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Clubforce® BRAND VALUES A GUIDE TO WORKING WITH US

making sport happen

1. PARTICIPATION FOR ALL

BOTH ON AND OFF THE PITCH WE WANT EVERYONE TO TAKE PART WE ACHIEVE MORE USING
ALL TEAM TALENT AT ITS BEST SPORT FOR GOOD

We value diversity and appreciate the difference that inclusivity and teamwork
make to our community both in sport and in business.

2.SPORT FOR GOOD
WE DO WHAT WE DO FOR THE JOY, HEALTH & WELLBEING OF OUR COMMUNITY & CUSTOMERS
We are proud that Clubforce was started to champion volunteers and that technology

could amplify the benefits of sport, These benefits include friendship, support,
enjoyment, mental health, physical wellbeing, competition and community spirit.

3. RESPECT
FOR THE BRAND, FOR EACH OTHER, FOR CUSTOMERS & FOR PARTNERS COMMITMENT

We behave in a way that is respectful, humble and empathetic towards others so they
enjoy working with us. Customers and partners enjoy doing business with Clubforce.
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4.INNOVATION
BOLDLY LEADING THE SPORTS PARTICIPATION CATEGORY
Constantly anticipating the needs of our customers, analysing the market and

community feedback - we creatively forge the way to maximise sports participation
through the newest technologies and methods.

5. TRANSPARENCY
THE ESSENCE OF TRUST & TEAMWORK
We are open in our communication with colleagues so we can be agile in our customer

offerings. We build trust by being completely transparent with partners and customers
from the very first encounter. We always take the higher ground in business.

6. COMMITMENT
TO OUR CUSTOMERS & TO OURSELVES TO BE THE VERY BEST WE CAN BE
We commit to developing the best products for our clubs and NGBs and to providing

the best service to our volunteers. Professionally we strive to be the very best leaders,
teams and people we can be and to continuously improve our culture and processes.
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The Clubforce voice is encouraging, we are the biggest cheerleader of the
volunteer in every club, also trustworthy, and clear. It speaks to the reader directly,
using simple language, invites conversation, and rewards the person wanting to learn

how to

help their local club in our content.

The key to sounding like

Clu
tot
fee

oforce is speaking directly
ne volunteer, in a voice that

s supportive like a

cheerleader on the sidelines.

We are volunteers, speaking to volunteers. We distinguish ourselves from other
business communication software through the way we use design and language to make
communication feel “easier than work”, more effortless so you can enjoy your free time,
educational so you can do things more efficiently and more fun than work technology.
By being deliberate and thoughtful with the way we use language, we encourage people
to feel a deeper connection with Clubforce.
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While we intend to have a more conversational, human tone in the main, that doesn’t
mean that we're overly informal. Our tone will vary depending on the audience, the
context and the information we need to get across. We take our responsibility for GDPR
compliance and data security, we realise we are guarding something very precious to
families, parents and members of the club. For that reason we never take a risk with
humour and always take the higher ground on serious topics surrounding keeping
customers safe. Whilst one of our products promotes lottery for fundraising we do not
promote gambling for it's own sake in any shape or form.

Our voice isn't just an intrinsic part of the product, it's an external representation of the
people behind it. And because of that, we aren’t necessarily making hard rules about
what to say or what not to say. But some of the rules are a little firm.

Here's what we are (and aren’t):

1 Clear, concise and human, we sound like a volunteer

2 Confident (never cocky)

3 Witty without crossing any lines (but never silly)

4 Conversational (but always appropriate
and respectful)

5 Intelligent but never speaking down (and we always treat our users as
intelligent too, we know that our volunteers are on a tight time budget and
have many other things happening in their day)

6 Friendly (but not ingratiating)

7 Helpful (never overbearing, light touch)

8 Responsible about any serious topics surrounding clubs, data security, child

protection and GDPR compliance
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We are characterful. But we never let character overwhelm content. What we have to
say is infinitely more important than being admired for the way we say it. If people can’t
see the substance for the style, we've gone wrong.

In writing, we value clarity above all. Be clear, be concise, omit unnecessary words, make
sure that whatever you say has purpose, but don't be robotic. We don't use cheap words
that recall the failures of those companies that have gone before us, and we don’t use
Silicon Valley cliches and jargon. We would only describe people as ninjas or rock stars if
they were actually those things for a living. We don't lean on pop culture references or
things that feel exclusionary.

We are considerate and intentional with the words we use. We recognize and appreciate
the power of language, and use it with eloquence and elegance (while never getting
carried away with ourselves).

Nor do we mess around with Clubforce. We don’t use Clubforcer/
Clubforcing/Clubforcee to describe who we are or what we do. While other people are
free to make up whatever word they want to describe Clubforce usage or someone who
uses it, we do not (externally) claim any of these as official terms. That's up to others to
decide. Something will surface eventually and be organically adopted.

It should go without saying, but it's still worth stating: Never use exclusionary terms,
cultural appropriation, ableist or misgendering language, or anything that could be
interpreted as a slur. If you're on the fence about whether you're using something that
could be taken as offensive, inflammatory or exclusionary, find another word.
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We are authentic, real people
who want to support sports
volunteers who are just like us.
We like the people we're
talking to. We're proud of what
we're talking about as we feel
it's making a difference in
society. We pride ourselves on
our customer service and
making clubs successful. That
itself sets us apart.

At Clubforce, we express a set of shared values and goals for Marketing copywriting with
our Copy Principles. From these principles, our copywriters turn business messages
into a conversation with our audience, one that helps users understand what the
Clubforce brand is all about.

Crafting value-driven copy across the user journey

The Clubforce Copy Principles are one element of a two level system we use to ensure
great copy across all of our brand materials.

Our Copy Principles ensure the stories we tell about our product are consistently
compelling.
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The Clubforce Copy Principles

The Clubforce Copy Principles are five specific rules derived from Clubforce’s overall brand voice and tone.
The best copy at Clubforce demonstrates at least three of the five Principles:

1. Don’t make me think
Be clear and simple.
Anticipate (and answer!) the readers’ questions.
Aim for comprehension.

2. Make it memorable but never brash

Be intentionally playful and bold but never disrespectable to your audience of parents, their children,
other adult members and volunteers.
Build appropriate emotional connection.

Delight without distracting.

3. Be compelling
Be interesting and relevant—people do read, as long as there’'s something in it for them.

Help people envision the possibilities of less time spent on admin and more on playing sport and contributing to
the community.

Be generous with warmth.

4. Be approachable but remember you have the responsibility for sensitive club data and member
protection at all times, never give our users a doubt about our integrity
Write like you're having a conversation with one volunteer who is the “unsung hero” of their club.
Welcome volunteers warmly, as if you're encouraging them at a training session, as you know their
personal time is oh so precious.

Use language your volunteers use—professional enough to attract experienced people invested in
a club’s success, and straightforward enough to invite new volunteers.

5. Respect our readers
Give every word intention and purpose.
Focus on what matters most.
Write with the whole journey in mind, even if you're only focusing on a small part of it.
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How we use the Clubforce Copy Principles

On the Marketing team at Clubforce, when we're looking to tell stories about our
product, our features, and what they can do—and what the benefit is for our customer—
we start with our Copy Principles. Those stories can appear in a number of places, from
surfaces like our homepage and landing pages, to social media and event copy and
collateral, to advertising surfaces like banner ads, out-of-home and print ads, billboards,
as well as scripts for TV, video, and audio. We also write cross-functionally with our
Content Design team to cover transitional or “grey” areas like onboarding, trials, and in-
product feature awareness



































































































































