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Introduction 

In June 2014 the OA Board asked the Director Media & Communications to chair a sub-

committee to review the Australian Orienteer (AO) magazine. Given the AO is a single 

element of a broader media and communications (MC) landscape, the remit of the sub-

committee was broadened.  

The purpose of this discussion paper is to provide a broader framework within which a 

comprehensive MC strategy can be development encompassing all levels of orienteering 

within Australia. This document has been developed with the input of the following sub-

committee members (in alphabetical order); 

 Craig Feuerherdt (Vic) - Current OA Director, Media & Communications 

 Ian Jessup (NSW) 

 Margaret Jones (NSW) - was the editor of the NSW and OA e-news bulletins 

 Layla Riley - Current editor of the OAWA e-news bulletin 

 John Harding (ACT) - Current OA Executive Officer 

 Mike Hubbert (Vic) - Current editor of the Australian Orienteer 

 Sylvia Murphy (Vic) - Member of Tuckonie Orienteers 

The content of this document is not prescriptive. It is not about OA wanting to assume 

control of the communications arena. Rather, the proposals outlined in this document 

have been developed to start a discussion about strengthening and harmonising our 

approaches to media and communications to increase its effectiveness across all levels 

of orienteering in Australia. Ultimately we want to get consensus across orienteering 

communities on how best to use communication tools and processes to support the 

existing orienteering community and to reach potential members, to bring them to our 

events and to become permanent participants. 

While existing tools are recognised and examples of alternative tools are given, at this 

point we are not recommending specific tools or products. Such recommendations 

would be made as part of the MC Strategy implementation plan. 
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Current Media and Communications Landscape in Australia 

Orienteering is a boutique sport in Australia. While it will never challenge the big sports 

of Australian Rules Football, Soccer, Cricket, Swimming and the like it has particular 

elements which make it attractive to broad demographic. The MC strategy needs to 

accommodate the demographic breadth of orienteering participants while ensuring it is 

appealing to particular demographic segments to ensure the longevity of our sport. 

The current MC landscape, dominated by The Australian Orienteer magazine has been 

built up over several decades. In August 1973 a broadsheet named “Australian 

Orienteer” was first published by Peter O’Sullivan in NSW. It says a lot for the longevity 

of participants in our sport that the two orienteers featured on the front page – Keith 

Wade (VIC) and Toy Martin (NSW) – are still active participants with Keith 

concentrating on MTBO events now. 

Sadly, the broadsheet wasn’t nearly 

as robust – lasting only two editions. 

For almost a year before this first 

edition was published Orienteering 

was given national coverage in a 

small section within the monthly 

Australasian Athletics published by 

former Olympic sprinter Mike 

Agostini. And, of course, there were 

the various State-based newsletters 

which had been produced for a few 

years. Initially the new magazine 

had something of a chequered 

career, being published by a variety 

of State-based Orienteering groups 

before becoming the national 

magazine of the Orienteering 

Federation of Australia (now 

Orienteering Australia) in June 1979. 

Ian Baker was the Editor of that first truly national magazine, “The Australian 

Orienteer”, and he continued in that role until November 1985 when he handed over to 

David Hogg. David then held the role until June 1997 when Ian Baker again took over 

responsibility. Ian continued until June 2004 when he finally retired from the role and 

Michael Hubbert took over as Editor. 
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With increasing numbers of people having access to the Internet from the late 1990’s, 

many clubs and state associations began creating individual web sites. In the early 

2000’s OA, along with most other state associations, adopted SocialFX as their web 

platform. In many instances, very similar information was duplicated (such as technical 

rules) and each site was operated as an island. In addition, individual clubs were 

creating their own web sites adding to the complex patchwork of information sources 

and most importantly event information. 

While there is nothing inherently wrong with states and clubs having autonomous web 

sites, social media applications or hardcopy publications, it has the potential to confuse 

external parties whether they be newcomers interested in trying orienteering, potential 

sponsors or media and governmental bodies. 

The implementation of Eventor in 2013 provided for the first time a single, 

authoritative source of events across Australia for the first time. The main benefit has 

been to provide the functionality to coordinate event scheduling to reduce clashes and 

maximise participation. With the incorporation of membership and result data, Eventor 

could be better leveraged to increase the profile of our sport. One such example would 

be providing entrant segmentation data (ie X male entrants aged 32-44) to potential 

sponsors so they can better define their sponsorship package. 

In addition, orienteering has limited financial resources which means that we are 

heavily reliant on volunteers. This transposes into “a few” doing a lot of the work. This 

syndrome permeates all levels of the sport including in the MC space. 

Orienteering in Australia is based on clubs. Clubs (68) are affiliated with their 

respective state organisations (7 as SA and NT are combined) which are ultimately 

affiliated to Orienteering Australia (OA). In many instances, each of level of our sport 

maintains a web site, various social media sites and communicates with its members 

and participants through digital newsletters and/or hardcopy publications. Not only 

does this means participants are potentially receiving similar information from various 

levels but also there is potentially a lot of human resource creating duplicate 

information.  

The best outcome of this duplication is that members and participants are saturated 

with relevant, meaningful content. At worst (and possibly the more likely scenario), 

participants begin filtering information sources and because this can’t be managed at a 

unified level, potentially useful information may not be getting through to the intended 

audience.  
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This goal of this document is to establish a cohesive MC framework and to set out 

realistic milestones for the next 1 to 5 years to achieve the vision. 

Existing tools and resources 

OA has invested in many tools and services over recent years which need to be 

considered in the MC Strategy. The proposition is that the existing tools will be utilised 

(or repurposed) where appropriate and, where that is not possible, an alternative 

solution will be sought and implemented to provide the specific functionality being 

sought. 

As presented at various OA Conferences, the technology landscape has changed 

substantially over the last few years. The introduction of Eventor has provided a single, 

unified event calendar along with membership and event entry functionality. Utilisation 

of Eventor has increased dramatically during 2014 however work remains to be done to 

improve functionality (responsibility of the Eventor Working Group) and, more 

importantly, to educate users on the existing functionality. 

During 2014 OA has migrated its web site to Wordpress. This was no small undertaking 

and relied heavily on the contribution of a part-time contractor to complete the 

migration. This migration now means that OA is utilising a standards-based, widely 

used open source system. Not only does this have benefits for managing data into the 

future, it also means that OA can more easily adapt to trends and requirements of our 

core demographics.  

With the migration of the web site, OA also invested money in having a “plugin” 

developed to display information from Eventor on the web site. This is one 

demonstration of the capability of our existing systems to provide an integrated, 

authoritative information portal for existing orienteers and newcomers. 

Mailchimp is widely used for distributing electronic newsletters both at all levels of 

orienteering in Australia. These newsletters are distributed by OA, each of the states 

and several clubs. There is room to better integrate these newsletters to reduce 

duplication, maximise efficiency and provide a more customisable outcome for the 

recipient. In addition we have the suite of event management software (Condes, OE, Or, 

Autodownload, OCAD, O-Lynx etc). While not directly related to MC these applications 

and their output play a pivotal role in ensuring event results and supporting 

information are available in a timely manner. Leveraging the skills available within the 

orienteering fraternity to better integrate these applications will have tangible benefits 

to the orienteering community. As an example thebeatentrack.org is extracting results 

and GPS routes directly from Eventor and displaying them on a Google map.  
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With respect to human resources at the OA the obvious ones include the editor and 

publisher of the Australian Orienteer. In addition OA is paying for a web content 

curator. Aside from these paid roles there are many more volunteer hours are 

contributed by a range of people. Neither the amount of effort contributed nor financial 

investment made within each state and club are known suffice to say it takes a 

minimum of a few hours a week just to keep a web site operational let alone digital 

newsletters and social media channels. 

The following table summarises the various tools and media currently in existence and 

implemented at the OA level. 

 Resource Present situation 

P
h

y
si

ca
l Australian Orienteer Quarterly magazine distributed by post. 

Annual Report This is produced annually in conjunction with the OA conference and 
also made available as PDF download. 

D
ig

it
al

 

Web site www.orienteering.asn.au 

e-newsletter National digital newsletter produced monthly distributed by 
Mailchimp. 

So
ft

w
ar

e 

Eventor Centralised event calendar, club membership, event entry and results 
system. Can also accommodate GPS uploads 

DOMA Route analysis software doma.orienteering.asn.au 

RouteGadget Route analysis software rg.orienteering.asn.au 

AMP Athlete management software used by the High Performance group 

So
ci

al
 

Facebook 1233 Likes. Several posts made every week. 

Twitter 561 followers. A few tweets per week 

Flickr Photo sharing site. Most photographs now uploaded to Facebook. 

Google+ 16 followers. Hasn’t been promoted 

These are all currently administered/maintained by a small handful of people. A 

significant consideration in the development of a media and communication strategy 

needs to be given to resourcing (both financial and human) to maximise the outcome. 

In addition to the list above are a range of other tool such as TBT (thebeatentrack.org) 

and MyOMaps which have been developed by states and/or individuals. While outside 

the scope of this paper, these and other tools leverage existing data sources and make it 

visible and accessible to orienteers (TBT for instance extracts results & GPS traces from 

Eventor and displays them on a Google map much like RouteGadget). 

http://www.orienteering.asn.au/
http://doma.orienteering.asn.au/
http://rg.orienteering.asn.au/
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Future Media and Communications Landscape for Australia 

Vision Statement 

Media and Communications for orienteering in Australia will include a range of well 

targeted and managed plans, products and services to help increase public awareness 

of, and engagement in, the sport of orienteering in Australia.  Media and 

Communications will support Orienteering organisations at all levels to foster the 

enjoyment and skills of individual orienteers in their communities. 

Strategic Objectives 

The overall strategic objectives are to; 

 Create a harmonised set of tools and processes to support the dissemination of 

information meeting the needs of Australian orienteers and their State and local 

orienteering communities, and to help the Orienteering associations use media 

effectively to reach the broader community. 

 Reduce the workload associated with managing the complex media and 

communications needs of Australian orienteering communities by developing 

and sharing information, tools and skills across all orienteering communities. 

 Know our audiences and their information needs, using surveys where possible. 

Use this knowledge to better target the information interests of our audiences. 

In order to deliver these overarching objectives the strategic actions listed on the 

following pages are being put forward as suggestions to stimulate a discussion. These 

actions have been formulated over the last several years having attended several 

workshops run by the Australian Sports Technology Network (ASTN), various media 

webinars and hands-on experience. This has been combined with survey responses 

from over 200 orienteering members done in November 2014 (see attached document). 

Strategic Action 1 - A single unified web presence 

With the increasing need to integrate content from a wide range of sources (twitter, 

facebook, youtube etc) to appeal to the current generation it is imperative that 

orienteering moves towards standards-based Content Management Systems (CMS). 

Most states and clubs have already made this transition and are operating their own 

infrastructure. 

The vision is to consolidate the disparate sites onto a single, robust hosting 

environment. Not only will this generate cost savings (related to hosting) but also 

reduce the duplicated effort currently required to administer multiple disparate sites. 

While much of this administration is currently (and will continue to be) done by 
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volunteers, consolidation will mean there are multiple people with the skills to 

administer the infrastructure. 

The outcome of implementing this action would be all content being posted onto a 

single web site. This content would be curated by one or more paid staff (as currently 

implemented on the OA web site) who would edit, tag and categorise it.  

States and clubs would retain their autonomy but rather than a mixed bag of 

inconsistent domains, clubs would be allocated logical sub-domains 

(vic.orienteering.asn.au, bgv.orienteering.asn.au etc) or sub directories 

(orienteering.asn.au/victoria, orienteering.asn.au/bendigo etc). 

Enabling this would mean; 

 Consistent OA branding across all levels of orienteering  

 Content can be easily shared (for instance OA news displayed on a club web site) 

or referred to (for instance as a related article) 

 The core web site would link to, and cross-reference other key websites used by 

the orienteering community rather than this information being duplicated across 

states and clubs 

 The ability to share knowledge and initiatives across the orienteering 

community so that it can be re-purpose content to suit various outputs ie school 

curriculum initiatives 

 Comments and social sharing can be encouraged to build an online community 

 The human resource utilised to support the multitude of web sites would 

reduced 

 Hosting infrastructure would be shared (everything on a single host) reducing 

ongoing costs (negligible or even nil for states and clubs). 

 A broader pool of knowledgeable people to maintain the web sites 

Strategic Action 2 - A collaborative platform 
Predominantly run by volunteers, administrative communication within the 

orienteering community is largely centred on email. This presents several challenges; 

 Individual’s email addresses are used making it impossible to contact people or 

organisations without knowing their personal email address 

 There is no way of ensuring email communication is secure (both in terms of 

prying and in terms of backup) 

 Communication is easily lost or buried amongst other personal email 

 Large digital files are circulated to multitudes of people (sometimes 

unnecessarily) costing bandwidth 
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The advances in web technology in the last 5 years have seen collaborative web-based 

platforms become increasingly cost-effective. Such platforms provide the capability to 

have various workspaces for discussions, documentation and document sharing 

managed by permissions. 

The benefits for introducing a system, even at the OA level, would include reduced email 

traffic and ensure authoritative versions of documentation (minutes, policies, strategies 

etc) are always available. 

Logical and consistent email addresses can already be created on the current web 

hosting platform however this infrastructure does not provide the functionality for 

individual users to manage their own email addresses (ie set up filtering and 

forwarding rules) which increases the burden on the people currently maintaining the 

infrastructure. 

Because OA is a non-profit organisation many of the available tools are made available 

at little or no cost. 

Strategic Action 3 - A comprehensive email repository 

The aim is to create a “single”, consistent source of contact information for orienteers 

and for office holders across all levels of the orienteering. Creating a centrally managed 

email database of members and those who wish to receive communications from OA 

and State Associations is imperative to ensure we are communicating consistently. 

While there is already an extensive email list associated with the OA e-newsletter, work 

needs to be done to integrate email information from Eventor and other sources. 

Individuals who receive correspondence via email need the ability to manage their own 

preferences – opt in/out of particular newsletters, update their email address and the 

like. 

A unified email list of users to be segmented into states/clubs etc means each level of 

orienteering can leverage the same list. It also means that each newsletters can be 

tailored with content specific to the individual rather than receiving a national, a state 

and a club newsletter. 

Providing the ability for users to login to various applications using social platforms ie 

twitter, facebook, google+ etc will alleviates the need for users to remember multiple 

passwords and facilitate ease of information sharing. Providing this functionality also 

provides additional metrics allowing us to better report on what content is popular so 

we can constantly evolve with our constituents.  
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Strategic Action 4 - The Orienteering Australia Magazine 

The Australian Orienteer Magazine will continue to be the still be OAs flagship 

publication. It will continue to be available in hardcopy for the foreseeable future. 

At present the AO is published quarterly and distributed to state members as a 

mandatory inclusion. The circulation is around printed 3000 copies which cost 

approximately $30 per annum (delivered). While affordable an increasing number of 

members are wanting access to information more regularly and in digital format. If the 

AO is to remain relevant to members and financially viable it is imperative that its 

purpose and publication schedule be reviewed to ensure it integrates with other 

strategic actions in this paper. 

OA needs to begin testing online digital magazine hosting platforms for both 

functionality and usability. The advantage of adopting these platforms reduces the 

distribution cost to $0 and makes the content available to a broader audience (via 

subscription). The advantages of selecting a hosting platform over simply loading PDF 

onto the OA web site will need to be assessed against the ultimate objectives. 

Adopting one of these platforms would also enable OA to make the whole AO back 

catalogue available. A quote of $6ooo has been received to output the back catalogue in 

PDF with much of the cost being incurred to re-publish copies prior to 2000. While it 

would be good to have a comprehensive back catalogue of the magazines, the priority 

should be to convert the “easy” ones. As funds or resources become available we can 

continue to convert additional copies. 

It should be noted that the process of creating a PDF of the older magazines is not about 

replicating the printed version of each publication but rather focussed on ensuring the 

content is broadly available and searchable. 

Moving the AO to digital-only (with hardcopy provided by print-on-demand service at 

an additional cost) will remove a large portion of the cost from the AO. The editing and 

publishing resource can therefore be leveraged to create additional magazine-standard 

publications ie an Australian Championship special edition etc 

It is also imperative that the skills of the AO editor be better utilised to curate long-form 

content on the OA web site. This would not only expand the variety of content available 

on the web site but also provide an outlet for more timely reviews of significant 

activities such as major carnivals or team selections etc. 
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Strategic Action 5 - Eventor 

Eventor has become a central tool for orienteering in Australia. As previously 

mentioned, the information held in Eventor can be leveraged by other communication 

platforms. Aside from making improvements to Eventor itself (outside the scope of this 

paper) it is essential that we better integrate peripheral applications to leverage the 

vast amount of data which is already being stored in Eventor. 

Plugins for popular CMS (Wordpress & Joomla) that extract coming events and display 

results have already been developed and are available for states and clubs to use.  

Publicising the benefits of uploading results into Eventor and for individuals to upload 

their GPS routes will be a priority, not only to ensure that we get value for money out of 

a system which we are paying for, but more importantly to provide real value to our 

constituents through peripheral tools such as TBT. 

Strategic Action 6 – News and social media 

Use the collaborative platform referred to in Strategic Action 2 to provide access to 

Orienteering organisations to access internal know-how and processes to contribute, on 

a regular basis, stories and pictures to local media (newspapers/radio). This could be 

facilitated by the content curator and/or AO editor. 

Ultimately this relies on significantly greater content being contributed, which is easy 

using the new CMS. The media and communications strategy will also incorporate 

elements of training to orienteers to enable them to post relevant content. By posting 

content on to the web site, it allows for it to be shared via multiple social media 

channels. This not only infiltrates those who a “following” OA, but is also visible to 

subsequent levels of the social network. 

A review of the current social media platforms needs to be undertaken with a view to 

consolidating our efforts into 2-3 sites. Doing this will reduce the amount of effort 

required to maintain them, reduce the amount of duplication experienced by people and 

better allow us to monitor the penetration of content. A recommendation will need to 

be made on a suitable social media monitoring platform. 

Monitoring content is essential to understanding our constituents. Linking this 

information with other repositories will provide additional marketing opportunities 

with potential sponsors. Naturally this will only be done where individuals have 

indicated they are happy for this to occur (See Action 3). 
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Strategic Action 7 – Support 

Creating instructional videos, manuals, procedures, policies and training sessions 

(either in-person or via online conferencing) around all the actions outlined above is 

imperative. This ensure that people understand what is possible and how things can be 

done. 

The procedures and policies are extremely important for defining the rules and 

guidelines for posting and curating content. 

Resources and Effort 

While this is a discussion paper it would be remise not to consider the resources 

required to implement the actions detailed above.  
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Summary 

While orienteering will never compete with the mainstream sports in terms of members 

and participation, the cost-effective digital technologies enable anyone to promote their 

cause. Over the last decade technology has permeated the orienteering arena with the 

vast majority of our events, even at a club level, now solely reliant on technology to 

operate. 

In contrast, the orienteering community has been reluctant to work in a unified manner 

when adopting technology for communications. Yes nearly every level of the 

organisation has a web site however they are disparate and provide mixed messages to 

people outside our core constituency. 

The ever-increasing popularity of adventure racing and fitness in general combined 

with the underlying requirement to increase participation to maintain funding sources 

dictate the need for a unified media and communications strategy. 

The strategic actions detailed above provide a broad structure for the development of a 

media and communication plan which crosses all levels of our sport. As previously 

stated, orienteering will never compete with the mainstream sports for participation 

but the cost-effective digital technologies, if implemented well, will ensure our sport has 

a (positively) disproportionate penetration into the target demographics – those who 

use and have grown up with digital media (<40 year old). 

The time for orienteering to commit a significant amount of resource into implementing 

a media and communications strategy is now. Without this investment the younger 

generations will turn to other activities which have an appealing digital presence. 

The next step, if agreed, is to formulate a detailed media and communication strategy 

which encompasses the strategic actions outlined above and integrates with the 

overarching OA strategic plan. This will require the input of proactive individuals. 


