BMI Series - The Case of Clubs
B

usiness model innovation is the art of redesigning the way a company creates and
captures value. Using the Business Model Canvas of Osterwalder, I’ll tackle the
problem and come up with my own suggestions, or I’ll explain what the succes factors are of a business model. In this first one, I’ll tackle the club-problem, which is all
about the renewal of the value proposition.
All clubs are having the same problem
lately. Over the past decade a big change
has happened in how people have social
contacts. This has lead to some serious
issues, especially for the value proposition
of sports clubs.
HOW IT USED TO BE
In the old days, part of the value of being
member of a sports club was that you had
some social contacts there, and that you
would meet new people and maybe even
make some good friends.
As an added bonus to the clubs, this meant
that they usually had a large group of
volunteers who did all kinds of things for the
club, including providing training, running
the bar or being part of the board. People
were willing to do this, since they had their
social network at the club.
In the past few years, however, this
‘social contact’ value has become much
less important for people. It’s probably a
combination of the individualization of society
and the upcoming of social networks like
Facebook, which allow you to have ‘social
encounters’ whenever you like. This simply
means that people are become much less
involved in club life, which leads to a decline
in the number of volunteers (and trainers)
leading to a lower amount of members,
leading to even less volunteers, and so on
until there’s no member left.
This problem has some large implications for
any club. If I look at my old athletics club, for
example, I see that they also have problems

getting volunteers, and that this problem
grows every year. Year after year they have
less people to provide training, or to do help
during competitions.
But they also begin to encounter other
problems, for instance with the lack of
participants for extra activities like camp
weekends. Both of these problems are
evidence for what I stated before, and are
also recognized by other people during
brainstorm sessions.
To get an overview of this problem, I filled in
this ‘old way’ in Business Model Canvas 1.
TO PROFESSIONALIZE, OR NOT?
To overcome this problem, it is time for the
clubs to take a close look at their Business
Model, to see where they can innovate to
make sure that we will have clubs left in a
few years.
One part of the business model that is
usually changed, is the value proposition.
Unfortunately, it is very hard in this case
to change it, since your main offering will
always lie in the providing of sport trainings,
since this is what makes a sports club
a sports club. However, there are some
possibilities, for example by adding another
value proposition.
This innovation in the value proposition can
take many shapes, but the main direction
from this point that makes the most sense is to
professionalize (part of) the club. It’s all about
deciding how far you want to go with this, but
I’ll describe two options; The professional

volunteer (partly professionalizing) and the
complete professionalization.
THE PROFESSIONAL VOLUNTEER
If you really want to innovate on the value
proposition to get more volunteers, the value
of being a volunteer should be clear to the
(potential) volunteer. By providing trainings on
general subjects, like for example leadership,
it becomes much more interesting for a large
group of people. Especially for people who
want to grow their resumé. I’ve visualized
this in Business Model Canvas 2.
The most important part of this is that you
really show the volunteers that it’s worth
their time to do something for the club. This
will cost considerable time of the board of
the club and a small amount of money for the
training of the volunteers, but on the longer
time it will pay itself back. Not only will the
number of volunteers grow, but also the
number of members is very likely to grow,
since everybody will talk about how great it
is to do something for your club.
COMPLETE PROFESSIONALIZATION
Unfortunately, this might be too late for some
clubs, and for them it might be best to go for
the complete professionalization route. This
will cost you more money per member, but
the overall quality of the trainings will rise, and
you won’t have the trouble of not knowing
whether you’ll have enough volunteers.
This full professionalization route literally
means that you’ll turn the club into a

professional gym, taking away the problem
of the volunteers, and most of all one of the
basic value propositions of a club (the social
factor), as can be seen in Business Model
Canvas 3.
Is this change a real problem? I think that
this professionalization might actually bring
some good to clubs. By running a club more
like a professional gym, a lot of slack may
be cut away in processes, and the focus will
shift more to providing the best trainings at
the best price possible, instead of endless
talks about the color of the napkins which
come with the sandwich.
HOW TO HANDLE THIS AS A CLUB?
The first step to take as any club right now
is to determine where you’d like to go as a
club in the future. Do you want to keep the
trouble, or do you want to professionalize
(partly). Fill in a business model canvas and
see where you want to go.
As soon as you now where you’d like to
go, you can determine if you’re going to
professionalize all of the board, or if you’re
instating one FTE to do all the day-to-day
running of the club. This all depends on your
needs and wants as a club.
When you’ve decided all of this, try to run
the club more like a company. Focus on the
important parts of your value proposition, and
cut away the parts which are not important
to you as a club. I think that this will give the
best chances for survival on the long run.
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The Professional Volunteer
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The Professional Gym

