Sylvania Recreation Corporation

CHAPTER ONE RECREATION PROGRAM ASSESSMENT
1.1 INTRODUCTION
As part of the Comprehensive Master Plan process, the consulting team performed a Recreation Program
Assessment of the programs and services offered by the Sylvania Recreation Corporation (SRC). The
assessment offers an in-depth perspective of program and service offerings and helps identify strengths,
weaknesses, and opportunities regarding programming. The assessment also assists in identifying core
programs, program gaps within the community, key system-wide issues, areas of improvement, and
future programs and services for residents.
The consulting team based these program findings and comments from a review of information provided
by SRC’s staff including program descriptions, financial data, partnership agreements, promotion
methods, etc. This report addresses the program offerings from a systems perspective for the entire
portfolio of programs, as well as individual program information.
1.1.1 PROGRAM ASSESSMENT OVERVIEW
SRC offers a wide gamut of programs ranging from sports and camps to aquatics and special events. The
following section is a brief overview of all program offerings provided by the SRC.
Below are some overall observations that stood out when analyzing the program assessment sheets:
•

Overall the program descriptions effectively communicate the key benefits and goals of
each Core Program Area.

•

Age segment distribution is rather skewed towards the younger age segments. SRC needs
ensure older age segments aren’t being under served. The age segment distribution should
be monitored on an annual basis to help ensure program distribution aligns with community
demographics.

•

Program lifecycles: Currently, 0% of the system’s programs are categorized in the
Introduction Stage; while 9% of programs fall into the Decline Stage. A complete description
of Lifecycle Stages can be found in Section 1.5.

•

The Service Area’s volunteer program partners with the Positive Coaching Alliance to
provide coaches for youth sport programs. This allows local adults to give back to the District
while also having a positive impact on the community’s youth.

•

From a marketing and promotions standpoint, the staff utilizes a variety of marketing
methods when promoting their programs including: the SRC website, digital brochures and
flyers, email blasts, marquee signs, SMS marketing, paid advertisements (TV), and Facebook
as a part of the marketing mix.

•

•

Better identify marketing Return on Investment for all marketing initiatives

•

Opportunity to increase the number of cross-promotions.

Currently, customer feedback methods are rather limited. Moving forward, it is highly
recommended that the SRC begins incorporating user feedback, on a more consistent biases,
as a key performance measure that can be tracked over time.
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•

Specifically, pre-program evaluation and lost customer surveys are highly recommended
feedback tools that should be considered moving forward.

•

Pricing strategies are varied across the board. Currently, the most frequently used
approaches include: family/household status, residency, prime/non-prime time, group
discounts, cost recovery, and ability to pay. These are good practices and must be
continued. In addition, it is essential to understand current cost of service in order to
determine ideal cost recovery goals

•

Financial performance measures such as cost recovery goals are currently being utilized by
the District as it pertains to the overall program services. Moving forward, it is recommended
for staff to begin tracking cost recovery for all core program areas. When doing so, the staff
should factor in all direct and indirect costs pertaining to programming. A focus on
developing consistent earned income opportunities would be beneficial to the SRC’s overall
efforts towards greater fiscal sustainability.

1.2 EXISTING CORE PROGRAM AREAS
Public recreation is challenged by the premise of being all things to all people. To help achieve the
mission, it is important to identify Core Program Areas based on current and future needs to create a
sense of focus around specific program areas of greatest importance to the community. The philosophy
of the Core Program Area assists staff, policy makers, and the public focus on what is most important.
Program areas are considered as Core if they meet a majority of the following categories:
•
•
•
•
•
•
•
•

The program area has been provided for a long period of time (over 4-5 years) and/or is expected
by the community.
The program area consumes a relatively large portion (5% or more) of the agency’s overall
budget.
The program area is offered 3-4 seasons per year.
The program area has wide demographic appeal.
There is a tiered level of skill development available within the programs area’s offerings.
There is full-time staff responsible for the program area.
There are facilities designed specifically to support the program area.
The agency controls a significant percentage (20% or more) of the local market.

In consultation with SRC staff, the planning team identified the following Core Program Areas currently
being offered:
1.
2.
3.
4.
5.
6.

Youth Sports
Adult Sports
Camps & Clinics
Special Events
Programs
Aquatics
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1.2.1 YOUTH SPORTS
The Youth Sports Core Program Area provides recreational & competitive sport programming for Pre-K
to 8th grade. Programs are league-based programs that are available for residents and non-residents.
The goal of this Core Program Area is to provide quality programs that support athletic growth and
character building for youth. We want programs to be cost friendly, establish a fun learning environment,
while promoting competition. Examples of Youth Sports include:
•
•
•
•
•

Lacrosse
Youth Baseball/Softball
Basketball
Tackle Football
Volleyball

1.2.2 ADULT SPORTS
The Adult Sports Core Program Area provide recreational sport programming for Adults 18yr to Seniors.
Programs are league-based programs that are available for residents and non-residents. The goal of this
Core Program Area is to provide quality programs that support athletic growth and character building.
We want programs to be cost friendly, establish a fun learning environment, while promoting
competition. Examples of Adult Sports include:
•
•
•

Adult Soccer
Adult Flag Football
Adult Softball

1.2.3 CAMPS & CLINICS
The Camps & Clinics Core Program Area provides skill and drill fundamental based week-long camps and
single day clinics for a variety of sports. Camps & Clinics are available for residents and non-residents.
The goal of this Core Program Area is to provide quality camps & clinics that encourage skill development.
Examples of Camps & Clinics include:
•
•
•

Athletic Camps
Summer Days Camp
Baseball Spring Training
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1.2.4 SPECIAL EVENTS
The Special Events Core Program Area provides single day events that focus on health & wellness along
with sport specific introductions. Special Events are available for residents and non-residents. The goal
of this Core Program Area is to provide active events for the community. Examples of Special Events
include:
•
•
•
•

Goblin Gallop
Pitch Hit & Run
Softball/Baseball Tournaments
Birthday Parties

1.2.5 PROGRAMS
The Programs Core Program Area offers engaging programs that encompass a variety of interest and ages.
These specific programs are available for residents and non-residents. The goal of this Core Program
Area is to provide traditional and non-traditional programming opportunities for youth and adults.
Examples of Programs include:
•
•
•
•
•

Drop -In Programs
Pickleball Club
Kids Energy Zone
Ski Club
Active Lifestyles

1.2.6 AQUATICS
The Aquatics Core Program Area provides developmental learn to swim programs and recreational
competitive swimming programs. The goal of this Core Program Area is to provide quality swim programs
that support water safety and encourage good swimming habits in a fun learning environment. Examples
of Aquatic Programs include:
•
•

Swim Lessons
Swim Team
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1.3 DEMOGRAPHICS AND TRENDS
1.3.1 DEMOGRAPHICS
Based on population data from the Environmental Systems Research Institute (ESRI) and PROS’ analysis
of the data, the District’s Service Area’s population has recently experienced a rather moderate growing
trend, and is currently estimated at 53,293 individuals. Based on predictions through 2033, the Service
Area is expected to have 53,855 residents living within 21,494 households.
The population of the Service Area is predominately White Alone. The 2018 estimates show that 88% of
Sylvania’s population falls into the White Alone category, while Black Alone (4%) and Asian (4%) represent
the largest minorities. Future projections show that over the next 15-years the overall composition of
population will become slightly more diverse. Forecasts of the target area through 2033 project a
decrease in the White Alone population (to 84%), coinciding with increases in all other race segments.
The per capita income ($42,657) and median household income ($81,451) for the Service Area are both
well above the state and national averages. The overall composition of the population is rather old with
approximately 36% of the total population being 55+. Projecting ahead, the Service Area’s population is
expected to continue aging. The 55+ age segment is projected to increase an additional 7% through
2033, while the 0-17 and the 35-54 age segments experience decreases.
1.3.2 NATIONAL RECREATION TRENDS
Information released by Sports & Fitness Industry Association’s (SFIA) 2018 Study of Sports, Fitness, and
Leisure Activities Topline Participation Report reveals that the most popular sport and recreational
activities include:
• Fitness walking
• Running/jogging
• Treadmill
• Hiking
• Free weights
From a traditional team sport standpoint, basketball ranks highest among all sports, with approximately
23.4 million people reportedly participating in 2017. Golf and Tennis round out the top three. Sports
that have experienced significant growth in participation over the past five years are:
• Rugby
• Roller hockey
• Boxing
• Field Hockey
• Lacrosse
According to the Physical Activity Council, an “inactive” is defined as an individual that doesn’t take
part in any physical activity. Over the last 5-years the rate of inactivity has remained flat, but due to
the population increase there were 2.0 million more inactive people in 2017 than in 2012.
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1.3.3 EXPECTED LOCAL PARTICIPATION
The following chart shows the expected percentage of resident participants for the Service Area in
regards to recreational activities. These percentages are correlated to MPI scores and can serve as
another tool for programmatic decision-making that allows SRC to quantify the expected participants by
activity.

Sylvania Expected
Participation Percentage
29.5%

Walking for exercise

19.4%

Swimming

15.0%
14.0%
12.4%
12.4%
12.4%
11.9%

Jogging/Running
Hiking
Bicycling (road)
Weight Lifting
Fishing (fresh water)
Golf

9.3%
8.8%
8.1%
8.1%
5.9%
4.7%
4.4%
4.3%
4.0%
4.0%
3.9%
3.9%
3.4%
3.0%
2.9%
2.8%
1.9%

Yoga
Aerobics

Activities

Canoeing/Kayaking
Basketball
Boating (power)
Bicycling (mountain)
Football
Baseball
Backpacking
Soccer
Tennis
Fishing (salt water)
Zumba
Pilates
Volleyball
Softball
Horseback Riding
0%

5%

10%

15%

20%

25%

30%

35%

% of Sylvania Population

Figure 1: Expected Recreation Participation

1.3.4 NEEDS ASSESSMENT - RECREATION PROGRAMS PRIORITY INVESTMENT
The Sylvania Recreation Corporation (SRC) conducted a needs assessment to obtain a statistically valid
random sampling to understand the community recreational needs. The needs assessment creates the
Priority Investment Rating (PIR). The Priority Investment Rating equally weights (1) the importance
that residents place on facilities and (2) how many residents have unmet needs for the facility. Based
on the results the following six programs are rated as high priorities for investment:

Adult fitness and wellness programs (PIR=200)
• Special events (PIR=149)
• Outdoor recreation/adventure programs (PIR=128)
• Adult enrichment programs (PIR=120)
• Senior programs (PIR=111)
• Family programs (PIR=101)
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The Priority Investment Rating also develops medium and low priority investments. Some of these
programs and events could still be an investment made by SRC under the right circumstances. When
considering requests and opportunities for programs in the medium priority, it is important to consider
long-term sustainable operations to ensure a full lifecycle and positive impact. If this is not possible
for SRC to invest in alone, partnerships should be explored to share resources to provide these
programs. For programs in low priority, it is recommended that SRC seek to provide support to special
interest groups in seeking multiple partners to provide these programs and limit resource dedication.

Figure 2: Priority Investment Rating for Recreation Programs

1.3.5 RECOMMENDATIONS
The Core Program Areas listed in Section 1.2 provide
mostly recreational sports activities with a well-rounded
and diverse array of activities, currently well-suited to
address the programmatic needs of the existing
population. The Service Area should be mindful of higher
than average income levels when pricing program
offerings and special events, while considering lower
income residents who fall outside the averages. Based
upon the observations of the planning team and
demographic and recreation trends information, the staff
should evaluate Core Program Areas and individual
programs, ideally on an annual basis, to ensure offerings
are relevant to evolving demographics and trends in
Sylvania.

Continue
Assessing
Regularly

7

Recreation Program Assessment DRAFT

1.4 AGE SEGMENT ANALYSIS,
The table below depicts each Core Program Area and the most prominent age segments they serve.
Recognizing that many Core Program Areas serve multiple age segments, Primary (noted with a ‘P’) and
Secondary (noted with an ‘S’) markets are identified.
Core Program
Area

Young Adults
(18-24 yrs)

Adults
(25-44 yrs)

Middle-Aged
Adults
(45-64 yrs)

Senior
(65+ yrs)

P

P

P

P

S

S

S

P

S

S

S

P

S

Preschool

Elementary
(K-5th grade)

Middle School
(6th-8th grade)

P

P

P

Camps & Clinics

P

P

P

Special Events

P

P

P

Programs

S

P

Aquatics

P

P

Youth Sports

High School
(9th-12th grade)

Adult Sports

Families

P
P
S
S

Figure 3: Age Segment Analysis

For this report, an Age Segment Analysis was completed by Core Program Area, exhibiting an over-arching
view of the age segments served by different program areas, while displaying any gaps in segments
served. It is also useful to perform an Age Segment Analysis by individual programs, in order to gain a
more nuanced view of the data. Based on the age demographics noted previously in this report, current
programs don’t seem to be aligned with the community’s age profile. With over one-third (36%) of the
Service Area’s population falling within the 55+ age segment, it would be expected that the ‘MiddleAged Adults’ and ‘Senior’ segments would have more programming. This doesn’t appear to be the case.
Additionally, the lack of primary programs dedicated to the ‘High School’ segment is noticeable.
Teenagers make up a critical user group for parks and recreation agencies. This age segment tends to
be one of the most elusive in terms of overall participation in programs. It is important to engage teens
in recreation offerings to ensure that youth have an opportunity to participate in positive programs in
the community. Furthermore, an agency that is effective in capturing the teen segment is potentially
tapping into strong volunteer resource to aid in the development of future leaders. Moving forward, it
is recommended that SRC considers introducing new programs, specifically for the ‘High School’, ‘MiddleAged Adults’, and ‘Senior’ age segments to address any unmet needs.
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1.5 PROGRAM LIFECYCLE ANALYSIS
A Program Lifecycle Analysis involves reviewing each program offered by SRC to determine the stage of
growth or decline for each. This provides a way of informing strategic decisions about the overall mix
of programs managed by the agency to ensure that an appropriate number of programs are “fresh” and
that relatively few programs, if any, need to be discontinued.
This analysis is not based on strict quantitative data but, rather, is based on staff members’ knowledge
of their program areas. The following table shows the percentage distribution of the various lifecycle
categories of SRC’s programs. These percentages were obtained by comparing the number of programs
in each individual stage with the total number of programs listed by staff members.
Lifecycle
Stage

Description

Actual Program
Distribution

Introduction

New program; modest participation

0%

Take-Off

Rapid participation growth

11%

Growth

Moderate, but consistent population growth

23%

Mature

Slow participation growth

37%

Saturation

Minimal to no participation growth; extreme competition

20%

Decline

Declining participation

9%

Recommended
Distribution

34%
total

50-60%
total

37%

40%

29%
total

0-10%
total

Figure 4: Lifecycle Analysis

The Lifecycle Analysis depicts a rather screwed program distribution. Approximately 29% of all programs
are in the Decline and Saturation stages, while only 34% of program offerings fall within the beginning
stages (Introduction, Take-Off, & Growth). This could indicate that underperforming programs are being
sustained for too long. If a program is in the Saturation stage, it may not necessarily need to be retired
– it could be that it is a legacy program that is beloved by the community. However, it is useful to look
at attendance trends – do you have fewer participants over the last few offerings? If so, the community
may be looking for a different type of program. While there are exceptions, most programs in the
Saturation and Decline stages are ready to be retire.
Staff should complete a Program Lifecycle Analysis on an annual basis and ensure that the percentage
distribution closely aligns with desired performance. Furthermore, SRC could include annual
performance measures for each Core Program Area to track participation growth, customer retention,
and percentage of new programs as an incentive for innovation and alignment with community trends.
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1.6 PROGRAM CLASSIFICATION
Conducting a classification of services informs how each program serves the overall organization mission,
the goals, and objectives of each Core Program Area. Additionally, it also assists with how programs
should to be funded with regard to tax dollars and/or user fees and charges. How a program is classified
can help to determine the most appropriate management, funding, and marketing strategies.
Program classifications are based on the degree to which the program provides a public benefit versus a
private benefit. A public benefit can be described as everyone receiving the same level of benefit with
equal access, whereas a private benefit can be described as the user receiving exclusive benefit above
what a general taxpayer receives for their personal benefit.
This plan proposes a classification method based on three indicators: Essential, Important, and ValueAdded. Where a program or service is classified depends upon alignment with the organizational mission,
how the public perceives a program, legal mandates, financial sustainability, personal benefit,
competition in the marketplace, and access by participants. The following infographic describes each
of the three program classifications.

Figure 5: Program Classification Descriptions
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Another way to describe these three classifications is to analyze the degree to which the program
provides a community versus an individual benefit. These categories can then be correlated to the
Essential, Important, and Value-Added classifications.
Program
Classification Metrics

ESSENTIAL
Programs

IMPORTANT
Programs

VALUE-ADDED
Programs

Public interest;
Legal Mandate;
Mission Alignment

• High public
expectation

• High public expectation

• High individual and
interest group
expectation

Financial
Sustainability

• Free, nominal or fee
tailored to public
needs
• Requires public
funding

• Fees cover some direct
costs
• Requires a balance of
public funding and a
cost recovery target

• Fees cover most direct
and indirect costs
• Some public funding as
appropriate

Benefits (i.e.,
health, safety,
protection of
assets).

• Substantial public
benefit (negative
consequence if not
provided)

• Public and individual
benefit

• Primarily individual
benefit

Competition in the
Market

• Limited or no
alternative providers

• Alternative providers
unable to meet demand
or need

• Alternative providers
readily available

Access

• Open access by all

• Open access
• Limited access to
specific users

• Limited access to
specific users

Figure 6: Program Classification Metrics

With assistance from SRC staff, a classification of programs and services was conducted for all of the
recreation programs currently being offered. The results are presented in the graphic below. For a
complete list of program offers and their classifications please see Appendix A.
Approximately 36% of programs were deemed Essential by SRC staff, with 33% considered to be
Important, and the remaining 31% being Value-Added. This distribution breakdown is used to identify
the current distribution and make recommendations that help the agency achieve a balance that helps
achieve cost recovery goals.

ESSENTIAL
Programs

IMPORTANT
Programs

VALUE-ADDED
Programs

36%

33%

31%

Figure 7: Program Classification Distribution

It is recommended that the District moves towards having a distribution amongst all programs where
Important and Value-Added percentages are slightly higher than essential programs. This will help the
Service Area with operational revenues while still ensuring the Service Area’s lower income residents
have ample opportunities to participate.

11

Recreation Program Assessment DRAFT

1.7 COST OF SERVICE & COST RECOVERY
Currently, SRC’s goal is to maintain 100% self-sufficiency. In order to effectively achieve this goal PROS
recommends that the District identify cost recovery targets for each Core Program Area, at minimum,
and for specific programs or events where possible.

The previously identified Core Program Areas would serve as an effective breakdown for tracking cost
recovery metrics, which would theoretically group programs with similar cost recovery and subsidy goals.
Determining cost recovery performance and using it to inform pricing decisions involves a three-step
process:
1. Classify all programs and services based on the public or private benefit they provide (as
completed in the previous section).
2. Conduct a Cost of Service Analysis to calculate the full cost of each program.
3. Establish a cost recovery percentage, through Service Area policy, for each program or program
type based on the outcomes of the previous two steps, and adjust program prices accordingly.
The following provides more detail on steps 2 & 3.
1.7.1 UNDERSTANDING THE FULL COST OF SERVICE
To develop specific cost recovery targets, full cost of accounting needs to be created on each class or
program that accurately calculates direct and indirect costs. Cost recovery goals are established once
these numbers are in place, and program staff should be trained on this process.
A Cost of Service Analysis should be conducted on each program, or program type, that accurately
calculates direct (i.e., program-specific) and indirect (i.e., comprehensive, including administrative
overhead) costs. Completing a Cost of Service Analysis not only helps determine the true and full cost
of offering a program, but provides information that can be used to price programs based upon accurate
delivery costs. The figure below illustrates the common types of costs that must be accounted for in a
Cost of Service Analysis.
Personnel
Costs

Indirect
Costs

Building
Costs

Vehicle
Costs

Admini-

TOTAL
COSTS FOR

strative Cost
Allocation

ACTIVITY
Contracted
Services

Debt
Service
Costs
Equipment
Costs

Supply and
Material
Costs

Figure 8: Types of Costs
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The methodology for determining the total Cost of Service involves calculating the total cost for the
activity, program, or service, then calculating the total revenue earned for that activity. Costs (and
revenue) can also be derived on a per unit basis. Program or activity units may include:
•
•
•

•
•
•

Number of participants
Number of tasks performed
Number of consumable units

Number of service calls
Number of events
Required time for offering program/service

Agencies use Cost of Service Analyses to determine what financial resources are required to provide
specific programs at specific levels of service. Results are used to determine and track cost recovery as
well as to benchmark different programs provided by SRC between one another. Cost recovery goals are
established once Cost of Service totals have been calculated. Program staff should be trained on the
process of conducting a Cost of Service Analysis, and the process should be undertaken on a regular basis.

1.7.2 CURRENT COST RECOVERY
With regard to SRC programs, services, and events, methods to measure and track cost recovery have
not been developed up to this point. It is best practice to have cost recovery goals at the core program
area level, and over time, evolve into implementing cost recovery goals at the individual program level
as well. The below table shows cost recovery best practices for those core program areas identified.
Setting, tracking, and reaching cost recovery goals for every core program area will help the District
justify program expense and make a case for additional offerings in the future.

Cost Recovery Analysis
Core Program Area
Youth Sports
Adult Sports
Camps and Clinics
Special Events
Programs
Aquatics

Best Practice in
Cost Recovery
50 - 100%
75 - 100%
75 - 100%
0 - 50%
50 - 100%
50 - 100%

Figure 9: Cost Recovery Goals

As shown in the table above, cost recovery targets can vary based on the core program area, and even
at the program level within a core program area. Several variables can influence the cost recovery
target, including lifecycle stage, demographic served, and perhaps most important, program
classification.
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PRICING
The pricing of programs should be established based on the Cost of Service Analysis, overlaid onto
program areas or specific events, and strategically adjusted according to market factors and/or policy
goals.
Overall, the degree to which pricing strategies are used currently is good. Current pricing tactics include
family/household status, residency, prime/non-prime time, group discounts, cost recovery, and ability
to pay. The pricing strategies not currently used in the program portfolio are age, weekday/weekend
rates, by location, and market rate. These strategies are useful to help stabilize usage patterns and help
with cost recovery for higher quality amenities and services.

Pricing Strategies
Currently Utilized

Additionally, some of the pricing strategies used for one core program area may be useful in another
area as well. Staff should continue to monitor the effectiveness of the various pricing strategies they
employ and adjust as necessary within the policy frameworks that guide the overall pricing philosophies.
It is important to continue monitoring for yearly competitor and other service providers benchmarking.
The table below details pricing methods currently in place.
Age Segment

Family/
Household Status

Di fferent pri ces
offered for
di fferent a ges

Di fferent pri ces
offered for fa mi l y /
hous ehol d groups

X

PRICING STRATEGIES

Residency

Weekday/
Weekend

Prime/NonPrime Time

Di fferent
Di fferent pri ces
Di fferent pri ces
pri ces for
for res i dent vs
for di fferent
di fferent da ys
non-res i dent
ti mes of the da y
of the week

X

X

Group
Discounts

By Location

Di fferent
pri ces for
groups

Di fferent pri ces
a t di fferent
l oca ti ons

X

By Competition
By Cost
(Market Rate) Recovery Goals
Competi tors '
pri ces i nfl uence
your pri ce

By Customer's
Ability to Pay

Schol a rs hi ps ,
s ubs i di es ,
Dept. cos t recovery
di s counted ra tes
goa l s i nfl uence
offered for l owyour pri ce
i ncome

X

X

Figure 10: Current Pricing Strategies

1.8 SPONSORS / PARTNERS AND VOLUNTEERS
1.8.1 SPONSORS / PARTNERS
Currently, SRC has a handful of partnerships with various organizations such as Sylvania School District,
Pacesetter Soccer Club, Dicks Sporting Goods, etc. These organizations have either verbal or written
agreements with SRC to assist with providing facility space, running programs/clinics, providing
equipment, etc.
In order to truly sell the potential benefits of partnering with SRC, there is a need to develop a focused
sponsorship campaign and a proposal for tiered sponsorship levels. Currently, the District doesn’t readily
promote sponsorship opportunities on their website. It is
recommended that moving forward the District consider
doing so. Having this information highlighted front and
center on the website is an essential component in
attracting new sponsors/partners.
Additionally, to garner sponsorship dollars it would be helpful for SRC to provide details listing of each
event, the participation numbers, and user demographics which would help potential sponsors to identify
how well the program/event participants align with the sponsor’s target market and choose the right fit
for them. These metrics will also help SRC in evaluating its return on investment (ROI) for sponsorships
/ partnerships for various events. Some other recommendations would be to publish these metrics on
the website and promote them aggressively.
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Other recommendations for Sponsorships include:
Sponsor Recognition - Recognizing all existing or past sponsors
for their support would strengthen working relationships with
sponsors. Create a sponsorship brochure that highlights programs
and events that need sponsors. The Service Area should consider
adding a page in the brochure thanking all of their current
partners.
Tiered Sponsorship Levels - It is essential to create tiered levels
of sponsorship in order to allow all potential sponsors the ability
to choose the level of support they wish to exhibit.
Package Offerings - Agencies who package sponsorship opportunities tend to have a higher likelihood of
selling sponsorships. Packaging sponsorship opportunities for Events as well as Signature Parks and
Facilities could be a viable option to provide additional sponsor value as well. Providing sample packaging
options that tie-in some signature special events with some of the smaller events would ensure that the
staff up-sells events that may not be sold otherwise, while the partners receive more bang for their buck.
Crowdfunding - Crowdfunding websites such as Kickstarter.com,
Mightycause.com, Indiegogo.com, etc. have extremely successful
examples of public agencies that have successfully partnered and
raised revenue to build or enhance parks and facilities, offer
programs and even design marketing materials. The Town of
Blacksburg Virginia previously raised over $7,600 for a Mountain
Biking Skills Park matching grant with the Virginia Department of
Conservation and Recreation.
https://www.indiegogo.com/projects/blacksburg-mountain-biking-skills-park
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1.8.2 VOLUNTEERS
VOLUNTEER PROGRAM
SRC currently partners with the Positive Coaching Alliance to provide coaches for all of Sylvania’s youth
sport programs.

PROS encourages SRC to continue its system-wide approach to volunteer recruitment and management.
Ensuring streamlined procedures and standardized guidelines for volunteer management are critical to
making volunteers an effective complement to paid personnel and a valuable asset in reducing
operational costs. When managed with respect and used strategically, volunteers can also serve as the
primary advocates for the Service Area and its offerings.
A key part of maintaining the desirability of volunteerism throughout the District is developing a good
reward and recognition system. The consultant team recommends using tactics similar to those found in
frequent flier programs, wherein volunteers can use their volunteer hours to obtain early registration at
programs, or discounted pricing at certain programs, rentals or events, or any other SRC functions.
Other best practices that SRC should be aware of in managing volunteers include:
•
•
•
•
•

•

Identify volunteer opportunities system-wide, develop job descriptions and acceptance
conditions for volunteers (such as background checks).
Utilize online sources such as www.volunteermatch.org to recruit volunteers.
Develop a tracking system to quantify the number of volunteer hours according to program area
and specific function and document cost savings in more detailed ways.
Develop documented volunteer recruitment, retention, and recognition systems.
Involve volunteers in cross-training to expose them to various District functions and increase
their skill. This can also increase their utility, allowing for more flexibility in making work
assignments, and can increase their appreciation and understanding of SRC.
Add steps to formally document resignation or termination of volunteers. Also, include ways to
monitor and track reasons for resignation/termination.
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1.9 MARKETING PLATFORMS
1.9.1 MARKETING
This section reviews the SRC’s marketing and promotions as gleaned from the program worksheets. The
number and types of mediums used are certainly varied through the system. Developing a true branding
plan to create and propagate a message that resonates will be important to maximize the effectiveness
of the marketing mediums listed below.
As stated in the program assessment worksheets provided by staff, most programs are promoted via SRC
website, digital brochures and flyers, email blasts, marquee signs and SMS marketing. There are also
some instances of paid advertisements, such as TV, and social media posts. Additional marketing method
that could be considered moving forward include, program guides, direct mail, QR codes, and/or
newsletters.
Given the limited marketing dollars available, it would be helpful for SRC to undertake a marketing
return on investment (ROI) assessment to evaluate the effectiveness of the marketing mediums
undertaken and tailor future marketing spending to focus on the most effective mediums. This could be
done by ensuring every registrant and as many on-site users as possible are asked ‘How did you hear
about us?’. Tying the participant responses to marketing mediums would allow for a better understanding
of marketing spending and enable greater effectiveness of existing ones while eliminating non-effective
mediums.
Cross promoting at special events is another highly recommended marketing medium. It is imperative
that SRC take advantage of the presence of high numbers of relative captive audience in the special
event environment to promote its other offerings, programs, facilities, and rentals. Similar crosspromoting programs targeted towards the same age group audiences are highly encouraged. An example
would be cross-promoting the Pitch, Hit, & Run Event at baseball/softball tournaments, and vice versa.

Cross
Promotion
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1.9.2 NEEDS ASSESSMENT – INFORMATION SOURCES
The needs assessment asked respondents how they learn about Sylvania Recreation District programs and
services. Friends and neighbors along with newspaper were both the top response. It is important to
remember that friends and neighbors has a direct connection to other marketing methods used. People
repeat what they read via email, in social media feeds, mail, newspaper, and direct mail. While some
of these methods percentages are lower, they all contribute to the top response.

Figure 11: Ways Respondents Learn About Programs & Activities
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To obtain a deeper understanding the needs assessment asked how respondents preferred to learn
about programs and activities. The responses help identify the best marketing methods to use to reach
participants and potential participants. Emails are the preferred method to reach people. It is
beneficial to use analytics from the internet to determine if the electronic methods used are reaching
the intended audience, how many opens occur, how many shares, how many likes and how many
unopened. This will help determine if the return on investment is present for these methods.

Figure 13: Ways Respondents Learn About Programs

Figure 12: Preferred Ways to Learn of Programs & Activities
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1.9.3 WEBSITE
The current website is user-friendly and quick links on the SRC’s homepage makes it easy for the user to
access desired information. The mobile friendly website is good addition and is a key tool in today’s
society of increased smartphone utilization. The quick links for the Current News & Events section (seen
below) is a good practice which directly drives users’ attention to upcoming programs, events, meetings,
or important notifications that residents may have not previously known about.
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The use of Web 2.0 technology should continue to be used.
Currently, the SRC utilizes mediums such as Facebook, Twitter,
Instagram, and YouTube but should also consider platforms such
as Flickr and/or Pinterest.
The key to successful
implementation of a social network is to move the participants
from awareness to action and creating greater user engagement. This could be done by:
•
•
•
•

•
•
•

Allowing controlled ‘user generated content’ by encouraging users to send in their pictures from
SRC’s special events or programs
Introducing Facebook-only promotions to drive greater visitation to Facebook
Leverage the website to obtain customer feedback for programs, parks and facilities and
customer service
Expand opportunities for Crowd-sourcing information on an ongoing basis
o Some existing resources include www.mysidewalk.com and www.peakdemocracy.com
which can be evaluated if the agency has the resources and can utilize it on an on-going
basis
Provide opportunities for Donations or Crowdfunding through websites such as
o www.kickstarter.org / www.indiegogo.com / www.Mightycause.com
Maximize the website’s revenue generating capabilities
Conduct an annual website strategy workshop with the staff to identify ways and means that the
website can support the SRC

1.9.4 SOCIAL MEDIA TRENDS

Percentage of U.S. Population

SOCIAL MEDIA USERS
Over the last decade, social media has become one of the county’s fastest growing trends. With only
24% of the country using social media in 2008; today, an estimated 81% of the U.S. population is currently
using some form of social media. With such a large percentage of the population using these online
media platforms in their daily lives, it
Percentage of U.S. Population Who Currently Use
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Source: https://www.statista.com/statistics/273476/percentage-of-us-populationwith-a-social-network-profile/
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SOCIAL MEDIA PLATFORMS
Below is a chart that depicts the most frequently used social media sites throughout the world. As of
March 2017, Facebook stands out as the most heavily trafficked social media platform, with an estimated
1.9 billion visitors per month. That is nearly double and triple the number of monthly visitors YouTube
and Instagram receive (respectively).

Social Media Platforms by Monthly Visitors
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Source: https://www.dreamgrow.com/top-15-most-popular-socialnetworking-sites/

MEDIUMS USED TO ACCESS THE INTERNET
The following graphic depicts the various devices used to access the internet. With 71% of internet users
utilizing smartphones, it is crucial that all websites offer a mobile friendly option. Additionally, with
smartphones being so heavily used, social media sites have become even easier to access and more
frequently visited. The District should be mindful of these trends when creating their marketing mix.

Source: Office for National Statistics (ONS) 2016
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1.10 CUSTOMER SERVICE AND FEEDBACK
Customer service is critical to the success of any organization. A true community-service organization
prides itself on identifying its customers’ preferences and acting in accordance to help fulfill their needs.
Currently, SRC only offers online surveys to users as a way of obtaining customer input. Moving forward,
it is highly recommended that SRC begins incorporating other user feedback methods. Tools such as ‘Lost
Customer/User Surveys’, ‘In-Facility/On-Site Surveys’, and ‘Focus Groups’ are all great customer
feedback methods that can assist in effectively identifying and addressing customer issues as well as
enhancing the user experience.
When customer feedback is captured frequently and consistently, it is able to be utilized as a key
performance measure that can be tracked over time. PROS highly recommends that SRC implements a
system-wide feedback mechanism to assist with tracking this customer feedback data. Furthermore, it
would be beneficial for SRC staff to undertake an extensive customer service training to help ensure all
staff members are properly equipped with the skills and training to properly service Sylvania’s residents.
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1.11 CONCLUSION
As SRC and its offerings continue to grow, it will be crucial for staff to ensure key metrics are being
tracked and monitored on an annual basis. The Recreational Program Assessment will assist the District
in doing so. Below are some overall significant takeaways that were identified throughout the Program
Assessment Analysis:
•

SRC has identified the following as Core Program Areas:







Youth Sports
Adult Sports
Camps & Clinics
Special Events
Programs
Aquatics

•

Age segment distribution is heavily catering to programming for Preschool-Middle School
segments. SRC needs to ensure segments such as High School (grades 9-12), Middle-Aged
Adults (45-64 years), and Seniors (65+ years) aren’t being underserved.

•

Program Lifecycles: Currently, the program distribution amongst lifecycle stages is rather
screwed. Moving forward, SRC needs to make sure Statured and Declining programs are being
retired and replaced with new programs.

•

The current Program Classification breakdown is relatively favorable, with approximately
36% of programs being identified as Essential, 33% considered to be Important, and the
remaining 31% deemed Value-Added.


The District should utilize these classifications when generating Cost Recovery
Goals.

•

The SRC’s existing volunteer program provide coaches for youth sport programs. Staff
should continue promoting volunteer opportunities to help ensure a healthy volunteer pool.

•

From a marketing and promotions standpoint, SRC uses a variety of marketing methods
when promoting their programs. Most common methods utilized are the SRC website, digital
brochures and flyers, email blasts, marquee signs, SMS marketing, paid advertisements (TV),
and Facebook. It is recommended that the staff keep its marketing mix consistent
throughout all Core Program Areas.

24

Sylvania Recreation Corporation

CHAPTER TWO APPENDIX A - PROGRAM CLASSIFICATION
ESSENTIAL
Programs
•
•
•
•
•
•
•
•
•
•
•
•
•

Indoor Soccer
*Sylvania United Soccer
Indoor Lacrosse
*Mavericks Baseball
Adult Softball
*Jr Cats Basketball
*Drop -In Programs
Youth Baseball/Softball
Basketball
Lacrosse
Outdoor Soccer
*Fusion Softball
Swim Lessons

IMPORTANT
Programs
•
•
•
•
•
•
•
•
•
•
•
•

Softball Tournaments
Baseball Tournaments
Tackle Football
Flag Football
Volleyball
Goblin Gallop
Cheerleading
Pickleball Club
Adult Soccer
*Adult Flag Football
*Athletic Camps
Summer Days Camp

VALUE-ADDED
Programs
•
•
•
•
•
•
•
•
•
•
•

Fall Baseball/Softball
Wrestling
Jr Golf
Baseball Spring Training
Swim Team
Pitch Hit & Run
Ski Club
Adult Softball Tournaments
Kids Energy Zone
Active Lifestyles
Birthday Parties
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