operation to do, altough it 

provides fact on the member 

structure in our club."

"This is convenient, I can do this 

easily and I can see, if the 

member has not received the e-

mail."

"I need to remember to install 

this. Luckily the file is sent to 

wider audience at our club."

"If done properly this requires a 

lot work and digging out pieces 

of information. This is time 

consuming."

"This is easier than before, I 

only need to copy-paste the 

name and e-mail of the 

member and after creating the 

first membership fee invoice for 

this year I can use that as an 

template for the next ones. 

Holvi generates pdf invoice 

automatically."

"Holvi as a bank enabled us to 

rotate outgoing invoice 

routines."

"Once a again a group mail. I 

wonder if the cancellation has 

an effect on us this time. I hope 

the sports services would sent 

the information to those sports 

clubs affected."

"How hard it can be to pay the 

invoice on time? Following up and 

sending reminders is really 

unpleasant task regardless of the 

reason why the invoice has not 

been paid on time."

"Invoicing is easy with Holvi and 

it enables multiple users which is 

good. Since the juniors can start 

non-stop during the year with the 

possibility to trial first, it is some 

challenges with the process."

"All the needed documents are 

prepared and approved by the 

board. I wonder if there are any 

members outside the board 

attending to the meeting. 

Informing the members is easy."

"This is the most toxic task to do. 

It would be easier to see the 

statistics from a dashboard."

"We need to attract more 

members into these meetings. It 

is crucial to hear what our 

members think and feel and 

how they would like to develop 

the club."

"Coopetition with the local 

badminton club is going in 

good spirit."

"I hope all the dates are right 

in the Word applications. It is 

frustrating to book location 

many months in advance. We 

need to wait to get 

confirmations from the sports 

federation."

"Adding these occuring events to 

NIMENHUUTO is easy."

"This is every time a frustrating 

task. There should be a better 

solution for this."

"This is great opportunity to 

us to promote badminton 

and attract new potential 

members to join our club."

"This is easy task to 

remind. Saves a 

trouble, if someone 

forgets and cannot 

access to Friisilä."

"It is better to send 

them at the beginning, 

so that it is not 

forgotten."

"This is time 

consuming task, which 

should be done 

together."

"It would be nice to 

ideate these events 

with to the members 

and rotate the 

arrangement 

responsibilities."

"The agenda of the meeting 

is the stardard and we have 

established communication 

channels to inform our 

members."

"The usual participants at the 

meeting. The meeting is self is 

relaxed and there are good 

discussions."

"We have a superb group of 

people once again at the board. 

I hope we have a successful year 

a head of us."

"It saves time and money to do 

this online."

"Luckily there is a check list what to do; 

otherwise I could not remember all of 

these."

"It would be good to join on-

site to meet other badminton 

club and Finnish Badminton 

Associations representatives."

"This is so much fun!"
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OPPORTUNITIES 

TO SUPPORT 

PROCESSES

SUOMISPORT: Automated real 

time dash boards and reports 

based on gender, age, category 

of the player

SUOMISPORT: The members to 

receive notification to pay their 

membership fee automatically at 

the beginning of January.

CITY OF RAISIO'S SPORTS 

SERVICES have requested to 

compile yearly event 

cancellation to all sports clubs to 

help them to plan their 

activities. Also it has been 

requested that the cancellation 

notices would be sent only those 

clubs affected.

SUOMISPORT: Although there are 

multiple board members who can 

check the membership payment 

status, there is still an extra effort 

needed to track the payments. In 

the case of junior players, the 

coaches could track also the 

training fees status if information 

could be integrated with the 

attendance list.

SUOMISPORT: The training fees 

could be paid upon registration to 

the training group. The tracking the 

training fees is at the responsibility 

of the coach, since he/she is the 

only one to meet the parents and 

juniors. This is challenging for the 

board member to manage 

remotely.

SUOMISPORT: Anonymised 

statistics available realtime to the 

sports club, municipality and to 

the sports federation and even to 

the Olympic Committee.

THE FINNISH BADMINTON 

ASSOCIATION: it would be 

beneficial to receive 

confirmation of the application 

sent. Just to make sure 

everything is right.

CITY OF RAISIO'S SPORTS 

SERVICES: Word templates 

could be online forms to avoid 

transferring the data from the 

forms into the booking system.

SUOMISPORT: How the 

sportspeople get information 

about the new events?

THE FINNISH OLYMPIC 

COMMITTEE: The utilisation of 

the ZOOM meeting application 

could enable better sound and 

screen sharing than FB LIVE.

DEVELOPMENT 

OPPORTUNITY 

FOR THE CLUB 

Annual report could be co-

designed with the members

Altough the task is easier than 

the previous Excel-Word-pdf-

email process. This requires 

manual work. 

Rotating task among members. 

Previous maker teaches the next 

one the job.

Outsourcing the overdue invoices 

to the debt collection agency.

Attendance rate of the meeting 

could be improved. 

There is possibility to try to 

combine some additional get-

together in the joint of the 

statutory meetings to attract 

more members. For example, 

value discussion workshop could 

be arranged at the meeting. 

Rotating task for this would be 

possible as NIMENHUUTO 

enables easy user right 

management.

To rotate the 

arrangement 

responsibilities among 

the board and the 

members.

There is possibility to try to 

combine some additional get-

together in the joint of the 

statutory meetings to attract 

more members. For example, 

value discussion workshop could 

be arranged at the meeting. 

Remember to do a proper 

induction for the new member. 

Operational ABC is good reading 

for the beginning.

Promote the meeting earlier 

among the members.

BOARD MEMBER 

EMOTIONAL 

EXPERIENCE

Member of the club, plays badminton and competes actively, a parent of three 

kids.

Service Blueprint

Alison hopes that her daughter enjoys the training group. It would be great to share the same sport and maybe play 

together at some point, too.

Conrad wants to take care of all the task as well as possible. However, there are lot to remember and he hopes that 

the other board members take initiatives on the tasks. The decision making at the sports club is collective and Conrad 

has tried to smooth the everyday sportslife with informal communication through WhatsApp. But whenever there 

are larger decision involving financials, he sends e-mail and requests every board member's view.

Alison is the member of the badminton club. She attends to the tournaments and 

volunteers whenever her everyday life provides an opportunity for that.

Committed Conrad was selected to continue on his chairman position in the 

Autumn meeting.
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