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SALTWATER FISHING
TOURNAMENTS

uch has been written and said about fishing tournaments —
some positive, some negative.

In his Audubon article “Fishing to Win,” Ted Williams
suggests the whole idea of tournaments 1s wrong. He notes:

“There is an appalling butchery and waste in many
tournaments, but what is most objectionable is that they
have transmuted a noble art form into something it isn’t
and shouldn’t be, and failed our perception of wild,
lovely life forms,”

Although some have this negative view of competitive fishing,
others, including the thousands of fishing tournament participants
each year, see the merits of the friendly contests. Charles F. Water-
man, in his book entitied “A History of Angling,” offers a positive
view of fishing tournaments:

*Izaak Walton would not have approved of how fisher-
men have a habit of keeping score. Contemplative anglers
might look the other way, but it has been competition that
developed tackle and fishing methods and has aided
research. Like it or not, competition is a permanent part of
sport angling. It can be a nuisance but . . . competitive
organizations have been the backbone of the fisherman’s
fight to protect his sport.”

While most reading this book will be more likely to side with
Waterman on this issue than Williams, they would also likely agree
that there is plenty of room for improvement. A background of
research on fishing toumaments and their participants will be used to
provide an overview of fishing tournaments in this chapter.

WHAT WE KNOW
ABOUT TOURNAMENTS

First, we should know a few facts about fishing tournaments. In his
1985-86 directory of fishing tournaments, William O’Hara lists more
than 1,200 saltwater and freshwater tournaments in the United States.
Of these, 558 are saitwater tournaments.

WHy ARE TOURNAMENTS HELD?

Tournaments provide a leisure experience for some participants.
Fishing for fun includes the critical elements of intrinsic motivation
and relative freedom. For others it is routinized leisure or a recreation
experience. Here, planning, organization and extrinsic motivations
(i.e., winning, trophies, prizes and money) play a role.

Some tournaments are planned to break even. Others are held to
make a profit for private investors and/or to support charities or other
worthwhile endeavors {(Chapter 2). Although not usually an explicit

It is estimated that
one-third of all small
businesses vanish
each year, only to
be replaced by an
equal number of
often unpromising
new arrivals.

Number of U.S. Saltwater
Fishing Tournaments

by State
Alabama 16 Massachusetis 5
Alaska 15 Mississippi 10

Calitornia 23 New Hampshire 1
Connecticuit 2 New Jersey 42
Delaware 5 New York 15
Florida 148 North Carolina 31
Georgia 6 Rhode island 14

Hawaii 24 South Carolina B3
Louisiana 7 Texas 70
Maine 5 Virginia 10

Maryland 12 Washington 10
Source: O'Hara's 1985-86 International
Spert Fishing Tournament Directory




purpese, some tournaments are held because of their tourism impacts
(re-expenditure of fishermen’s expenditure) on the local economy or
region. In addition to giving the local economy a boost, this strategy
may be geared toward extending the tourist season. Tournaments
provide one more attraction for visitors to the coast.

WHo BENEFITS?

Clearly, individuals benefit from their participation in toumnaments.
In addition to a variety of extrinsic motivations, they can find chal-
lenge, escape. tension rclease and all of the other reasons why people
participate in tournaments. For some participants, it also is a way to
make a living.

The group or association sponsoring the event, as well as its benefi-
ciaries, benefit from the tournament. The fishing-related industry
includes charter boats, fishing guides, bait dealers and tackle shops.
Various support industries, i.e., hotels, motels, restaurants, conven-
ience stores, boat yards, gasoline and diesel fuel dealers, also benefit.

Fourth, fishing-tackle and equipment companies as well as other
sponsors derive pubiic-relations benefits through product exposure.
Finally, the scientific community benefits from the availability of
animals for scientific investigation.

TOURNAMENT CONCERNS

What follows are a few concerns regarding fishing tournaments.
These types of concerns prompted the writing of this book.

TOURNAMENT TURNOVER

It is estimated that one-third of all small businesses vanish each
year, only to be replaced by an equal number of often unpromising
new arrivals. In Texas, an inventory of fishing toumaments reveated
that nearly half were less than three years old. The extent of dropouts
over time is unknown. This indicates a need for better understanding
of this turnover, why it occurs and what can be done to minimize it.

Those starting tournaments need to know what they are getting into
if tunover is to be reduced. Those running existing tournaments need
to do a better job of planning, organizing, managing and marketing
their tournaments. If tournaments are run like “mom-and-pop oper-
ations,” they will lose their participants to better organized events
(Chapter 4). Tournaments need to be operated in a professional
manier, using sound business principles and procedures (Chapter 5).

Tournament tumover is disruptive to local tourism if it continues.
Communities with excessive turnover will not be viewed favorably
as fishing destinations: people may go elsewhere 10 participate in
fournament events.

ProbuCcING A QuaLIiTY ProbDUCT
To produce a quality tournament product, it must be clearly under-
stood. The product is the entire tournament fishing experience, i.e.



the catch and the winning for some, the social expenence afforded,
the tournament operatation, whether lodging 1s comfortable, etc.

Tournament organizers can and should evaluate the quality of their
product (Chapter 8). Although it is difficult to be objective, organiz-
ers need to know how fishermen evaluate the total tournament expe-
rience. This evaluation should be comprehensive. conducted annually
and, most importantly, provide feedback to planning,

The inventory of saltwater tournaments in Texas revealed a great
diversity of types: new, old; open, invitation; offshore, nearshore (as
well as combinations); and various tournament rewards. There was
great variation in tournament fees and a wide geographic distribution
of events, The diversity of events provides something for the various
market segments that make up sport fishermen (Chapter 3). In light
of the trend toward money tournaments, there is a need to maintain as
much variety as possible. There is strength in diversity; there is
something for everyone.

In addition to meeting the needs of existing tournament fishermen,
events need to be planned with an eye to attracting new participants
(Chpater 6). Events that feature particular formats and extrinsic
rewards (trophies, prizes or money) may be more attractive 10 new
participants than others.

IMPACT ON FISHERY RESOURCES

In Richard Christian and David Trimms inventory of saltwater
tournaments in Texas, three heavily stressed stocks (red drum,
speckled trout, and king mackerel) were collectively targeted by a
majority of saltwater toumaments. Although catering to local prefer-
ences, this finding reflects an apparent lack of knowledge or concern
among tournament organizers for the state of fish stocks.

Tournament organizers need to be more aware of fisheries conser-
vation issues and actions underway in their behalf. Tournaments
cannot continue to march to the beat of their own drummers or they
will become the target of legislative action and special rules and
regulations by management agencies (Chapter 7).

Where appropriate, there needs to be more attention to the catch
and relcase concept. Bass tournaments have set the standard in this
regard. Tournament species targets could be based on their relative
abundance; stressed species could be “de-tournamentized.”” Further-
more, underutilized species should be targeted.

And, finally, it is a good idea to donate a portion of the tournament
profits to fisheries conservation and management. Monies could be
dedicated to federal and state fisheries agencies as well as to fisheries
conservation groups who work in behalf of the resource base. A sur-
charge or special fee can be levied at each tournament in support of a
fisheries conservation group {on a tax-deductible basis) as a condi-
tion of participation. Sponsors could underwrite tournament overhead
costs with 100 percent payback of entry fees to the winners. To par-
ticipate, each contestant would make a contribution to a conservation
group. These suggestions can help remove the exacerbation of

in addition to meeting
the needs of existing
tournament fishermen,
events need to be
planned with an eye
to attracting new
participants.



NOTES

stressed stocks, as well as any public perception that tournaments
contribute to the problem.

EcoNomic DEVELOPMENT POTENTIAL

The economic development potential of fishing tournaments is
often overlooked in the planning process. Fishing tournaments are
tourism attractions; they can lure non-locals and out-of-state resi-
dents and their dollars. These non-local dollars are subsequently re-
spent. For example, a 1985 study revealed that expenditures by 446
participants in a 1983 South Texas tournament totalled $449,000.
This produced a statewide economic impact of $41,000 and a re-
gional impact of $561.000.

This kind of information should be used in news releases to demon-
strate the value of a tournament to local officials and used politically
to win concessions for the tournament, It also can provide useful
feedback to tournament organizers if they want to further stimulate
the local and regional economies. Tournament planners need to mar-
ket the event accordingly in present and potential market areas.

In addition, they need to plan tournaments during non-peak use
periods to overcome seasonality problems and to enhance local
appreciation of events because of the value, Whether true or not, it
has been argued that tournaments held during the summer months
take up motel, restaurant and marina space that would be used by
other coastal visitors. Tournaments held before and after the summer
season would have a profound impact on local economies. Unforiu-
nately, this is not always possible as the target species is sometimes
migratory and is present only during the summer months.

Fishing tournaments are often well-kept secrets. This may change
as other business sectors are seriously impacted and tourism is taken
more seriously by state officials. Local tournament planners need to
be aware of the economic-development implications of their events.
To attract new dollars to the regional and local economies, they need
to target non-local fishermen in an effort to attract them. Simply pro-
viding an attraction for local fishermen won’t meet this goal.

State tourism development offices need to wake up regarding the
economic importance of fishing. Strategies need 10 be implemented
to attract new non-local and out-of-state fishermen to tournaments.

In sumimary, tournaments are important recreational events. They
are important to the market segment of fishermen interested in
competition. Tournaments are one dimension of the “cafeteria” of
fishing opportunity. The diversity of fishing opportunities needs to be
maintained, if not expanded. To the extent that they do not impact
stressed species, they should be encouraged. The local, regional and
state economic impacts of these tourism attractions have been well-
documented. This information needs to be used in planning tourna-
ments so that economic-development objectives can be realized.

The downside of tournaments nevertheless does exist. There is
much work to be done to improve fishing tournaments. This is the
purpose of this book.
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WHICH HILL SHALL WE TAKE?

f you are planning a fishing tournament you are probably
doing so for one or a combination of six basic reasons.
Although there may be others, the most evident purposes
{with prospective sponsors and examples) for an angling contest
include:

1. To enhance area tourism
{i.e., chambers of commerce, business associations)

To promote a particular product or business
(i.e., tackle manufaciurer, marina operator)
3. To provide an educational/research experience
(i.e., a youth development event, fishermen participation in a
fish-tagging study)
4. To raise funds for non-profit purposes
(i.e., civic improvements, education, research)
5. To provide a profit-making service
(i.e., firm or individual coordinates and runs a tournament for
a fee)
6. To provide a group social activity
(i.e., fishing clubs, retirees association)

Regardless of the primary reason(s) a tournament is held, every-
one involved with it will feel better when they can expect to accom-
plish “needed” and “agreed upon™ actions. Objectives, therefore,
create a sense of purpose and lay a foundation for the planning, im-
plementation and evaluation of the actions to be taken.

Properly spawned and fertilized, objectives are the starting points
from which general directions can be taken to achieve an expected
oulcome. They become road maps in designing activities and select-
ing resources which can be used to reach the anticipated end. They
tend to weed out unrealistic or undesired expectations, thus clearing
the path for effective planning.

The military has developed a keen sense for setting objectives.
When a lieutenant tells his men, “our objective is to take hill 695 -
tonight,” it leaves little doubt as what is to be done and when. With
his clearly laid out objective, a channel is opened for identifying
support resources, designing strategies, anticipaling negative impacts,
and ultimately initiating action, A tournament group also needs 1o
define and declare in simple terms which hill it intends to take.

J

SELECTING GOALS

To achieve personal and organizational satisfaction, tournament
goals must be selected, clarified and transformed into action. In
essence, we must know three things in order 1o get somewhere:

v where we are going
/ how we expect to get there
v when we expect to arnive
Avoid setting goals which are so general or global in nature that

Objectives create a
sense of purpose
and lay a foundation
for the planning,
implementation and
evaluation of the
actions to be taken.




Need determines what
the objectives will be.

GOALS MUST BE:
+ Clear

+ Agreeable

+ Defined

+ Manageable
+ Specific

+ Putinto Action
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they tend to be overwhelming from the very beginning. We are more
likely to take the initial plunge into tournament-planning waters if we
can see the desired shore lies within a manageable swimming dis-

tance that is not too physically taxing or time-consuming to conquer.

Be careful to separate the goals you define which describe out-
comes (that iy, measurable end products of the event) and those that
define processes (that is, the means for accomplishing them). These
can be stated as:

® “End-goals” - those that tell what is expected at the end of the
tournament.

® “Mean-goals” - those that tell what is expected to take place
during the development and/or implementation of the tournament.

For example, an end-goal might be that “$4,000 is to be raised by
the tournament for fisheries research,” while a mean-goal might be
put down as “$2,000 of tournament-related advertising will be sold
before the tournament begins.”

It is important that goals meet the following principles:

I, The meaning of a goal should be clear to the people involved.

2. Agreements and commitments should be obtained by the

planners.

. Each goal should be identified as either ends or means.
Goals should be reduced to manageable “bite-size™ pieces.

5. Goals should be stated in terms of measurable resuits with

target dates and cost limitations.

6. An action plan should be initiated for each goal.

In addition to these six considerations, the satisfaction of both the
tournament staff and the contest participants must be remembered.
There are undoubtedly hordes of observers who will judge the suc-
cess of your tournament. However, there are but a relatively small
number who can do so validly — primarily, yourselves (sponsors/
planners), the participants and the host community. Recogmzing who
the judges are can help set goals which appropriately correspond to
their judgmental standards of achievement.

:hLaJ

PUTTING IT IN WRITING

A hypothetical fishing tournament is described for clanfication.
Read the following brief example, and then we can dissect it to gain a
more acute appreciation of the processes involved.

LoneE STAR County 4-H TOURNAMENT
Problem:

The Lone Star County 4-H Council faces the problem of raising
organizational funds with which to support its youth development
programs and projects. Past fundraisers have not provided an
adequate return on their investment of time and resources.

Need:

The 4-H Council needs to raise $6,000 to pay for next year's youth

education activities.



General Objective:

Develop and implement a fundraising event that requires a mini-
mal capital outlay. has the potential for broad community support,
can be conducted in a reasonable time frame with a realistically ob-
tainable number of 4-H youth and adult volunteers, and provides the
opportunity for youngsters and adult leaders to gain experience and
develop valuable skills in the organization and operation of team
projects.

Specific Objectives:

Hold a Fourth-of-July public fishing tournament that will raise
money through:

I. The entry fees of a projected 300 participants at $20 each
2. The sale of 1,500 raffle tickets at $1 each for various prizes

(a boat, rods. tackle boxes, knives, etc.)

. The sale of 200 caps and 200 t-shirts with the tournament
logo at $6 each

. The collection of donations totaling $1,000

. Holding overhead costs below $4,000

()

L R SN

ADDRESSING NEEDS

It should be clearly understood that need determines what the ob-
jectives will be. As previously noted, faiture to thoroughly assess the
needs of the contest and assign wel-matched objectives means no
one can ever ruly tell if and when any real progress has been made.

In cookbook fashion, let us look at one possible recipe tfor address-
ing the needs of the group. The general steps followed in the example
provided included:

A. Carefully identifying the problems (or opportunities if you are
an optimist) facing the group.

B. Thoroughly assessing and clearly stating the needs of the
group.

C. Setting a need-oriented gencral objective that will guide the
establishment of very specific ends or means objectives.

D. Designing and implementing actions to accommodate the
specific objective outlined. The process should not end with setting
objectives and designating actions; there is one final, essential step: a
formal evaluation to determine what progress has been made.

EVALUATION

Evaluation gives the group the opporiunity 1o determine if it
reached the intended goal(s) and if the orchestration of the event
could have been improved. If the goal(s) fell short, evaluation can
help determine “Why?” (see chapter 8 for more on evaluations).

Just as setting objectives and developing plans are tools for the
tournament sponsors, so is this follow-up analysis, Deftly using all
these instruments serves to strengthen your event by producing
results that are individually and collectively satisfying to staff and
contestants alike. They tell you — “you have arrived.”

NOTES

11
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THE BASIC INGREDIENTS

word of caution: all good things don’t just happen when
you decide to have a fishing tournament. The decision to
sponsor a tournament is just the beginning. Now the work
begins — or at least it better, if you want your fishing tournament to
be successful.

After you decide the purpose of the event, your next task is to plan
your tournament’s future. Fishing tournaments can stand alone as
major events, but sometimes work much better as a part of a festival
or community event already established.

Now let’s look at some of the basic categories of tournamenis.
These may give you some direction in deciding what type of tourna-
ment you should have.

PARTICIPANTS

THE OPEN FI1SHING TOURNAMENT

The open tournament is designed for large numbers of participants,
as it is open to anyone who wishes to enter. Obviously, the more
people you have register for a tournament, the more success you will
have financially. Therefore, if you are seeking cash flow, then this is
probably the type of tournament you will want to have.

Open tournaments are usually community events organized by
groups such as the Jaycees, Chamber of Commerce, etc., with lots of
volunteer help, These tournaments are typically low budget for maxi-
mum participation, with a reasonable entry fee designed to cover ex-
penses. Tournament prizes usually are donated or sponsored by tour-
nament committees. One disadvantage is that there is not much con-
trol over or contact with participants, except during registration and
weigh-in. This type of event also can be harder to regulate.

TRE INvITATIONAL FISHING TOURNAMENT

{n the invitational tounament only invited fishermen and familes
can participate. By design, you make your tournament a prestigious
event, Camaraderie and friendships develop. Contestants meet and
get to know each other.

Typically, an invitational tournament has events that are designed
to entertain participants (i.e., captains’ parties, calcuttas, awards
banquets, special entertainment and prizes).

Prizes and awards are controlled by tournament officials. The
entry fee covers the cost of tournament activities. Some are as low as
$250, and they go as high as $5,000 per team. Registration packets
are usually furnished to participants (hats, T-shirts, banquet tickets,
etc.). The number of participants is limited to what facilities can
handle. Also, knowing the fixed cost per participant enables you to
plan accordingly.

This type of tournament caters to the needs and wants of partici-
pants prior 10 and after the event.
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BOUNDARIES

THE OfFSHORE TOURNAMENT

A blue-water contest is conducted in offshore Gulf or oceanic
waters — one mile to 100 or more miles seaward. Blue marlin, white
marlin, sailfish, tuna, dolphin, wahoo, kingfish and ling are common
fish taken in offshore waters. Tounaments are designed for either
one species (1.¢., blue marlin, with the 10 largest fish caught winning
money prizes), or for the largest fish in each of several categories
designated as winners (i.e., largest biue marlin, white marlin, sailfish,
tuna, dolphin and wahoo).

The blue-water tournament requires facilities to accommodate
docking spaces and fueling capacities for large class vessels 31 feet
to 70 feet in length. This type of tournament must be planned at least
one year in advance and usually requires a large sum of money up
front for adequate tournament facilities planning, such as tents,
caterers, awards, security and insurance.

Special attention must be given to the weigh-in station. It must be
located conveniently for boats to unload the day’s catch directly from
the boat. It must be out of the main traffic flow and away from
refueling areas.

THE Bay TOURNAMENT

The primary difference between offshore and bay tournaments is
that the bay tournament is restricted to inside waters with smaller
vessels (19 feet to 30 feet) participating.

Some tournaments extend fishing waters to limited areas around
jetties or passes into Gulf waters. Categories of fish usually include
either one or selected species of redfish, speckled trout, flounder,
gafftop, shark, stingray, tarpon and even the hardhead.

Much more versatility can be used in a bay tournament by inciud-
ing vouth contests and women’s divisions in individual or team
competition. Depending upon the scope of the tournament, multiple
weigh stations may be used, but caution must be maintained by
making sure all weighmasters are skillful and use similar, certified
scales. Largest stringers of fish, either singular or multiple species,
may be used as a category in this type of tournament.

THE COMBINATION TOURNAMENT

Combination tournaments usually combine bay and offshore
divisions together. This necessitates having the facilities to handle
large and small boats, separate scales for large and small species, and
usually different costs to enter each division,

Two sets of division rules must be clearly stated, and quality
checks of all fish are necessary. Combination tournaments should
only be considered if offshore and bay fishing waters are compatible
and adjacent to each other with a common weigh-in station for both
divisions,



INDIVIDUAL VS. TEAM
COMPETITIONS

TEAM ENTRIES

Many saltwater fishing tournaments are organized such that parti-
cipants enter in teams rather than individually. This allows partict-
pants to pool their money for the entry fee, while still having the
opportunity to win the “big money."” Participants register by boat,
with the teams usually limited to four fishermen.

The team-entry method is especially advantageous for offshore
tournaments, where long trips in a boat are a must. If participants are
competing in the contest individually it can cause tenston among
friends, competing against one another on the same boat.

Prize monies are usually awarded to the team, with the team de-
ciding how to distribute money among its own members, Some tour-
naments award an additional prize to the individual who brings in the
largest tish of the tournament.

INDIVIDUAL ENTRIES

A tournament will be set up for individual eniries typically when
the organizers want to attract families and children and/or when the
tournament allows shore fishing. Occasionally, toumaments will
have a separate youth category for individual entries in conjunction
with a team competition for adults.

PRIZE CATEGORIES

Tournaments typically award the top prize(s) to the fisherman or
team that lands the largest (by weight) fish of each species allowed.
Prizes are also awarded to the fishermen who bring in the “runner
up” fish, as well,

Vartations on this are when the top prize(s) go to the team that has
the greatest combined weight of their top three or four fish or to the
team or individual with the largest stringer of fish. The latter is dis-
couraged as a category because it encourages the keeping of young,
immature fish. Other unusual categories in which prizes can be
awarded include littlest fish, surprise fish and strangest catch.

Prizes and awards can be anything from large sums of money to
certificates of award. Trophies are usually awarded with the size
proportionate to the winning place. Many toumaments solicit spon-
sors to donate prizes, as well. These may include boats, motors, rods
and reels, and other tackle and equipment.

SPECIES ALLOWED

SINGLE-SPECIES TOURNAMENT

Many tournamets focus on single species which are usually popu-
lar game fish. For example, of the 25 fishing tournaments in North
Carolina, 19 are king mackerel or billfish events. This type of tourna-
ment usually appeals to a specific type of fisherman. Limiting the
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tournament to a single species may provide easier recordkeeping with
fewer categories to deal with. The disadvantage is that the tourna-
ment fish may be a stressed species. For more information on using
non-traditional species, see the section in this chapter on underutil-
ized specics.

If a single species is used. tournament organizers should check
with local biologists and fisheries specialists to be sure the species
are available during the tournament dates.

MULTIPLE-SPECIES TOURNAMENT

Some tournamenls allow various species as entries, and a few
allow any fish brought in to be entered in the tournament. A 1983
study in Texas indicates the most sought-after species in tournaments
was speckled trout, with 36 percent of tournaments listing it on their
species list. Twenty-nine percent listed red drum; 27 percent, king
mackerel; 27 percent, billfish; 20 percent, flounder; and 18 percent
accepted any and all species.

Having a multi-species tournament means more categories to keep
up with for the recordkeepers, and it means arranging for the many
awards for the top winner(s) in each category. However, it may mean
a wider spectrum of fishermen are attracted to the contest. When
fishermen see that there are more opportunities to win, they will be
more likely to participate. Allowing multiple species also will avoid
the problems encountered when few or no target fish are in the area
during the tournament.

CONSERVATION-ORIENTED
TOURNAMENTS

Fishermen who have been around the tournament circuit know the
scene: a pile of billfish, tuna, shark or king mackerel, stacked on the
dock like cordwood, baking in the hot summer sun. It's enough to
offend any concerned fisherman.

Moeore and more, sport fishermen are realizing that the fish they
targel are not an unlimited resource. And it has them concerned.
Many species are being fished at maximum levels. Responsible
tournament managers should stay one step ahead of regulators and
add voluntary restrictions to tournaments.

MINMUM WEIGHT OR LENGTH

Only the largest, or next fargest fish are winners in most tourna-
ments. So, why bring in the littie cnes? Many tournaments are now
considering a restricted or minimum weight limit for entry into
tournament categories; i.e. blue marlin - 190 pounds; white marlin -
50 pounds; wahoo - 40 pounds; dolphin - 25 pounds: tuna - 100
pounds. Any fish caught under these limits are released. This elimi-
nates waste of young or juvenile fish, while providing a reassuring
supply of fish for tomaorrow.



If fish are entered weighing less than the minimum, either no
points will be awarded or points may be deducted. A minimum-
weight tournament requires some skill at guessing the weight of the
fish. But, to make some allowances for miscalculations, the commit-
tee may choose not to penalize entrants for fish that weigh shghtly
less than the minimum weight.

A tournament also can choose a minimum length limit to qualify a
fish for entry. For example, a minimum length for king mackerel
could be set at 28 inches. At this length, king mackerel are sexually
mature and have probably spawned at least once. A penalty could be
implemented for bringing back a fish less than 28 inches long. Al-
though the minimum length may vary among tournaments, it obvi-
ously should meet state and federal standards.

These systems are a compromise between a total-kill and a total-
release tournament. It reduces the number of fish entered and reduces
the number of immature fish landed.

MEASURE-IN AND RELEASE

When fish are removed from the water, they are easily damaged
because of excessive handling, asphyxiation, or thrashing about on
deck. Measure-in and release tournaments minimize handling; the
fish are measured in the water and then released.

There are several versions of measure-in tournaments. The sim-
plest method is to have an observer aboard 1o witness and record the
measurement and to ensure compliance with tournament rules. This
method 15 used by the Pirate’s Cove Billtish Tournament. 1n order to
enter, a captain must bring an observer who will be assigned ran-
domly to another boat. Without an observer, participants cannot fish.

Invariably, some captains show up without an observer. Therefore
some tournaments, such as the Oregon Inlet Billfish Tournament,
provide observers. This gives the tournament committee slightly
more control. it also is very important for the tournament judges to
meet with the observers to make certain they understand and adhere
to the rules, and that they all use the same method of measuring in.

Some surf or inshore tournaments are smaller and localized,
allowing tournament officials to do the measuring. In Bay toura-
ments, several officials can be stationed on vessels in the area. When
a fish is hooked, the captain radios an official, who can be present
within minutes. In surf fishing tournaments, the shore fisherman is
assigned to an area of the beach and the tournament official patrol-
ling the area can perform the measurement.

There are several ways to avoid using observers. In 1986, the
Tampa Chapter of the Florida Conservation Association sponsored
“The All-Release Challenge,” in which Polaroid donated cameras.
Each captain received a camera and a simple measuring box, color-
coded to prevent cheating. Each fish was measured in the box with
photos taken to verify the size of the fish. Another way to avoid
having observers is to administer a polygraph test to participants.

Many species are
being fished at
maximum levels.
Responsible tourna-
ment managers should
stay one step ahead of
regulators and add
voluntary restrictions
to tournaments.
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TaGc anD RELEASE TOURNAMENTS

Tag and release tournaments are conducted under the same rules as
the measure-in and release tournaments described. except that the
fish also are tagged before being released, hopefully to be caught
again another day when they will provide important growth and
migration data for better management of the species.

For more information on tagging Kits, contact the National Marine
Fishenies Service, Southeast Fisheries Center, 75 Virginia Beach
Drive, Miami, Florida 33149; or Fish Trackers, Inc., P. O. Box 4746,
Corpus Christi, Texas 78469,

ToraL NumBer OF FISH RELEASED

This is a variation of the measure-in and release tournament.
Fishermen get a certain number of points for fish caught and re-
leased. Different points can be awarded for different species of fish.
For example, a fisherman may eam 100 points for each white marlin
reteased, 150 points for sailfish and 200 points for blue marlin.

UNDERUTILIZED SPECIES

Most tournaments focus on single species which are usually poor
game fish. For example, of the 25 fishing tournaments in North
Carolina, 19 are king mackerel or billfish events.

But, according to one tournament study, more than 80 species are
caught by recreational fishermen in the Southeast, and many of these
are good fighters and/or highly edible. Yet, they are rarely sought
and frequently discarded because they suffer from unjustifiable
negative reputations.

Since tournament directors are often opinion leaders, a tournament
committee may want to either add non-traditional species to the list
of prize categories or develop a new tournament around these non-
traditional species. In this way, we can begin to correct misconcep-
tions and help anglers make better use of the ocean’s bounty.

When choosing these species it is important to check with local
biologists to make sure the species is available at the time of your
tournament. A pretournament educational program may be needed
on how to catch, clean and prepare the alternative species. You can
obtain help on this type of program with help from local marine
biologists or your state Sea Grant program.

SUMMARY

Six variations on tournaments have been offered to help you plan
your tournament. These can be combined in any number of ways for
the special tournament that will fit your needs best.

The type of tournament you can have and its position with other
events or activities is limited only by your imagination. Just design a
tournament with the basic ingredients listed here, using the unique-
ness of your area, and you'll be on your way to getting your tourna-
ment underway.
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GETTING YOUR ACT TOGETHER

nce you have set the objectives for your tournament and
made a decision on what type of tournament to have, it’s
time to figure out what is necessary to get your act to-
gether. In other words, it"s time to organize your tournament.

Some of the major items on which you will make decisions during
the organizational phase are selecting a board of tocurnament trustees,
incorporating, site planning, building public support, recruiting and
training volunteers, dealing with legal liability and establishing tour-
nament rules and regulations. So roll up your shin sleeves. Pull your
staff and resources together and get ready to start planning and plot-
ting out the steps leading to your tournament day.

TOURNAMENT TIME LINE

Before you actually make any of the organizational decisions, it’s
best to develop a tournament time line. A time line is a combination
road map and calendar. It will tell you where to go and when.

What follows is a very basic time line. You will want to add spe-
cific items from your tournament which are not included here. How-
ever, this time line gives a general outline of when decisions need to
be made and actions should be carried out,

12 Montus To Go..

1. Hold First Organizational Meeting
Discuss Event Objectives
Determine Type of Tournament
Suggest Activities to be Held
Determine Tenlative Date(s)
Elect Chairperson
2. Select Sponsoring Organization or Incorporate New One
Determine Organization Structure

11 Montrs To Go...

1. Set Date(s)

2. Meet With Total Plan Group
Determine Main Tasks
Name Commiitee Chairpersons
Agree on Objectives
Discuss Name of Tournament
Discuss Site(s) and Facilities Needed
Discuss Financial, Group and Individual Resources
Recruit Co-Sponsoring Groups and Committee Members

10 Montas To Go...
1. Meet With Committees, List Tasks
2. Write Committee Objectives and Schedule for Completion

A time line is a
combination road map
and calendar. It will
tell you where to go
and when.
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Develop Preliminary Budget

Plan Program/Schedule

Discuss Publicity Alternatives
Select Sites and Facilities

Decide on Tournament Rules

Plan Evaluation

9. Plan Clean-up

10. Finalize Incorporation (if appropriate)
1. Reserve Accommodations/Housing
12, Meet with Total Plan Group

Give Committee Reports

Adopt Committee Plans

Discuss Event Timetable

el A

9 Montas To Go..
1. Determine Bonding, Insurance Needs, and Risk Management

Decide Publicity Plan/Ad Agency
Order Publicity Materials
Sign Contracts and Agreements for Sites and Facilities
Apply for Permits
Request Attendance of Judges and Quality Control Persons
Order Special Supplies, Equipment and Awards
Meet with Total Plan Group

Hear Committee Reports
9. Begin Recruiting Volunteers

bl o
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8 Montas To Go...
1. Meet with Total Plan Group
Hear Committee Reports
Adopt Tournament Timetable
2. Send Potential Exhibitors Information
3. Set up System to Process Registrations

7 MontHs To Go...
1. Meet with Total Plan Group
Hear Committee Reports
2. Begin Site Planning
Inventory Site Characteristics/Service Capabilities
Determine Functional Relationship Between Uses
3. Send Tournament Information to Potential Participants

6 Montus To Go..
1. Meet with Total Plan Group
Hear Committee Reports
2. Begin Developing Site Plan
Prepare Base Plan
Begin Physical Arrangement of Activities on Site
Make Sure Electrical, Water and Other Such Needs are Met



5 Months To Go..
1. Send News Release to All Media
2. Speak to Fishing Club and Civic Group Meetings

4 Months To Go..
I. Print Signs, Flyers, Posters and Banners
2. Meet with Total Plan Group
Hear Committee Reports

3 Montas To Go...
1. Begin Construction or Acquistion of Booths, Props. Etc.
2. Invite Special Guests
3. Meet with Total Plan Group
Hear Committee Reports
4. Make Arrangements for Tournament Fish

2 MontHs To Go...
1. Meet With Total Plan Group
Hear Committee Reports
Set Up Event Work Schedule
2. Begin Final Promotional Campaign
3. Order Special Food Supplies
4. Finalize Evaluation Process
5. Send News Release to Media

1 MontH To Go..
1. Meet With Total Plan Group
Hear Committee Reports
2. Initiate Final Promotional Events
3. Finalize Physical Arrangements
4. Train Volunteers

I Week To Go...

1. Send News Release

2. Get Scales, Polygraph, etc.
STAGE TOURNAMENT

1. Cenduct Evaluation

2. Clean-up

Witnin 1 MONTH...
1. Send Thank-you Letters to Helpers
2. Hold Evaluation Meeting
Present Evaluation Report
Present Financial Report
Begin Planning for Next Year

NOTES
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SELECTING A BOARD
OF DIRECTORS

One of the most important factors in the success or failure of a
saltwater fishing tourmament is who is running the tournament. A
major question is “Who is going to put in the long hours of work to
see that a tournament is managed properly?” To increase your
chances of success, you should be very careful in selecting a board of
directors. Some of the key tactors in organizing and re-electing a
board of directors are listed here.

How Many Directors Do You NEeep?

Like any business organization you need to set up a board of
directors large enough to handle the affairs of the corporation. For a
fishing tourmament corporation this could be anywhere from seven to
15 people depending on such things as geographic areas covered,
responsibilities of direciors, size of the tournament, number of offi-
cers and other factors.

If a tournament plans to select entries from a wide geographic area,
it would be wise to select directors from several coastal and inland
areas. It the tournament is very large and difficult to manage, it might
require several directors with designated areas of responsibility. Also,
since officers may be selected trom or exclusively by the board of
directors, you will need at least cnough directors to fill all the office
positions plus an additional five to seven to handle committee assign-
ments and special projects. The number of directors should be stated
in the bylaws of the corporation.

REPRESENTATION

Directors should represent several major divisions or managment
areas. Some of these areas were mentioned earlier and some were
not. This is not a complete list and should be used basically as a start-
ing point in setting up selection criteria.
Geographic Areas

Major fishing toumaments draw participants from throughout the
state, and it makes good sense to have representatives on the board
from at least all the major population centers as well as local repre-
sentatives (o handle much of the on-site work and planning.

Directors from these major population centers can assist in promo-
tion, securing prizes (both cash and merchandise), and contacting
participants and sponsors. The local group may work on general
arTangements vup until the tournament starts and then be relieved of
some major responsibilities by their “out-of-town” directors during
ihe tournament.
Areas of Interest

To attract and keep a person on the board of directors, he must be
interested in tournament management. Thus, selecting board mem-
bers with special areas of interest is very important. A person inter-
ested in tournament record-keeping would make a good choice for



director, as would someone who likes to promote activities and
events. The key management areas of each tournament need to be
filled with a person, preferably a director, who is interested in that
particular tournament management area.
Experience

Nothing replaces the advantage of experience when it comes (o
running a fishing tournament, and nothing will replace an experi-
enced director, The type of expenence is important also, and some
weight should be given to each director’s tournament experience
during the selection process. The final board should be balanced with
all critical areas covered by experienced directors. Sclecting a direc-
tor with financial planning experience, for example, can help ensure
successful financing of the tournament, while attracting a good
promotor as a director could be usetul in publicizing and promoting
the tourmament. A good balance between directors’ areas of interest
and experience can provide a major contribution to successful tourna-
ment management.
Tournament Resources

While experience, interest and geographic balance of your direc-
tors may be important, resources of individual directors can make the
biggest difference in a successful tournament. Realistically, financial
resources, influential participants, celebrities, major contributors and
donations are all important resources for a fishing tournament, and
having a tournament director who can attract these resources is very
important. People who are prominent in the local community, region
or state can, with the proper encouragement, be very helpful 1o the
tournament. They may have business contacts, financial resources,
equipment and materials, other prominent friends and political influ-
ence that can be used by the tournament. Do not abuse this person’s
influence, but use it wisely and nurture it for future tournament
benefits,
Non-discriminatory

Boards need the most qualified individuals as directors regardless
of race, physical handicap, sex, religion, sexual orientation or age.

TERM OF SERVICE

The length of each director’s term on the board 1s important. It
should not cxceed two ycars for each elected penod. The bylaws
should include not only the length of each term, but also what to do
when a director dies, resigns or is removed from the board. 1t should
state the reasons a person can be removed from the board and how
this removal is accomplished. The bylaws should alse cover compen-
sation for directors and reimbursement of expenses.

OTHER GOVERNING RULES

Once tournament organizers have established their goals and
objectives and begin to write the bylaws, they should give a great
deal of thought to how directors are to be elected and for how long,




Tournament coordin-
ators should give a
great deal of thought
to how directors are

to be elected and for
how long, and other
governing rules for the
tournament corporation.
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and other governing rules for the tournament corporation. As a
minimum, the rules should cover all of the following:
1. Election procedures for new directors and re-election of current
directors.
Terms of each director.
Removal of directors.
Filling vacancies that occur on the board.
Compensation of directors.,
Meeting attendance requirements for all directors.
Selection of corporation officers by the board of directors.
Board of directors meetings — When, where, why and reporting
requirements for the meetings.
9. Duties of the various officers.
10. Removal of officers and filling vancancies.
11. Standing committee designation and responsibilities,
12. Special rules and guidelines as needed.

e R R

SUMMARY

The selection of a board of directors for a fishing tournament
corporation is one of the most important functions of the tournament
management. Without the right people making the important deci-
sions, the chances of success are greatly reduced and the future of the
tournament could be jeopardized. In addition to a tested list of criteria
for directors’ selection, a well-written set of rules or bylaws to govern
board actions is also critical.

INCORPORATION

Many tournament directors choose to incorporate their tournament
organization. These directors realize that incorporation has several
advantages. See Appendix A for a sample of articles of incorporation.

Advantages include:

1. The liability is limited to the assets of the corporation.

2. Capital can be raised by issuing stock. A corporation is more
attractive to investors than other alternatives.

3. A corporation can last beyond the death of its owners and their
principals, Corporate shares can be distributed to family
members.

4. Shareholders can more easily transfer their ownership interest
without dissolving the corporation.

5. The capital base of a corporation can be expanded by selling
additional shares.

6. Itis a separate legal entity, and a part of the owners can sue, can
be sued, and can enter into contracts.

7. Because corporations are superior to a proprietorship or a part-
nership, there are tax advantages such as pensions, profit-
shanng, and stock-option plans. These are favorable to the
owners of the corporation.



Some of the disadvantages include:

1. The time-consuming maintenance of corporate records.Owners
of the corporation are required to file two tax returns, one as an
individual and one for the corporation,

2. Financing obtained by a corporation may also require a personal
guarantee, which effectively limits liability advantage.

NON-PROFIT INCORPORATION

Toumament organizers who conduct the contests for charitable
organizations may wish to consider forming a not-for-profit organiza-
tion that will operate the tournament. There are some specific advan-
tages and disadvantages {0 a non-profit corperation.

Probably the most obvious advantage is the exclusive opportunity
for tax exemption at the federal. state and local level. The second ma-
jor advantage would be privileges concerning tort liability. Essential-
ly, the degree of liability is limited to harm or damages resulting from
the agents of the non-profit corporation. Non-profit corporations can
legally solicit donations, gifts and general contributions from the pub-
lic, and generally have mailing privileges that reduce communication
costs with their public. Non-profits are exempt from collective bar-
gaining and may be exempt from certain imports and custorn duties.

On the other hand, the organization is subject to close government
scrutiny, and corporate reports are considered public documents, The
non-profit corporation is required to keep records as required by the
state for incorporation, and incorporation involves certain costs.

Tax-EXeMPT STATUS
Although the tax-exempt status of non-profit organizations may
tempt tournament organizers to file for non-profit status, they should
keep in mind the requirements sct forth by the Internal Revenue
Service in order to be granted tax-exempt status. These include the
following:
Participation in any political campaign is not allowed under any
circumstances.
Corporate earnings of the corporation cannot privately benefit
shareholders or individuals within the corporation,
Lobbying to influence legislation cannot be any major part of the
non-profit’s effort.
The corporation must be organized and operated for one or more of
the following special and specific purposes:
1. For religious, educational, charitable and scientific or literary
purposes
2. Testing for public safety
3. To foster certain national or intenational sports competitions
4. For the prevention of cruelty to children or animals
These basic requirements must be found as a constant in the Ar-
ticles of Incorporation, the Bylaws, the daily operations and activities
of the non-profit corporation.

29



30

STEPS TO INCORPORATE
The following basic checkpoints are inevitable in incorporating.

!‘\J

1.
12.
I3,

14.
15.

16.
17.

18.

19.

Set forth the purpose and the structure of the organization. i.e.,
bring the possible incorporators together and attempt to estab-
lish the general purpose and structure.

Form at least a temporary board of directors and draft the
articles of incorporation.

. Establish street and mailing addresses.
. i forming a for-profit corporation, determine whether it will be

a regular corporation or a closed corporation,

File articles of incorporation with the Secretary of State.
When you receive the certified copy of incorporation, file it at
the county courthouse.

. Develop procedures for running the organization, (i.e. the

bylaws), develop specific goals and objectives and a plan of
action for your corporation.
Develop a budget for the first year of organization.

. Develop plans to facilitate the organizations.
. Hold the first official meeting to adopt the articles of incorp-

oration, adopt the bylaws, elect officers and direct the appro-
pniate member ta pursue development of the tax exempt
application.

Establish recordkeeping and bookkeeping systems.

Apply for tax-exempt status if it is a non-profit organization.
File the required employer registration forms for income tax
withholding with federal and state agencies.

Submit your application for state sales tax exemption.
Notify your state employment agency about state unemploy-
ment insurance.

Notiy the local tax assessor of your property-tax exemption.
Secure liability insurance to protect the assets of the
organization.

Apply for a non-profit bulk mail permit from the 1).S. Post
Office.

Develop a plan of action based on the goals and objectives of
the organization and begin implementing that plan.

ESSENTIAL ELEMENTS REQUIRED FOR THE ARTICLES
OF INCORPORATION

1.
2.
3
4,

The name of the organization to be incorporated
Purpose of the organization

Location of the corporation

Names and address of persons to be named directors

MINIMUM RECORDS TO BE MAINTAINED
BY THE (CORPORATION

1.
2.

Articles of Incorporation
Bylaws



IRS records and correspondence
Minutes of all meetings
Correspondence
Insurance coverages
. Income tax forms — A tax-exempt orgamization must file (using
Form 990) annually with the IRS. If the non-profit’s gross income is
less than $25,000, a portion of this form must be filed to maintain the
501C-3 status, If income exceeds $25,000, the report must be filed by
the 15th day of the fifth month after the close of the organization’s
annual accounting period.

8. Employee reports — If the corporation has employees, appropri-
ate reports must be filed for FICA, withholding and unemployment
insurance.
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SITE PLANNING
FOR YOUR TOURNAMENT

Site planning or design is critical. Once a site is selected, 1t be-
comes the focal point for staging all activities related to your toumna-
ment. Inadequate attention to the arrangement and placement of
structures, activities and services can cause an otherwise good tourna-
ment to have major problems.

WHAT 18 A SITE PLAN?

A site plan shows the physical arrangement of facilities, activities
and services on a site. The detail of the plan will vary depending on
the use for which it is intended.

Several site plans may be produced to accommodate different uses.
For instance, a site plan for visitors to the event should only locate
elements necessary to inform and direct them to activities, exhibits,
entertainment, parking, exits, restrooms, first aid stations, and other
essentials. It should avoid too much detat] and clutter.

Another site plan may be required to plan and coordinate the tour-
nament itself. More detail will be required. Electrical supply, water
outlets, proposed booth locations, structures and other pertinent fea-
tures will be required.

BENEFITS OF A SITE PLAN?

A good site plan will assist tournament directors by providing the
following services.

@ It will provide information and direction (o tournament partici-
pants and spectators. A site plan locating the weigh-in station,
restrooms, telephones and concessions will help people unfamiliar
with the site,

w A site plan will facilitate better communication among those
involved in the tournament by describing each activity that will take
place at your tournament site. This will assist contestants, exhibitors/
sponsors, volunteers, security and safety personnel, utility companies

Unless the site is
predetermined, the
full range of event
requirements should be
assessed before final
site selection is made.
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A SITE PLAN:

Provides information and
direction

Facilitates better communi-
cation

Provides a historical record
Allows for planning control
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(if appropriate). and marina and dock management in knowing where
all activities are taking place.

& The site plan also provides a historical record for future tourna-
ments. A site plan is a recordkeeping device that is one method of
evaluating the physical layout of your event.

@ A plan will allow for planning control by reducing conflicts
and providing functionality.

SITE SELECTION

Selecting a tournament site requires more than a casual knowledge
of tournaments. Unless the site is predetermined, the full range of
event requirements should be assessed before final site selection is
made.

Basic considerations

Accessibility to the bay or area in which fishing will take place
General public awareness and visibility of the site

Parking and boat taunch

Alttractiveness of site

Space for exhibits and other planned activities

Utlities — water, electricity, telephone, etc.

Vehicular access to site from major highways, and public
transportation

Vehicular access on-site for emergencies, service delivery, trash
pickup, etc.

v Opportunity for growth/expansion

NONSNANSNAKNAN

SITE-PLANNING STEPS
There are five basic steps in developing a site plan. They are listed
and described below,

1. Determine the Program of Uses.

In this step you should develop a list of all tournament activities
and services that are needed. Determining the program of touma-
ment-related activities for a site will come from the collective input
of committees responsible for planning the event. This step actually
requires little knowledge about the site itself, and is used to determine
the type of site(s) needed. The following is an example of major
considerations:

Programming - all activities and services that make up the
tournament. Examples include boat dock, piers, the weigh-in station,
the freshness evaluation lab, stages for any entertainment, booths for
exhibitors and sponsors, and food concession stands.

Logistics — all support services and activities necessary. Ex-
amples include security, trash disposal, parking, entrance control,
vehicular traffic, pedestrian traffic flow, electricity, water, toilet
facilities, first aid, telephones and storage.

Administration - all support uses required for management of



personnel, volunteers, cash, etc. These include management control
center, registration area and score-keeping arca.

Each proposed use should be described in sufficient detail for the
site preparation committee to know exactly what is needed. Knowing
exactly what the site will be used for will assist the committee in
choosing the best site to sufficiently handle all the needs of the
tournament.

2. Inventory and Analyze the Site,

When a site has been selected that will meet all tournament pro-
gramming, logistic and administrative needs, a base map should be
developed in this phase. It should include a scale of | inch = 40 teet
or smaller to permit sufficient detail for locating booths, exhibits,
stages, weigh-in stations, restrooms, etc. Other items to include are a
north arrow to provide orientation, a legend to define symbols,
numbers or colors used to identify items, and a vicinity map to locate
the site within the city or area

Acrial photographs, topographic maps and soil maps of the site are
of great assistance in this part of the planning process. Site features
that might be included on the base map include vegetation (types and
locations}, topography (classification of slopes, drainage, etc.),
structures, roads, pedestrian walkways, fences, parking lots, electri-
cal, water supply and other utilities, vehicular access, open areas,
prevatling winds, patterns and intensity of precipitation, and other
significant site features that may limit or enhance proposed uses,

3. I1dentify Functional Relationships Between Uses.

Each use (programming, logistics or administration) is examined
for physical and service requirements as well as how it complements
or competes with other uses. Each use will have its own physical and
service requirements. Information developed from the program
development phase is used in this step. Two examples of specific
uses are:

Food Concessions/Booths Requirements:

* Determine localfstate health ordinance requirements.
Determine support requirements for each: booth size, water,
electricity, tables and chairs.

Locate and allow ample room for service to area {(ice, supplies).
Avoid locating near stages.

Avoid locating near restrooms.

Food/drink booths should be centrally located.

Restroom Requirements:

* Determine local/state health ordinance requirements.

* Include ar least one toilet for every 100 people in attendance

(check local ordinances).

* More toilets will be required if days are warm and if beer and
soft drinks are sold.
* Avoid locating near food concessions.

*

* ¥ ¥ X

NOTES
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Getting the stamp of * Rental companics must be contacted early to ensure availability.
* Locate to permit casy access for service truck.

a_pprm{al and _the Similar lists should be developed for other facilities such as the .
financial backing from weigh-in station and any tournament-related activities. Then each

an established group facility or use should be compared to the others in an attempt to

is sometimes a position related uses together and contlicting uses separately,

difficult task.

4. Develop Design Alternatives.

The development of alternative design solutions by fitting program
uses o the site is an important step. A variety of allernatives should
be considered in an effort to make optimum use of the site. Aesthet-
ics, pedestrian circulation, visibibty, safety, access roads, parking,
exhibits, and other activity/service functions should be inctuded. This
phase should include review and comment by all event committec
chairpersons and any others who might have a significant role in
event planning or operations. Their insights into their individual areas
of responsibility can indicate important logistic considerations that
may have been overlooked in previous planning phases,

5. Select a Site Plan.
The final step in the process of developing a site plan is the prepa-
ration of a detailed scale drawing, locating activities, structures,
roads, walkways, and other elements necessary for communicating
with the various event support groups and participants. After the site .
design is complete, detailed consiruction plans may be necessary for
certain structuresfelements. Architectural style, drawings and specifi-
cations may be required if the plan is used as a master plan for major
site improvements.

GETTING ENDORSEMENTS

In many cases, organizers are looking for support from the local
chamber of commerce, perhaps from local government, and certainly
from the merchants who can be expected to gain from the touma-

i ment. Getting the stamp of approval and the financial backing from
an established group is sometimes a difficult task,

Basically, building public support for a fishing tournameat is
based on the organizers' and promoters’ ability to identify the needs
of their potential clients, and selling the target audience on the bene-
fits to be derived from the event. The fellowing questions should be
helpful in selling your tournament.

DOES THE TOURNAMENT APPEAR CREDIBLE?
In each case, the organizatton’s first goal is to establish credibil-

ity. This credibility evolves in several ways. .
1. Consider the individual reputations of the organizers and pro-

moters. On your tournament comniittee vou need leading citizens and

persons known for being ethical or essential and for following

through on their commitments.
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2. A second consideration is to establish networks with all those
organizations and individuals with whom you hope to gain support.
This, of course, means working carefully and sensitively with each.
Most often this 1s accomplished by soliciting advice and involvement
in your effort.

3. The overall content, purpose and nature of the event must be
carefully considered when you are seeking support. All too often, a
fishing tournament may simply be dropped on the chamber of com-
merce or an elected body without adequate preplanning or considera-
tion. The event may be a high risk venture that is a liability for the
organization, or some incident may occur that tarnishes the com-
munity’s reputation. The group from which you are seeking support
needs to be assured this won't happen.

Is It EcoNoMicaLLy Sounp?

Another major consideration is to inform potential supporters how
the event will benefit the community economically. An excellent
starting point would be to advise the chamber and elected officials of
the overall value to the tourist industry, while indicating as near as
possible, based on solid data, what you realistically expect will result
from the event.

Dors It SERVE THE PuBLIC INTEREST?

The chamber and elected officials also should be told how the
event will serve the general public’s interest. As an example, attract-
ing tourists to a tournament often results in facilities and opportumi-
ties that are not sustainable solely by the local taxpayer, so organizers
can point to the otherwise unavailable benefits and opportunities that
the community will gain.

Is It WELL-PLANNED?

In seeking public support, make sure that you have a thoroughly
developed plan of action for organizing, promoting and cvalvating
your tournament. Too often, the chamber of commerce or the elected
body hasn’t the time or personnel to take on additional responsi-
bilities.

In many situations, one or both of thesc groups will inherit the un-
finished effort and will be hard-pressed to carry out an event begun
by individuals who were unprepared, inexperienced or incomplete.
Your ability to demonstrate that you are capable, competent, well-or-
ganized and a “finisher” will make a great difference in getting
support.

Look for opportunities to increase community involvement be-
vond the local officials. Every option for building grassroots support
is extrernely important. Use the media to keep before the public the
event and its worthiness, and the people wha are involved in the
effort. Maintain a consistent effort to recognize and reward individu-
als and organizations that support the effort.




PRESENT
YOURSELF WELL

The following checklist offers points
you should consider as you develop
your presentation.
v What is your mission?
v What are your strengths?
v What are your weaknesses?
v What are you doing that cur-
rently attracts panicipants?
¥ Do you have a system for evalu-
ating your endeavors?
v What is your current relationship
with elected officiais?
v What have you done to develop

your relationship with the media?

v What is your image with the
attendees?
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Within your organization, evoke a strong commitment to complet-
ing tasks that are vital to successful events. A positive “can-do,” fun
atmosphere cannot help but affect others in a similar fashion. De-
velop a system for documenting and evaluating the event, such as
being able to prove fiscal responsibility.

Be able 1o ascertain the wants and needs of the attendees. Be in a
position to show how you are serving these needs, and, more impor-
tantly, how you can adjust to complaints and unmet needs.

As the event develops, organizers should be able to develop more
convincing arguments and a data base that will help elicit more
community support {i.e., economic impact, non-resident funds ex-
pended for motel rooms, meals, purchase of gasoline, fishing equip-
ment, entertainment).

A FLOOR PLAN FOR SUCCESS

Analyze your existing situation and dentify the key decision
makers and organizations that are missing from your support group.
Carefully study these individuals and organizations, and develop an
individual plan to gain support for the one organization or person you
value most.

Have your most eloquent spokesperson present your case to this
organization or individuals. Present why you need help and why the
proposed tournament will be good for them and the communily.

Having analyzed your current situation, identified your needs or
missing support, pinpointed potential supporters and investigated
their unique contributions and possible relationship to your effort, all
that remains is to collect your data and organize it into a convincing
case, Then go sell your event to those from whom you need 1o gain
support,

VOLUNTEERS

Good volunteers are just like anyone else. They are not necessarily
waiting in the wings, ready to leap out and assist you with whatever
you want to do. You have to go after them . . . recruit them. And
recruiting volunteers is rather like fishing for perch. You have 1o
know where they are and what type of bait to use.

PREPARING FOR VOLUNTEERS

First determine your needs, What parts of your tournament organi-
zation have inadequate professional assistance or staff time? What
special skills would enhance the event? What new activities do you
need to prepare for in the future?

Prepare a job description for each volunteer position. Be as spe-
cific as possible; include needs to be accomplished, time required,
and accountiability. Try to make the task appealing — teature the
uniquenesses and the rewards and fun. Be clear — avoid misleading
statements or hard seil.



Develop an orientation plan, and be sure each volunteer receives
this orientation before starting to work. The orientation should in-
clude the purpose of your tournament, why you are staging it, how it
will be handled and what that particular volunteer’s job is, and how
that job fits into the total effort. Identify the major leader for the
tournament, and outline all rules and policies.

With volunteers, several points should be remembered.

I. Consider each volunteer’s rights before assigning people to
tasks, Volunteers have the right to be treated fairly and to be well-
informed about the job.

2. Work should be meaningful and enjoyable. Constder an assign-
ment rotation system; don’t give the same volunteers the same dull
tasks each time. At the same time, don’t burden the most dedicated
with the tougher tasks all the time.

3. Recognize volunteers for work weil done. Anyone who is
willing to donate spare time needs te know that he or she is doing
something useful and meaningful. Keep records, and consider giving
prizes to those who do outstanding jobs. At the least, thank everyone
as the work proceeds.

RECRUITING VOLUNTEERS

The most effective recruiting technique is simple person-to-
person. Happily placed volunteers are the most successtul recruiters.
Make public presentations to solicit help — the more informal, per-
sonal and smaller, the better. Go after groups that have successful
track records of volunteerism, such as clubs, churches and service
organizations,

A 1981 survey of volunteers revealed that most were asked to vol-
unteer by someone or else they leamed about the position through
participation in an organization, service group or religious group, or
through a family member or friend who was already participating.
The best recruitment approach is still a personal one, and the best
recruiler is another volunteer.

SCREENING VOLUNTEERS

Tournament organizers should have a simple screening process to
help assign volunteers to the most appropriate task. This should in-
clude a survey in which the volunteer indicates his or her needs, ex-
perience and expectations, a job description, needed skills and com-
mitments, an agreed-upon work schedule and time commitment, and
the duration of the assignment. If yours is an ongoing tournament, the
volunteer should have an opportunity to see historical files on the
event and to review the work cycle.

PLACING AND SCHEDULING VOLUNTEERS

You must be as flexible as possible when scheduling volunteers,
but dependability is mandatory. Volunteers are usually busy people.
Patience in working them into your event will pay off. Explain if

The best recruitment
approach is still a
personal one, and
the best recruiter is
another volunteer.
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RISK
IDENTIFICATION
- Tort
- Contract
- Fidetity
, - Property loss ‘
RISK RISK
EVALUATION IMPLEMENTATION
- Probability - Policy
of loss - Procedures
- Severity manuaf
ot loss
RISK
TREATMENT
- Avoidance
- Reduction
- Retention
- Transference
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tlexibility 1s limited because of deadlines or scheduling subsequent
events, but respect the volunteer's time and scheduting problems.

SUPPORTING AND MANAGING VOLUNTEERS

Keep in mind the expectations of the volunteers, their abilities and
their knowledge. Constantly work to share ideas and explain proce-
dures and the process to your volunteers. Invite them to suggest a
better approach. Recognize volunteers both formally and informally.
Constant consideration and recognition is an essential requirement.
Some effective methods of recognition might include a letter of
recognition, recognition at a post-tournament event such as a banquet
or reception, plaques and certificates,

LEGAL LIABILITY
AND RISK MANAGEMENT

A new phrase, nsk management, should be added to the vernacu-
lar of the tournament director. Managing legal risks is a director’s
responsibility for protecting the tournament and its volunteers against
damage losses from tort liability. Sponsors of fishing tournaments
may be exposed to tort liability resulting from participant and specta-
tor injuries associated with the tournament. They may also be ex-
posed to law suits arising from disgruntled participants who disagree
with a tournament judge’s ruling.

A tort, meaning “wrong,” describes a group of transgressions,
other than breach of contract, for which a court will grant an award of
damages. The law of torts 1s concerned with the monetary compensa-
tion for losses based on injuries suffered by a volunteer, spectator or
participant in a fishing tournament.

IMPLEMENTING RISK MANAGEMENT PROGRAMS

A risk management pregram involves identification of a
tournament’s potential tort risks and attempting to contro! and mini-
mize these risks. Risk management has four basic components. Each
is important for tournament directors to understand (see ilustration).
1. Identification

Tort liability involves a complex amalgamation of risks in areas of
negligence, slander, libel and assault. Other risks faced by the tourna-
ment include contract liability, property loss and fidelity losses. A
reasonable and prudent tournament director should inventory agency
risks prior to undertaking any management program.
2. Evaluation

Risk frequencies, accident probabilities and monetary estimates of
loss arc key components in the evaluation process.
3. Reduction/Transfers

Many options for reducing or transfering risk are available at dif-
terent cost levels. Reduction techniques include safety inspections,



recordkeeping and review, volunteer training and awareness of
liability. Retention is a form of self-insurance that may include an
insurance policy. The sponsor retains the risk up to the deductible
{$5,000), and in essence is retaining up to that amount of risk. Risk
transfer places the burden of loss on another party. Typical tech-
niques include liability waivers, issuance, leasing, or service con-
tracts with independent contractors.
4. Administration

A program commitment is a key part of this phase of risk manage-
ment. Tournament sponsors should not only adopt a policy statement
pledging support for such a program but also operationalize the
statement through inspection and other appropriate measures.

Risx IDENTIFICATION

Legal liability infers a responsibility between parties cognizable
and enforceable by the courts. It is to be distinguished from the
judicial process, which determines liability. The filing of a lawsuit
and a finding of liability are not synonymous terms.

Legal liability can be separated into criminal and civil liability.
The distinction between them lies in the interest affected and the
remedies available. A crime {criminal liability) is an offense against
the public at large, for which the state, as the representative of the
people, will bring proceedings in the form of a criminal prosecution.
A criminal proceeding 13 not concemed with compensation of the vic-
tim but in protecting public interest by punishing the offender. Thus,
a fishing tournament sponsor may seek criminal charges against a
participant for submitting an illegal fish to defraud the sponsor from
prize money.

Civil actions are usually based on contractual or tort hability. The
differences hie in the interest to be protected. Contractual liability is
created to protect the interest in having promises performed while tort
liability is concerned with unreasonable interferences with the rights
of others. The field of tort law includes many kinds of actions be-
cause of the variety of interests involved. Torts are generally divided
into intentional torts and negligence. The distinguishing feature
between them 1s intent.

PARTIES SuBIECT TO TORT RISk

Every person associated with a fishing tournament may be liable in
money damages for a wrongful act. When one person acts on behalf
of, or under the direction of, another person, then both may be liable.
Thus a director has the same degree of liability as the volunteer
provided the volunteer is acting within the scope of his responsibili-
ties. This is called the doctrine of respondear superior.

Tournament Sponsors
Public agencies: The cloak of governmental immunity does not
provide blanket protection for cities and state agencies if they are

Every person
associated with a
fishing tournament
may be liable in
money damages for
a wrongful act.
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DEFINITIONS
Negligence — the failure on
the part of the tournament
sponsor, or its volunteers, to
exercise ordinary and reason-
able care to prevent injury to
others.

Ordinary care - that level of
conduct that would be exhibited
by a person of normal prudence
under the same or similar cir-
cumstances.
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involved in running fishing tournaments. Governmental responsibil-
ity for torts of its agencies and employees is the trend in Texas
{(V.T.C.A, Civil Practices and Remedies Code §§101.001-.109). In
general, the Texas Tort Claims Act limits the immunity previously
enjoyed by the state, its agencies and political subdivisions. Other
states may be following the same trend. as well. Be sure to check
state civil codes when developing a risk management plan.

Private Sponsor: No immunity exists for non-profit sponsors.
The doctrine of charitable immunity does not apply to fishing tourna-
ment sponsors. Liability for sponsors is based on respondeat superior,
when a volunteer causes an injury,

Tournament Director

As a general rule, a director is not liable for the tortious acts of his
subordinates unless he directs, participates in or ratifies the conduct.
Liability for the director can arise if the injured party can show that
his injury was proximately caused by the director’s negligence.

Tournament Volunteers — Individual Liability

Notwithstanding the doctrine of governmental immunity, volun-
teers are not cloaked with immunity, and they may be individually
liable for their tort. They may spread this liability to the tournament
sponsor through the respondeat superior doctrine.

Tort RISKS

Fishing tournament associations and their volunteers take calcu-
lated risks when they run a tournament. Accidents can and do hap-
pen, but the mere fact that a participant 1s injured does not mean that
the agency and its volunteers are liable for damages. Liability arises
when the injured party can prove that the tournament sponsor and its
volunteers breached a legal duty of care, thereby causing the injury.
Without this proof, there is no lability.

Negligence

The predominant type of tort risk for the tournament sponsor is
neghigence. Negligence is the failure on the part of the tournament
sponsor, Or its volunteers, to exercise ordinary and reasonable care to
prevent injury to others. Ordinary care is that level of conduct that
would be exhibited by a person of normal prudence under the same or
similar circumstances.

Since state laws vary on the qualifications for an individual to
recover damages, and 1t would be impossible to cover all here, we
will look at one state system as an example. Under Texas law, a
person injured while participating in a fishing tournament may only
recover damages when there is;

(1) a legal duty of the tournament sponsors or volunteers to con

form to the standard of care of a reasonable and prudent person:

{2) a failure to conform to the standard required;



(3) a reasonably close causal connection between the conduct and

the injury; and

(4) actual loss or damages.

In negligence cases, proof of these elements involves questions of
fact and law. The court decides questions of law, and the jury, ques-
tions of fact. The issue of the existence of a legal duty is a question of
law for the court. To meet the first test of actionable negligence, a
legal duty must exist between the tournament sponsor and the person
injured. This legal duty of care may arise by contract, statute or
common law. In the case of fishing tournaments, the sponsor’s legal
duty of care to participants is derived from common law or contract
law.

SituaTiONs GIVING RiISE TO NEGLIGENCE CLAIMS
Facilities

A tournament sponsor’s liability for participant injuries depends
on its ownership, possession, or control of the premises. Generally, a
landowner is liable for visitor injuries caused by a defect on the
premises. An exception to the owner liability rule arises where the
legal owner transfers possession and control of the premises to a ten-
ant, Under landlord/tenant law, the tenant becomes liable for visitor
injuries. Thus, a tournament sponsor that is a legal owner, or a tenant,
of the premises may be liable for participant and visitor injuries. But
when the tournament sponsor is merely a user of the premises, and
not the owner or tenant, the legal risks remains with the owner.

As an owner or tenant of (he premises, the legal duty of care re-
quired of the tournament sponsor depends on the status of the partici-
pamt. Generally, the participant in a fishing tournament will be clas-
sified as an invitee. This is the highest status accorded in law to a par-
ticipant and it requires a corresponding high duty of care of the spon-
sor. A fishing tournament sponsor’s legal duty of care to participants
(invitees) can be expressed as an obligation to:

(1) inspect the premises (boat ramp, docks, weigh station, etc.) to

discover hidden hazards or dangers;

(2) repair or remove the hazards, or provide adequate warnings of

the hazard’s presence;

(3) conduct operations on the premises with reasonable care to

provide a safe environment for the participant and visitor; and

(4) keep the premises in reasonably safe repair.

Although this obligation is great, the tournament sponsor is not the
guarantor of the participants’ safety. The law tmposes a duty of care
on the participant (invitee) to avoid known and obvious dangers.
Thus a participant, warmned of a hazard, has a legal duty to avoid it.

Operating the Tournament

With respect to a fishing tournament conducted under their aus-
pices, sponsors have the legal duty to exercise reasonable care to
prevent unreasonable risks of harm to participants and spectators,

NOTES

41



This general duty of care translates into an obligation to:
(1) provide adequate supervision and control of the program;
(2) exercise due care in the selection and training of volunteers;
(3) establish and enforce rules for the maintenance of safety and
discipline in the tournament;
(4) provide suitable equipment and facilities:
(5) warn participants of the unique and particular risks in a tourna
ment (weather and seas);
{6) develop procedures to provide proper medical assistance for
injuries; and
(7) institute and follow emergency procedures for transporting
injured persons to appropriate medical facilities.
Practices and procedures will vary from toumament to tourna-
ment; however, the legal duty of care to participants remains con-
stant.

CONTRACTUAL VIOLATIONS

Law suits also may arnise from disagreements over decisions made
at a tournament. When thousands of dollars are at stake, a participant
could easily convince himself that it wasn't his poor fishing or inabil-
ity 1o abide by the rules that caused him to lose the tournament, but
the tournament director’s bad judgement calls or vague rules that
were the problem.

The rules established by the tournament and printed in the touma-
ment program are considered a contract. The tournament sponsor
agrees to give 4 set prize to the contestant bringing in the heaviest
fish that meets the qualitications spelled out in the rules. Conflicts
aris¢ when a participant believes he would have won the tournament
had his fish not been disqualified., and he accuses the director of a
breach of contract - failue to give him the prize money for a fish he
will claim should have qualified.

The major deterent of these types of suits is clarity of rules. It
behooves a tournament sponsor to remove all ambiguity from the
tournament rules and regulations. If, to avoid entry of fish caught
prior to the tournament, a director requires all fish to be in a fresh
condition to qualifiy, he should clearly spell out the standards of
freshness (see chapter 7 on checking for freshness). The terms of
disqualification of entries and filing of protests also should be ex-
plained in detail (see chapter 7 on disqualification of entries).

WAIVERS AND DISCLAIMERS

One popular method of avoiding lawsuits is to have contestants
sign a disclaimer saying they will not hold the tournament respon-
sible for injuries sustained during the tournament or sue the tourna-
ment for breach of contract. Tournament directors should be aware
that the use of liability waivers or disclaimers as a risk management
tool wilt not stop lawsuits. Good lawyers easily can, and often do.
persuade courts to invalidate disclaimers.



Disclaimers are typically invalidated on three basis: (1) the state-
ment is contrary to public policy, (2) ambiguities in the agreement
make it difficult to determine the extent of rights waived, and (3) mi-
nors or their parents signed the waiver. Given the penchant of courts
not to enforce liability waivers and disclaimers, wournament directors
should not place a great deal of reliance on them to avoid suits.

So, what good are they? Used with a risk management program,
they can discourage lawsuits and enhance legal defenses by increas-
ing participant awareness.

Many people who sign a disclaimer or waiver have the mistaken
belief that they cannot sue the organization because they have given
up this right. This belief can further be reinforced if the waiver has all
the indications of a lepal document. This can be a strong deterent,
especially to the “nickle-and-dime” injury claims.

If the participant does sue, the waiver can help in the tournament
director’s defense. Liability waivers that inform the participant of
known risks preclude the participant from claiming lack of knowl-
edge of the potential hazards involved in boating and fishing.

When drafting waivers or disclaimers, be sure to be as clear and
unambiguous as possible. It would be wise to seek the advice and
assistance of an attorney in preparing and using liability waivers.

SUMMARY

Accidents and injuries can occur anywhere and sponsors of fishing
tournaments are not immune from the occasional accident. Although
each accident case should be treated as a potential hability risk, the
law does not require that a sponsor be the insurer of a participant’s
safety. Disagreements over regulations and rulings also can occur in
the best of circumstances.

The law requires that a tournament be organized and conducted
with the level of skill exhibited by a reasonable and prudent sponsor
to prevent unreasonable risks of harm and to prevent any misunder-
standings as to the rules or contract of the lournament. As risk of
harm increases, so does the sponsor’s responsibility to advise the par-
ticipant of the risk or to take remedial action to keep it from becom-
ing unreasonable.

TOURNAMENT REGISTRATION

Registration is another activity that will take some advance plan-
ning and forethought. The method of registration must be decided far
enough in advance to be able to include it in all tournament literature.

Registration by boat appeals to some tournament directors. Others
prefer to register individual contestants. There are some advantages
in each system. Perhaps the type of tournament, the physical arrange-
ment of the weigh-in station, the kind and amount of prizes. and
target species should be considered in determining how contestants
are registered.

Used with a risk
management program,
waivers can discourage
lawsuits and enhance
legal defenses by
increasing participant
awareness.
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BoAT REGISTRATION

If the target species are caught and fanded primarily by boat. the .
weigh-in station 1s dockside and accessible by boat, and there is a cal-
cutta associated with the tournament, boat registration may be the
best choice.

The captain of the vessel registers the boat in the tournament. The
vessel name, make, length, U.S. Coast Guard Documentation or State
Registrattion Number, and VHF radio call numbers are recorded. The
name, address and phone number of the captain also is listed. The
boat is assigned a tournament 1D number for recordkeeping purposes.
A sticker or decal with the 1D number may be issued for placement
on the windshield.

The registration fee assessed each boat will be considerably higher
than that for an individual. Fees may range anywhere from $100 (o
$£500 per boat depending on the size of the loumnament and the value
of the prizes.

The tournament rules may restrict the number of crew members
allowed aboard the boat per trip, but may permit any number (o
participate over the duration of the tournament. In such a case, the
captain is required to maintain a daily log of pertinent information
conceming the identity of the crew and the vessel’s activaty.

Arrangements for dividing prize money is the captain’s responsi-
bility. A common method is to divide 1t into equal shares for the .
captain and each crew member with an extra share going to the boat.

Some advantages of the boat registration system are:

1. Providing a higher registration fee, thereby increasing tourna-
ment profits.

2. Discouraging pooling of fish. For example: One person in the
boat registers in the tournament at a norminal fee and several others
aboard may give him their fish.

3. Increasing efficiency at weigh-in station. Time and energy are
saved by weighing fewer fish. Only the largest three or four fish
aboard the boat are weighed. Otherwise, officials must weigh each
crew member’s fish separately.

4. Simplifying record keeping. Fewer fish and contestants are
involved.

INDIVIDUAL REGISTRATION

If a fishing tournament has a wide variety of categories, including
many inshore species, or if the weigh-in station does not have dock-
ing facilities for boat access then perhaps contestants should register
individually.

Most often individuals register by purchasing a ticket that entitles
them to compete in the tournament. The ticket may be serially num- .
bered with a 3- x 5-inch information portion retained by the tourna-
ment and a matching stub retained by the contestant. The conlestant’s
M name, address and phone number should be listed on the card that is
o filed alphabetically and becomes part of a dual recordkeeping system.
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Individual contestant fees may range from $5 to $50 depending on
the size of the toumament, number of categories, and value of prizes.

Most often charitable organizations, civic clubs, chambers of
commerce and sport fishing clubs choose the individual registration
method because of the manpower and other resources available to
them tor reaching large audiences.

Some advantages of the individual registration method are:

1. Making participation in the tournament available to bank, jetty,
pier and wade fishermen.

2. Making the tournament more atfordable and appealing more 10
the “casual™ sport fisherman.

3. Encouraging donation of the nominal registration fee to the
tournament by non-participating contestants.

4, Increasing the possibilities for weigh-in station site focation
because water access is nof essential.

NECESSARY INFORMATION

Whatever system is used, several things must be done during the
registration period. All necessary information about the contestant
must be obtained at this time. This is necessary because the
recordkeeping system must be set up and ready to go when the
weigh-in station opens.

In some cases a tournament director may include a brief informa-
tion-source question or set of questions to determine the most effec-
tive means of promoting future tournaments. A “check-off” or
*rircle” response could be used to find out how the contestant learned
about the tournament, 1.e., television, radio, newspaper, word of
mouth.

At the time a contestant purchases a ticket or registers in the tourn-
ament, he should be given a copy of all the rules and regulations. If
International Game Fish Association rules are used, the contestant
should be given a current copy of the rule book. In some “big-
money” tournaments, it may be advisable to have the contestant sign
an affidavit stating that he has read, understands, and agrees to abide
by all the tournament rules and regulations. If not listed in the rules
and regulations, a copy of the fish freshness standards required by the
tournament and perhaps some suggestion on how to maintain them
should be given each contestant (see Appendix H).

The registration period is probably the only time tournament
officials and contestants will meet face to face prior to the weighing
of fish, so all important business should be handled at that time.

TOURNAMENT RULES
AND REGULATIONS

A good set of rules and regulations is one of the most important
factors in conducting a successful fishing tournament. Adequate time
and consideration should be given to their formulation.

At the time a
contestant purchases
a ticket or registers
in the tournament, he
should be given a
copy of all the rules
and regulations.
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ESTABLISHING CONTEST RULES

The primary purpose of having a good set of rules is to ¢nable
officials to manage a tournament efficiently and fairly with a mini-
mum armount of confusion and controversy. 1t would be extremely
difficult for a first-time tournament director to imagine the variety of
controversial situations that may arise during toumament competi-
tion. For this reason, rules and regulations of several popular tourna-
ments in Texas, as well as the Internaional Game Fish Association
rules are listed in Appendix E of this handbook. Prospective tourna-
ment directors are encouraged to study these and select the ones best-
suited for their tournament.

The purpose of a particular rule may not be readily discernible to
an inexperienced person. Therefore, it may be helpful to examine
some general categories of tournament rules.

Means of Catching Fish

These rules are designed 1o ensure tournament fish are caught by
sportfishing methods only. Shrimp traw!, beach seine, gill net, hoop
net, trammel net, traps, speargun, longline, trotline, rotenone, electric
shock, explosivess and harpoons are usually not considered sportfish-
ing methods.

Means of Landing Fish

Most tournaments allow the use of a landing net or gaff only while
landing the fish. For safety purposes, some tournaments altow large
sharks, rays and gars to be shot with a gun just prior to landing.
However, shooting is not allowed in International Game Fish Asso-
ciation rules.

Gear Restrictions

These rules are designed to set limtiations on use of sportfishing gear.
They cover such things as leaders, kinds and number of rods and
reels, etc.

Fish Quality Requirements

Fish-quality requirements give the tournament officials some control
over when and how fish are caught. It may be difficult to eliminate
entries that are caught only a few hours before the tournament com-
mencement date, but with adequate freshness tests, gross violations
of tournament rules can be detected.

Fish freshness, mutilations and “altered from its natural state™ re-
strictions will help disqualify fish that are bought from seafood
dealers or commerical shrimp boats or that have been previously
frozen, netted, trapped, gilled or shot. They also are designed to help
disqualify entries that are loaded with extra weight or unnatural
stomach contents. Freshness standards that are required by the tour-
nament should be listed somewhere in the rule book or information
brochure.



Eligibility Requirements and Restrictions

These rules designate the species categories and divisions in which
contestants may compete. They may be related to the fee structure,
contestants’ ages, sex, or numbers of fishermen per boat. They may
also designate the dates, time of day or night, range and areas where
fishing may take place.

ADMINISTRATIVE AND (PERATIONAL PROCEDURES

Some rules are designed specifically to provide smooth and effi-
cient management of the weigh-in station. Identification decals, ticket
stubs, unloading boats, disposal of fish, grievances or protests, tie-
breaking, weigh-in station closing time, announcing of winners and
awarding of prizes are all covered under these rules.

Characteristics of Rules
Tournament rules should possess the following qualities:

1. Simplicity - Be careful not to get bogged down with exces-
sive technicalities or extreme, rare case situtations, Try to keep rules
at a reasonable number.

2. Clarity - Guard against ambiguity, vagueness, and extreme
generality in the statement of tournament rules. Have them proofread
and tested for double meanings and range of possible interpretation.

3. Purposefulness — Make sure the rules are functional,
reasonable and workable,

4. Enforceability —-Do not list any rules you are not willing to
enforce. Not all rules are enforceable to the same degree, but at least
some attempt should be made with each. An example would be: A
contestant witnesses a large fish being caught on a pier. He purchases
the fish from the one who caught it and enters it in the contest as his
own. The fish passes the freshness test and wins first prize of $5,000.
A polygraph test is the only means to expose this kind of violation.
Therefore, a polygraph requirement would be a suitable means to
enforce a rule of this type.

Fair and Equitable

The number one rule in any tournament applies to the director.
“All tournament rules will be enforced fairly and equitably with all
contestants.” One of the quickest ways to destroy the credibility of a
fishing tournament is to make exceptions to the rules, play favorites,
or make little or no attempt to enforce tournament rules.

Tournament rules and regulations should be in compliance with all
state and federal game laws. At no time should a tournament director
have a fish in his possession that does not meet state or federal length
limits. However, directors should be cautious about placing them-
selves in the role of game wardens. Checking fishing licenses, count-
ing bag limits, and measuring fish lengths is a time-consuming job,
and perhaps is best left up to the authorities.

QUALITY RULES

Tournament rules shoutd be:

Simple
Clear
Necessary
Enforceable
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By most definitions, a
calcutita is a gambling
event. It may also be
the major incentive

for fishermen to partici-
pate in the tournament.
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CaLcurras, Pors ano Poors

Some of the larger and most successful tournaments have an asso-
ciated calcutta, which, by most definitions, is a gambling event. The
amount of the calcutta is usually much greater than that of prizes and
awards for the various places in the tournament. It may also be the
major incentive for fishermen to participate in the tournament.

The money in the calcutta is accumulated through a bidding proc-
ess which is open to participants and associates. The person that gives
the highest bid on a particular boat will share the calcutta prize with
the captain and crew if his boat wins.

The organization and rules of the calcutta will vary with different
tournaments.

Participation in the calcutta may be optional for contestants.
Although the same fish are involved, the winners of the calcutta are
evaluated separately from those of the tournament,

Pots and pools may or may not be sanctioned by the tournament. In
some cases, they are planned by the participants without the direc-
tor’s knowledge.

Calcuttas, pots and pools are usually for the benefit of the partici-
pants, with no proceeds going to the tournament. The tournament will
usually benefit from increased participation because of the potential
calcutta winnings.

It is extremely important for tournament directors to understand
that gambling is illegal in many states, and winnings from gambling
are considered as taxable income by the Internal Revenue Service.

Before organizing a calcutta for your tournament, discuss the de-
tails with the director of a well-established tournament in your area.
Also, investigate the gambling income reporting laws in your state as
applied to calcuttas.

Be sure to familiarize yourself with the IRS current tax code as
applied to gambling. In general, the IRS requires that 20 percent of
the calcutta winner's prize moneys be withheld and that the tourna-
ment fill out the appropriate forms and return them to the IRS each
year.

Remember, if you fail to withhold calcutta winnings the IRS will
hold you personnally liable. Also, failure to file the required forms is
punishable by a fine, and in some cases incarceration. The necessary
IRS forms may be obtained from any regional IRS distribution
center.
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MONEY, MONEY Maintaining records

EVERYWHERE . . . must not demand
nce the toumament organization process has gotten under- inordinate amounts

way, it won't be long before money issues arise. How do

you keep records of expenses? What is the best record- of time. The system
keeping system to use? How do you get extra funding for your should work for you
tournament? All these money matters are discussed in this chapter. rather than make you

work for the system.

ACCOUNTING/RECORDKEEPING
FOR FISHING TOURNAMENTS

BASICS OF AN ACCOUNTING SYSTEM

Running a fishing tournament ts much like running a small busi-
ness, and since one of the basic objectives of a fishing tournament is
to make money, you need to know something about the cost of doing
business. [n short, tournament managers need to know that profit 1s a
function of revenues minus costs, and that costs necd to be menitored
just as much as revenues to be sure the tournament is making profits
instead of losses. A good recordkeeping systern will help you do this,
plus make sound management decisions.

Necessary Attributes of an Accounting System

. Development of financial records is a necessary part of the tounma-
ment director’s functions and responsibilities. As such, the system
must be geared, within limits, to the desires and nceds of the director
and/or tournament management. While there are certain conventions
in record keeping which must be followed, the system itself can be
fairly well-tailored to the individual director and to the tournament
management in general.

A good recordkeeping system should be:

I. Simple to understand.

Flexible and adaptable to changing needs.
Inexpensive to develop.

Require little time to maintain.

. Handy and convenient to use.

For a bookkeeping system to be valuable, it should be as simple as
possible; otherwise, its use will be impaired. Likewise, the system
should be flexible, so that as the toumament grows and the bookkeep-
ing becomes more complex, the system can be adapted to take care of
additional entries. Elaborate computerized systems often require
more time to set up and operate, and therefore are more expensive.

Maintaining records must not demand inordinate amounts of time.
The system should work tor you rather than make you work for the

. system. A system that requires too much time or creates a burden-
some task will eventually become a neglected system or will be
completely abandoned.

Records also should be convenient for use rather than hidden away
where it is more difficult. The types of records to be maintained

SRR




DEFINITIONS

Journal — The book recording
all day-to-day transactions.
Ledger — A book to which the
record of specific accounts is
transferred as final entry from
the original postings in a
general journal.

Balance Sheet - A
statement of the assets and
liabilities of a business at a
specified date.

Income Statement - A
statemnent listing a business’
profits and losses over a given
period of time.

Budget — An itemized
summary of probable expenses
and a plan for meeting those
expenses over a given period
of time.
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should fit the director’s and the tournament’s needs and should be
comfortable for the director to use.

Basic Books for Recordkeeping

It is often erroneously assumed that basic financial records, such as
balance sheets and income statements, can be prepared at will from
even the most rudimentary records — business receipts and cancelled
checks. While this may be possible in some instances, it certainly is
not the easiest or the most accurate method.

Maintaining a rather modest set of books is truly a prerequisite for
the preparation of useful statements for tournament management
purposes. Journals and ledgers are two ways to keep tournament
records.

Journal: The general journal is essentially a book within which
some or all of the tournament activities can be recorded. From this
Joumal, financial information can be transferred to appropriale
ledgers, which serve as a means of classifying each transaction into
specific groups. Other journals such as a cash receipts journal, sales
joumnal, etc., may be added to help sort each type of entry. An ex-
ample of a typical general journal is shown below.

GENERAL JOURNAL
CASH DATE SUNDRY
Debit Credit Mo. Day Yr. Description  Post Debit Credit

Ledgers: Ledgers provide a convenient way to systematize the
financial activities, and prepare them for use in the income statement
and balance sheet. The function of the general ledger is to provide a
handy mechanism for scrutinizing the financial position of the tour-
nament. Once the journal entries are “posted™ to the general ledger
accounts they should roughly correspond to the accounts within the
income statement and balance sheet. An example of a general ledger
sheet is shown below.

GENERAL LEDGER SHEET

ACCOUNT: TOURNAMENT ADVERTISING NO.

Date Description PR Balance

Debit Credit

Items posted
Debit Credit

Financial Statements

The two most important financial statements generated from
construction of the journal and ledger entries are the balance sheet
and income statement. These two statements, plus the cash flow



statement, can provide an excellent picture of the tournament’s
business activities. See Appendix F for samiple financial statements.

Balance Sheet: This is a statement of the tournament’s financial
condition at a given point in time — a financial photograph. It is
composed of three basic parts — assets, liabilities and capital. It
keeps track of what the tournament owns, what it owes and what is
invested. Entries and evaluations of balance sheet accounts are based
on the conventional accounting equation: Assets = Liabilities +
Capital. Assets are grouped into current assets, which can be con-
verted into cash easily, and fixed assets, which are basically used by
the tournament on a longer-term basis. Liabilities are grouped into
current liabilities or debts, which have to be paid within 12 months,
and long-term liabilities, which are to be paid back beyond 12
months.

Income Statement: Commonly referred to as a statement of profit
and loss, this essentially reports on the business transactions in
financial terms over a certain period — monthly, quarterly or annually.
The income statement reports on income generated and expenses
incurred over a specific period of time —a moving financial picture.
The difference between income and expenses is either a resulting
profit, if income cxceeds expenses, or a loss, it expenses exceed
income.

MAINTAINING THE BOOKS

Being able to have good financial data available for decision-
making depends heavily on how well and how accurately information
is recorded in your general journal and general ledger. Sloppy and
haphazard entries usuvally result in inaccurate information.

Records should be entered as soon after receipt as possible to aveid
losing them, but not necessarily as the transaction occurs. The entries
can be made weekly or biweekly depending on the level of activity.
The job of doing the bookkeeping function should be handled by as
few people as possible to achieve conformity and continuity in
recordkeeping.

BUDGETING

From an internal perspective, financial data can be used as an
historical base for the estimation of what types and amounts of
income and expenses a fishing tournament might generate. These
reports can be used to assess the overall performance of the fishing
tournament director, the success of his tournament and to establish
better control mechanisms. Helping to plan future tournaments is also
a good use of these financial reports.

Nature and Purpose of Budgets
A budget is no more than a qualified business plan. The budgeting
process provides a mechanism through which the tournament director

The job of doing the
bookkeeping function
shouid be handled by
as few people as
possible to achieve
conformity and contin-
uity in recordkeeping.
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can lay out the planned activities of the tournament and attach dollar
costs and revenues to their implementation and result. This would
highlight trouble spots in the financial plan for the tournament and
also act as a control mechanism to ensure that funds are not wasted.
A budget, as a financial plan, is subject to change as variables in
the tournament change. It is also an invaluable management tool for
both planning and control. Developed from financial records on the
tournament and forecasts of future changes to be implemented, the
budget provides the mechanism needed to ensure tournament goal
achievement or al least minimize unprofitable situations.

Budget Preparation

The basic methods by which budgets can be prepared involves
either the development of a budget based on past financial records or
preparation based on major component parts of the overall budget.
One budget based on anticipated sales of novelty gift items, food, and
drinks, and another based on entry fee or registrations might be
combined to give us the total income portion of our budget. An
expense budget would include promotion costs, cash awards, travel
expenses, food services and other major expense categories of the
tournament.

The budget can be utilized as an effective control device provided
it meets certain requirements. The budget must represent a realistic
set of tournament goals, be flexible and yet include all major compo-
nents of the tournament operation. The use of budgets as a control
process demands that it also be relatively cheap and easy to use.

SOURCES OF INCOME

The principal source of income to fishing tournaments is almost
always going (o be the entry fee or registration fee for fishermen.
Orher sources of income might include advertising in tournament
publications, donations of cash awards or merchandise to be used as
prizes, which may or may not be actually counted as part of the
tournament income, and the sale of novelty gifts such as T-shirts,
caps, etc. How well a tournament secures this income generaily will
dictate how successful the toumament will be financially.

Registrations

Registrations or entry fees represent the primary source of income
for most fishing tournaments and is a key ingredient in establishing
income and expense projections for the tournament. Entry fees will
vary between adult and youth divisions, offshore and inshore divi-
sions, cash prize and trophy winners, and other categories, divisions
or types of tournaments. An entry fee may be as low as $5/per person
or as high as $100 or more.

To break even a tournament must generate enough registrations to
cover all fixed costs, such as prizes, food, travel/lodging and other
basic expenses of the tournament.



As an example, if a new tournament director anticipates total fixed
costs of $4,000 and he feels his optimum entry fee should be no
higher than $10 per fisherman, then he would need at least 400
entries to reach his break-even point. Or, to look at it another way, if
he estimates only 2({} people will come to the toumament, then the
entry fee must be set at $20 to break even.

If some of his prizes are donated, they should not figure into the
fixed costs, but those prizes that are paid from registration receipts
should be expensed to the tournament.

Once a tournament has established a track record and a better feel
for how many tournament entries to anticipate, the job of setting
entry fees and calculating tournament expenses is certainly made
easier, but that first-ever tournament requires a “best estimate” by
tournament planners.

Preselling a tournament registration or entry fees is a good idea
and can help tournament planners reach their goal in advance of out-
of-pocket expenses. One tournament utilizes non-profit clubs and
youth organizations to help presell entry fees. A commission of 20
percent is paid to the club for each entry presold, with the balance
going to the tournament. This generates more sales by providing
greater promotion of entry fees.

Novelty Sales

The sale of T-shirts, caps and other novelty items can generate
additional income to the tournament. A markup on cost of these items
would normally be in the 100 percent or more range. T-shirts pur-
chased for $3 would be sold for $6 each, plus any special commis-
sions or bonuses 10 sales personnel,

Some non-profit clubs or youth groups may be willing to handle
novelty sales as a fund raising project and may presell these items. 1f
this is done as a fund-raising project, the commission would be added
to the final price. If the commission were $1 then the final price
would be $7 on the example above. Novelty sales can add a large
amount of income to the tournament if promoted properly.

The principal drawback to handling novelty sales is purchasing too
many items that cannot be carried over for the next tournament, thus
forcing a dramatic markdown on price and reduction in profits. To
avoid this proeblem, tournament officials should purchase novelty
items that do not become dated with the year of the tournament
imprinted on them or with some special one-time promotion.

Donations

There are three basic types of donations related to fishing touma-
ments — donated gifts or trophies to be given as prizes to winners in
various divisions and categories; cash donations to be used as gifts or
prizes, and cash donations for raffle tickets for drawings on prizes.
Each of these three types of donations warrants a few comments here
even though these donations may or may not be categonized as
income,
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The purchase of a
raffle ticket for a prize,
normally merchandise,
is the only donation
that can be shown as
income.
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Donations tor prizes. whether in cash or merchandise, should not
be listed as income, but can reduce the amount of expenses incurred
by the tournament. Since some prizes are for catching a certain type
of fish or tagged fish, they do not have a good chance of being col-
lected. A $10,000 cash prize for catching a tagged redfish or shark
may never be collected during a three-, four- or five-day tourament,
s0 the cash prize is never awarded. A prize for catching the largest
fish in various categories will most likely be awarded and should be
calculated as tournament expense, unless the cash or merchandise
prize is donated.

The purchase of a raffle ticket for a prize, normally merchandise, is
the third type of donation and the only donation that can be shown as
income. Each of these cash donations represents the purchase of a
single chance to win the announced prize. The cost of the prize can
be paid for in total or in part by tournament proceeds. If a boat/motor/
trailer combo is, for example, “raffled off” during the tournament,
then the tournament will buy the combo from one or more vendors or
provide “free™ advertising to the vendor who donates the prize with-
out cost to the tournament. Generally the cost of the advertising is
absorbed by the tournament.

Advertising in Tournament Publications

Since most fishing tournaments will produce a publication an-
nouncing the tournament and the various divisions and prize catego-
ries, this offers another opportunity to raise money or prizes for the
tournament by selling ads. These “sponsors™ will take out small ads
for $100 or more. The ads also can be sold by non-profit organiza-
tions or youth groups as a fund-raising project. The ads will appear in
announcement publications and various signs posted on the tourna-
ment. The ads also can be used in conjunction with any newspaper
ad. Advertising income can produce revenue 1o cover printing costs,
prizes and other tournament expenses.

Major EXPENSE CATEGORIES

Major expenses in sponsoring a fishing tournament will include
prize money or awards, promotional expenses, travel and lodging and
food services if they are provided as part of the tournament. These
four expense catagories probably represent 90 percent of the cost of a
tournament and estimating these expenses as part of a tournament
budget will probably require the greatest planning effort. Other ex-
penses such as insurance and equipment rental (such as tents, chairs
and tables), although not one of the major expense categories, also
should be considered carefully in the tournament budget. Controiling
these expenses will require the best financial management capabili-
ties possible from the tournament director.

Promotion/Advertising/Printing
Promotional expenses are guaranteed to occur; they are
unavoidable, but they can be planned and properly managed. Getting



the word out about the tournament can be very expensive if you are
not careful, and it definitely can get out of hand quickly. A touma-
ment sponsor should budget a fixed amount for advertising and
printing expenses before the tournament and set aside a small emer-
gency fund for special promotional effort. In advance, the tournament
director should have an advertising plan with the various media
broken down by budget expenditures. A set amount would be budg-
eted to newspaper, radio and direct mailings to marinas, boat dealers,
tackle shops, bait camps, etc. The same type of allocation should be
set up for printing of flyers, brochures, signs, etc.

Free promotion through public service radio and gratis circulation
by the print media, sponsoring organizations and business firms also
should be used whenever possible to reduce expenses. Placing signs
in the window of various sponsoring business organizations can be
inexpensive and can reach a very good segment of the target audience
— recreational fishermen.

For recordkeeping purposes, the various types of advertising and
printing expenses should be broken down to help identify where the
money is spent, and, from a management point of view, to compare
return on investment of funds. The following categories may serve as
a starting point;

Advertising

(a)} Newspapers

{b} Radio

{¢) Promotional Literature
Printing

(a) Signs

(b) Tournament Flyers

(c) Announcement Brochures

(d) Entry Forms

(e} Special Advertiser’s Flyers

Guaranteed Prize Money or Awards

Large cash prizes and attractive merchandise awards are going to
attract fishermen to your tournament, but the cost can represent a
very large expenditure if these prizes and awards are not donated by
tournament sponsors. A tournament director probably feels the aduit
division may be more attractive to entrants with cash prizes, while the
youth divisions can attract entrants [2 and under with merchandise
prizes such as free mounting of a fish or a rod and reel combination.
Trophies are an important award in both categories.

A tournament can save some money by getting bids on merchan-
dise awards to be purchased or by obtaining wholesale prices or dis-
counts from sponsors. This reduction in costs will generate less ex-
pense and more profits to the tournament.

Travel/Lodging Expenses for Tournament Personnel
Tourmaments are largely going to be run by volunteers who want
to see the tournament succeed. Many of these volunteers both work




and fish in these tournaments, so it is an attraction for them to be
involved with the tournament. But, tournament management is
obligated o some degree to repay these volunteers for some of their
out-of-pocket travel, lodging and food expenses.

These expenses should be budgeted and properly controlled during
the tournament, What travel, lodging and food expenses are (o be
paid should be made clear to tournament personnel prior to the
tournament. Detailed records should be kept on these expenses for
tax purposes to avoid duplication in payment and to ensure accurate
payment. Discounts for foed and lodging should be requested when-
ever possible to help keep these costs down. As a public relations
etfort, you should make special arrangements with tournament
sponsors or business operations making donations to the toumament
to use their facilities whenever possible.

Food Services

Putting on a “feed” as part of the social activities associated with a
fishing tournament is basically an added attraction. Some touma-
ments have the barbeque, shrimp boil or fish fry as part of the awards
ceremonies, Tickets to these social gatherings can be part of the entry
fee or assessed as a separate cost, but generally speaking, they are not
set up as a moneymaking function. The objectives of most tourna-
ment managers 1s 10 have the feed as an attraction to both those
entered and members of their families at an extra cost to make the
award ceremonies something of a special event. People in attendance
can meet the award winners and generally have a good time visiting
with their fishing buddies,

From an accounting standpoini, food services are another expense
catagory to be charged against tournament income. If there is a
separate charge for tickets to the food function, this becomes income
to the tournament 1o be offset by the expenses of providing food
services. If the entry fee also covers the food function it must be
calculated into the fee and expensed out as food services. From a
planning standpoint, it would be easier to sell tickets separately to
keep track of the estimated number of attendees and overall cost of
carrying out the food function.

See Appendix C for more information on serving food to crowds.

GENERATING FUNDS

If your tournament needs more funding than traditional scurces
can offer, or if you need start-up money and cannot wait until regis-
tration fees come in, three possible alternatives are corporate sponsor-
ship, grants and loans.

GAINING CORPORATE SUPPORT
One way to secure funding for your tournament is to ask a major
corporation or a local manufacturer to sponsor the event. They can



provide prizes, trophies or even some money or services (o get your
tournament underway.

Why Do Companies Give?

Corporations give money to build a positive image, influence
opinion makers, develop stockholder goodwill, build community
business relations, please other special publics, return tavors, per-

petuate the past, support employee services, foster employee training,

increase productivity, hedge against future losses, associate with
quality, satisfy executives’ personal interests, secure a tax deduction,
or to keep up with the Jones’ corporation. And, quite often they give
from the heart.

What Do Corporations Generally Give?

They give cash, boats, various fishing equipment, other company
products and materials, advertising and promotion services, and a
variety of other community services such as communications, data
processing, financial planning, legal counsel, mailing, photocopying,
photography, printing, secretarial work and transportation. They give
company personnel, company facilities, matching funds, and a van-
ety of other forms of corporate aid, including bulk purchasing, loss
insurance, business travel costs, training programs and discounts on
purchases of their products.

What Does a Corporation Consider When an Organization
Requests Donations?

They consider the geographic region and the amount of people the
tournament will attract. They consider the tax status of the toumna-
ment, the purpose, activities, and the organization’s basic ability to
accomplish its goals,

What Are the Questions That a Company Usually Asks?
1. Does the tournament meet needs and is the effort important?

2. Is the tournament run in a conservation-minded way?

3. What will be the benefits of a corporate investment?

4, What percentage of the funds will be spent on administrative and/
or fund-raising efforts?

5. What is the history of the requesting organization?

6. How long has it been in existence?

7. Is the requesting organization a tax-exempt entity?

8. What other companies, foundations and individuals are contribut-
ing to the tournament?

9. What is the nature of the request; 1s it a cash request or a request
of products?

10. Will a commitment to the tournament improve community rela-
tions and the perception of the company among fishermen?

11. Has the requesting organization fairly documented its needs,
objectives and and efforts in a concise and well-written proposal?
12. Can our corporation use this as an advertising deduction?

NOTES
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Writing a Proposal
Proposals will vary with the type of tournament and the type and
amount of support being requested. They should, however, follow a
basic outline:
A. Summary: Clearly and distinctly provide an overview of the
request.
B. Introduction: Detail your tournament’s purpose and track
record,
C. Needs to be Met : Define what needs you intend to meet.
D. Method: Describe how the toumament will accomplish the
proposed activity.
E. Evaluation: Describe your plan for measuring success.
F. Future Efforts: Describe the need for additional efforts.
G. Budget: Present a detailed budget that accounts for all
potential income and expenses.

This proposal should be tailored to the specific resources of the
corporation you wish to approach. Once the proposal is prepared,
determine which corporate officer should be contacted and arrange a
personal interview. If you have had no prior contact with this person,
their alhes, friends or associated organizations may provide you with
the needed introduction. Make sure the time and meeting place is
convenient for the target person, and request only the time that yon
will actually need.

Do not read your proposal to the person. Develop a brief presenta-
tion that outlines the major points, highlighting specific points and
needs. Indicate the benefits the corporation can hope to derive, such
as tax or other economic benefits, public goodwill, enhanced em-
ployee opportunities, multi-use of marine resources and a healthier
community. Be persistent, but not overbearing. Follow up on your
first contact. Be aware of timing; the tax implications for the private
sector can be extremely important. Publicize corporate support,
provide appropriate recognition, evaluate each effort, and prove to
the corporation that you have accomplished what you set out to do.

SECURING A GRANT

Another source of pre-tournament funding is grants. Most first-
time grant writers are apprehensive about applying for a grant be-
cause they don’t know where (o start, with whom to talk, what 1o say
or what to write,

Understanding Your Benefactor

Perhaps some awareness of the viewpoint of the private sector and
corporations regarding philanthropy will ease some of the initial
concern, Corporations and foundations tend to view giving as an
investment in the community, They realize that funding a tournament
will bring outsiders into the community who will enhance the local
economy.,



Thus, if you can convince your potential benefactors that the
money they put into your tournament will return to them or the
community in the long run, they witl be more likely to answer your
funding request. It is safe to say that with the proper planning and
presentation. a tournament director should have no trouble securing a
grant or two.

The first step in the grant application process is to rescarch your
potential sources of funding. This is an investment in time manage-
ment, as the research will tell you what resources are available and
where your opportunities for success are greatest. Listings of founda-
tions are available in local libraries, community colleges, state apen-
cies concemned with education and public welfare, and foundation
centers.

Proposal Outline

Those who control the resources took for certain characteristics in
grant proposals. The proposal should touch on the following major
points:

1. Executive summary — This summarizes your request in a
pointed, factual, clearly written and concise format that makes your
need obvious to the reader.

2. Introduction - A section descnibing what the requesting
organization is all about should come next. At this point, your goal is
to establish credibility with the funding organization.

3. Problem statement — Here, the needs of the solicitor are
accurately and concisely set forth. This section also describes who
will be served (fishermen, the community, your organization’s
beneficiares, etc.) and what problem will be dealt with {the activities,
programs and issues that will be funded by the tournament).

4. Objectives — This section lists the results and benefits that
will be achieved if the proposal is funded.

5. Evaluation — Here the grant writer describes the process of
evaluating the event. The measuring process should be outlined, and
the objectives and methods that are to be evaluated should be listed.

6. Long-range plan - For some funding requests a long-range
plan will be necessary. It should outline the sequential steps that
might need to be followed after the initial tournament. It should
identify the extent of future grant proposals.

7. Budget — Obviously the proposal has to set forth all elements
of the described effort. The funding external to the foundation re-
quests needs to be identified. Most foundations are more inclined 1o
provide funds to assist in a project than they are to share the entire
load. They also are usually not interested in operational maintenance,
personnel funding, travel, etc. They are more inclined to grant money
for a one-time start up item such as land or buildings.

Selling Your Proposal
Once you have worked through your proposal, it’s time to develop
your networking ability to maximize the opportunities for obtaining




The more than 20,000
private foundations
in the United States
grant about $3 billion
per year. Corporate
philanthropy now
exceeds private
foundation gifts and
represents the largest
institutional source
of giving.

62

funding. Some would call this developing a marketing strategy. it
involves deciding to whom you will sell the proposal and the meth-
ods you will use,

Perhaps some knowledge of charitable giving will enhance the
grant writer's ability to be successful in obtaining charitable gifts.
Only 10 percent of the more than $60 biltion donated to charitable
organizations is given by foundations and corporations; the rest
comes from individual gifts. The more than 20,000 private founda-
tions in the United States grant about $3 billion per year. Corporate
philanthropy now exceeds private foundation gifts and represents the
largest institutional source of giving.

Wiih the proposal developed and your list of funding opportunities
identified, the next step is to identify those funding sources (accord-
ing to their past giving record) which would most likely give to you.
Perhaps some simple coding or rating system with a scale of one to
five should be used. Mark a five by those with the greatest opportuni-
ties for obtaining funding, three for those with some opportunity and
a one goes beside those with no opportunity. Then invest your time in
contacting those that have a five rating, If those play out, try the ones
with a four rating, and so on.

Let’s say you have 10 prime candidates with five ratings. Don’t
make the mistake of most unsuccessful grant writers who send a
package of information to all 10 without thoroughly analyzing each
one. Make every attempt to learn as much as you can about each
foundation or corporation.

Essentially, you want to know how decisions on what to give are
made and perhaps the best way to communicate that opportunity with
these organizations. Talk to people who have had past successful
dealings with the charitable giver. It may seem like a waste of time to
invest this front-end effort, but a hastily prepared application ap-
proach is virtually a sure failure. The careful planning and research
beforehand improves the odds of funding several fold.

Having accomplished all the research that seems necessary to
evaluate your opportunities, it is time to make the first move to solicit
support for your tournament. When you finally arrange a contact with
the foundation or corporate entity, be sure you are adequately pre-
pared. As the level of sophistication of the donor increascs, the
amount you request should also increase,

Be prepared to have your requests rejected, and treat the rejections
as part of your long-term planning and marketing effort. You should
gain from each by learning what not to do when asking for the next
request, Likewise, use your successes as stepping stones to your
future grant-writing efforts.

Attempt to develop and maintain good relations with all potential
opportunitics for donations, Recognize the administrative, artistic
skills that are vital to developing a marketing package that encom-
passes and sells your proposal to the donor. Last, but not least, be
extremely well-organized in all that you do, and be sure that whatever
you set forth and commit to doing, you in fact follow through.



Some Tips on Securing Grants

1. Do not be vague about the amount ot funding you want. Be
specific in the dollar amount requested.

2. Be certain 1o evaluate the opportunity with the donor. Sotlicit
based on an organization’s ability to give. Work constantly to expand
your network, your access to influence the resources and power. A
carefully devised, long-range plan to increastngly access donors will
pay long-term benefits.

3. Develop an image of organization and success, but, more impor-
tantly, develop an image of credibility.

4. Be constantly aware of the merits of your effort and constantly
sell them to your network and potential donors.

5. Realize that donors communicate with one another. You have 1o
be concerned about the negative impact that may be communicated
from one donor to another.

6. Be wary of consultants. Ultimately, there are no magical an-
swers. The strength, capabilities and credibilities of the organization
will ensure success. Success is not something you can buy from a
consultant.

7. Look at the ability to generate revenues independent of chari-
table sources. A fishing tournament may need start-up money from a
foundation to get the venture rolling, but, hopefully, the tournament
will eventually be successful enough to fund itself each year.

GETTING A LoaN

Securing a loan for your tournament operations is another possi-
bility, but may not be a wise one. Loans for prospective tournaments
may be obtained from many financial institutions, but they are typi-
cally made to an individual rather than the tournament. Loans for
tournaments also are generally heavily secured because of the high
risk involved.

The director of a first-year tournament would have much to lose if
he had to pay off a high interest loan to a tournament that failed to
bring in as many participants as hoped. Although the risk for a direc-
tor of an established tournament would be less, he should have
enough in reserve from previous years to finance an upcoming
tournament and would have no need for a loan.
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HEY, EVERYONE,
WE’RE HAVING A TOURNAMENT

romoting your tournament involves more than just telting

your buddies that you are about to have a fishing tourna-

ment. But that's a good place to start. Spreading the news
by word of mouth is as important as any complex marketing strategy
designed by an expensive ad agency.

Promoting your tournament can be paralleled to fighting a battle, It
can be as simple as a last-minute guerritla assault or as complex as a
computer-generated, strategic air defense plan. And what’s true in
battle is true in the publicity war as well: the simpler the plan of
attack, the cheaper the cost. There are hundreds of thousands of ways
to publicize your tournament. This chapter will cover some of the
major methods of promotion and publicity, how to go about initiating
these methods and what you can expect your costs 10 be,

To initiate a successful publicity campaign, you must have knowl-
edge and skill in working with media people, ad agencies, printers
and the public in general. Any expertise in how publications are put
together is also helpful. Hopefully, the material we present here will
give you enough information to deal adequately with these areas.

WHY PUBLICIZE?

The need for publicizing your tournament cannot be emphasized
enough. If you don’t publicize your tournament, people won’t know
about it. If people don’t know about 1t, they won’t come. Now that
may sound common-sensical, yet many people skimp on their public-
ity budget in order to save a few dollars.

Publicity can make or break a tournament. Good publicity will
reach all your potential participants, inform them of your tournament,
rouse their curiosity and convince them to enter your tournament. No
publicity, or bad publicity, will leave potential participants unaware
that your tournament exists or, worse yet, leave them with the im-
pression that it's not worth attending.

What publicity can do for your tournament:

1. Create an identity and awareness of the tournament among
potennal participants and sponsors.

2. Inform the media and the public of the benefits of attending
your tournament,

3. Make people remember your tourmament.

4. Convince people that your tournament is worthy of attendance.

5. Increase attendance, possibly increasing profits.

Although publicity can be extremely advantageous, you must be
realistic about what you expect to achieve. Even the best publicity
will not work miracles. Publicity cannot change a poor reputation or a
negative image overnight, nor can it persuade people to come to your
tournament if it is inferior.

Promoting your
tournament can be
as simple as a last-
minute guerrilla
assault or as complex
as a compulter-
generated, strategic
air defense plan.
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<\Jews Releases

Brochures

Radio Spots

Flyers

PILANNING AHEAD

You should be ready to begin actual publicity of your tourament
about six months ahead of time. If the tournament is set for August
10, your first news release and information to potential participants
should be sent out by Feb. 10,

[t will take several months to develop a budget, select an ad agency
or recruit professional help, choose people to be in charge of certain
tasks, and, most importantly, decide what methods of publicity you
will use. Therefore, the promotion committee should begin meeting
and planning nine to 10 months before the toumament date.

DeveLoPING A COMMITTEE

It is important to appoint a chairman at the earliest possible date.
The chairman must have enough time to select committee members
before it’s time to begin meeting and preparing for the publicity.

Special attention should be given to recruiting committee mem-
bers. Try to find volunteers who have had publicity, marketing, jour-
nalism, public relations, art or communications experience, especially
those with previous experience in tournament or other special-event
ptanning. These types of people will be able to give the most signifi-
cant contributions to the publicity committee.

DEVELOPING A BUDGET

The first task at hand for the publicity committee is to set a budget.
Unless a certain amount already has been allocated for publicity
based on the previous year’s expenditures, the committee must come
up with an estimate of how much money it will need to give the
tournament adequate publicity,

Preparing a budget for the promotion of a fishing tournament is
like preparing a budget for anything else. There are three basic steps:
setting your objectives, deciding what must be done to meet those ob-
jectives and deciding the cost of meeting those objectives.

1. Setting Objectives:

The first step is to decide what you would like your publicity to
accomplish. Your objectives should be tied to the overall objectives
of the tournament (see Chapter 2: Setting Objectives).

Make your objectives specific. For instance, one of your objectives
could be “'to have a lot of people come to our tournament.” But a
better objective statement would be *‘to have at least 300 tournament
participants, 15-20 exhibitors and crafis booths, at least five media
representatives and at least three sponsors attend each day of our
tournament,”

Make a list of all of your promotion objectives. Some areas for
which you may want to set objectives include attendance goals,
certain audiences to reach, amount of media coverage, eic,



2. Meeting Objectives:

Now that you have your list of objectives, the next step is identify-
ing ways to meet them. Have a brainstorming session with the public-
ity members to find the best alternatives tor achieving each objective.

An example: It one of your objectives is “to have all local newspa-
pers do both preview and follow-up stories on the tournament,” then
you must decide the best ways to convince the newspapers to do this.
Should you flood their offices with repeated news releases? Or would
personal visits provide a more effictent und cheaper method of alert-
ing them to your tournament? What about developing a media packet
Lo facilitate easier writing of articles? Do you want to provide an on-
site media arca for tournament-day coverage? Free food and drinks?
Transportation to and from the newspaper?

As you can see there are many alternatives. How do you know
which are best? One important step is to identify what you are trying
to accomplish with each objective. Are you trying to promole aware-
ness of the toumament, tlournament credibility, a high attendance, a
preference for your tournament over others? Pinpoint the promotion
methods that will best bring about the desired result.

Another way to determine the best promotion alternative is to seek
advice from a professional or others who have had experience in
dealing with meeting your particular objective. If you are making
these decisions on your own without the benefit of assistance, the
“Promotion Alternatives” section of this chapter should provide some
direction.

3. Estimating Cost:

The final step in budget preparation is to put a price tag on all your
objectives. For instance, in the previous example let’s say you de-
cided 1o go with phone calls, news releases and photos to get the
newspaper coverage you want. The local phone calls will cost noth-
ing. If you type the news releases yourself, your only cost will be
making copies at about 5 cents each. It you have photos from last
year’'s tournament, you can get reprints for about 50 cents each.

Let's say you have three local newspapers and you intend to send
each paper two news releases and four photos. The cost to meet your
local newspaper coverage goal will be less than $7.

When you have estimated the cost of meeting each objective, total
these costs. This will give you an idea of what your budget proposal
should be.

As with budgeting for other events, the people who hoid the purse
strings may decide your proposal is more than the organization can
afford. If this is the case, you should go back through the steps again,
re-evaluating your objectives and seeking cheaper ways to meet your
goals.

Publicity budgets, once set, should be considered a fixed invest-
ment. Don’t make last-minute cutbacks in advertising and publicity to
bail out budget problems elsewhere.

NOTES
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PUBLICITY
TIMELINE

6 Months Before:
Brochure/Parmphlet — listing rutes
and registration information for
potential participants

News Release — giving date. place,

Sponsors, etc

4 Months Before;

Meadia Advertising — place ads in
tishing and cutdoor magazines

3 Months Before:

Qutdoor Ads — posters. flyers,
billboards, etc.

2 Months Before:

News Release -- tor further details,
rules, any changes. etc.

Media Advertising — begin newspa-

per ads, radic spots and promotions
3 Weeks Before:

Media Kits — including press
passes, photos, history, etc.

2 Weeks Betore:

Promotionals — promotionat stunts,
give-aways, etc.

News Release — finai word to
media including last-minute details
Day of Tournament:

News Release — release official
winners, records, other information
Within One Week:

Follow-up - check with media to

see if they need any further informa-

tion or photos, thank media for
aftending, take out ad thanking vol-
unteers. remove flyers and posters.
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DEVELOPING A SCHEDULE

As mentioned before, your publicity should begin at least six
months before your tournament. An individualized publicity time line
should be developed for your toumament. And once set, it should be
followed as closely as possible. The time tine should include dates
and specific activities to be accomplished by each particular date, To
the left is a guideline of standard publicity items along with sug-
gested release times.

PUTTING THE PLAN INTO ACTION

Once the decisions have been made on what to do and when to do
it, the next decision is how. What channels will you use to help you
prepare your various publicity items? There are three basic ways to
£0 about promoting your tournament. An advertising agency could be
hired 1o do most of the work for you. You could hire a consultant to
do a few of the more complex jobs and have the publicity committee
do the rest. Your group could attempt to do all the publicity, The last
method js the surest way to insanity, especiaily if your group has
limited marketing and design experience. But before you decide who
will handle your promational campaign, you need to learn more
about your audience.

LAYING A STRONG FOUNDATION

The first step in producing a successful promotional campaign is to
do your homework. Before you pay for an ad, before you check on ad
rates, even before you sit down at the drawing board, you need to
find out what your audience wants, likes and needs. This involves
developing an image, analyzing tournament-goers and researching
advertising trends in your area.

1. Decide on an Image.

The “image” is the concept or mental picture of the tournament
that is portrayed in a promotional. For instance, a tournament bro-
chure that inctudes photos of fathers and sons fishing together will
give off a warm, family-oriented image for your tournament, Publica-
tions and ads that include photos of elated winners and that use
unusual typestyles with splashes of color will likely give your touma-
ment an image of playfulness and fun. Photos of somber fishermen
and conservative designs are used by a tournament that wants to
portray itself as a serious competition.

The image your tournament needs is based on your objectives and
the concepts that are attractive to your audience (see discussion on
next page). How do the successful, high-attendance toumaments
portray themselves? What types of advertising do the big tourna-
ments use? What kind of appearance do the unsuccessful rourna-
ments have in the public’s eye? What type of image is given off in
the ads by the not-so-successful tournaments? Take a look at both



successful and unsuccessful saltwater tournaments to help you decide
what image will work best.

2. Know Your Audience.

Don’t gear your advertising to the general public; concentrate on
fishermen who attend tournaments. A survey of a group of fishermen
of the type that you are trying to reach would define your target audi-
ence by telling you the average age of tournament-goers, sex, educa-
tional tevel, the media they are most likely to watch and read, and the
geographic regions in which they live. All these items would tell you
what type of publications to print and the mediums thal are most like-
ly to reach your target audience.

Although helpful, a survey is not always practical on a limited bud-
get. If you are using an ad agency, see if it has similar statistics.

The evaluation from the previous year's tournament also may give
you an idea of what type of people like to attend your type of tourna-
ment. The evaluation can also tell you if your participants thought
vour publicity was effective. If you don’t have the advantage of data
from an earlicr tournament, be sure to include questions on an evalu-
ation form for your present tournament {see Chapter 8).

Another way to learn your target audience is to look at research
that has been done on why people go fishing and enter tournaments.
These studies will give you a better idea of the attitudes your target
audience has toward fishing tournaments, which will help you design
publicity that appeals to those particular attitudes.

Taking a look at one study done by Texas A&M University re-
veals that people primarily like to enter tournaments for the sport of it
and the challenge of the competition. These fishermen rank relaxa-
tion, companionship and nature as their other top motivations for
tournament fishing. Prizes come in fifth, tied with escape as a reason
for entering a tournament.

These studies indicate that publicity that promotes big winnings
might not be as effective as publicity that talks about the sporting
challenge that your tournament offers. It seems to say that you'd do
better discussing the relaxation and companionship afforded by en-
tering your tournament than you would be discussing the shiny, new
weigh-in station you have or the pretty young judges at your toumey.

Another help in defining your audience is to contact your state
agency that is responsible for registering recreational boats and ask
for a list of all persons owning 18-foot and larger boats that are regis-
tered with the agency. This list can give you an idea of where fisher-
men are mast likely to live. Identifying particular regions where
fishermen live will heip you know where to focus your publicity.

3. Reseach Local Advertising Trends.

Ask other groups if local people are more likely to read newspaper
A or newspaper B. Or maybe the fishermen in your area don’t read
newspapers at all, but they listen to the radio quite a bit. Find out the
best place io advertise, then plan to do your advertising there.

The image your
tournament needs
is based on your
objectives and the
concepts that are
attractive to your
audience.
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Try to pick agencies
that are proportionate
to the size of your
budget.

AD AGENCY
ADVANTAGES

Agencies Can:
+ Recommend Marketing Plans.
+ Use Established Connections.
+ Provide Experience, Talent and
Resources.
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HIiRING AN AGENCY

Some of the advantages of getting the assistance of ad agencies are
{1) they can analyze the market conditions of your audience and
recommend the best marketing plan to meet your objectives, (2) they
have established connections with media representatives that people
new (o the tournament business might not have, and (3) they have the
experience, talent and resources necessary to develop professional-
looking publications and other promotional pieces.

The most obvious disadvantage of using an ad agency is the ex-
pense involved. Also using a third party often removes you trom
making those vital personal contacts with media and printers. An-
other disadvantage is the time involved in selecting an agency, ex-
plaining your needs and waiting for estimates.

Selecting a Company

If you decide to go with an ad agency, compile a list of prospective
agencies to begin the selection process. For major national advertis-
ers, look through advertising publications such as the Standard Direc-
tory of Advertising Agencies, an ad agency “redbook,” or Adweek
for agencies. For local advertisers, ask groups similar to yours to rec-
ommend agencies they have used, or find ads you like in local news-
papers and magazines, then call and find out who designed the ads.

Once the list of prospects 1s complete, narrow that list down. Try to
pick agencies that are proportionate to the size of your budget. If you
have a large budget, you may want to choose a larger agency, as they
often will offer you greater variety and network of resources. If you
have a small budget, larger agencies will not only most likely be out
of your price range, they will generally give your small account a low
priority and assign the work to less-cxperienced individuals.

When you've condensed your list, call or write each one to get
more information on fee structures, past performances and promotion
alternatives. When meeting with ad representatives and reading their
sales brochures, look for the following characteristics,

A Good Ad Agency Should:

v have a track record that shows previous publicity has netted

results.

v provide talented. experienced personnel to work on your ac-
count, preferably with prior experience in toumament or special
event promotions.
be creative with fresh, new ideas.
be realistic in its projections of results.
meet any specific expectations you have for them,
have a fee and billing structure that suits your needs.

Once you have chosen an ad agency, it is wise to ask for a contract,
The contract will protect you as well as help avoid misunderstandings
in the future. When you begin working with the agency try to develop
a relationship that involves trust, realistic deadlines, constant commu-
nication and a team spirit.

NNNN



GOING WITHOUT AN AGENCY

If your publicity budget is limited. you may decide not to use an
agency. If this is the case, it’s a good idea to hire a consultant to do
your major jobs, especially items such as ads and brochures that
necessitate graphics and artwork,

Professional Assistance

There is no substitute for the right kind of specialized professional
assistance. 1f you don’t have people in the ranks of your publicity
committee with design experience, it’s much better to pay someone
1o design a project for you than to go with a sloppy job or trust a
printer to come up with something you like.

A brochure that looks as if an amateur threw it together can give
the impression that your tournament is the same way. If you have a
basic idea for a brochure, flyer or advertisement, an experienced
designer can make the item ook polished and professional.

Freelancers and consultants can be found listed in the phone book
under “graphic designers,” “artists” and *public relations counsei-
ors.” Designers also can be found by contacting professtonal commu-
nications organizations or your local college’s communications
depanment.

You also may be able to find an experienced graphic designer to
work for your tournament for free. Your chances of getting someone
to volunieer ime are greater when the tournament is non-profit or
when part of the profits go for a good cause.

However, when using volunteers, be sure to specify in advance
exactly what type of service you expect and set deadlines with which
you are both happy.

Remember the volunteer’s full-time job and paying customers will
receive first priority. You probably will need to get jobs to volunteers
sooner than you would paid professionals in order to give them time
to work your job into their schedule.

Doing It Yourself

If professional consultants are beyond your budget and volunteers
are nowhere to be found, your publicity committee can still promote
your tournament. Just remember this rule of thumb: keep it simple. A
rough draft of flyers and brochures can be typed up easily and taken
to a printer for typesetting and printing. Printers can also typeset
simple logos for letterhead stationery.

When planning your own publicity campaign, try to be consistent
with all your publications. Use the name and logo of your tournament
on each publication. Use the same typeface and the same design style
if possible This will help promote a consistent image.

Another principle to keep in mind concerns quahity. Never use
inferior artwork. It’s better to do without photos or art than to use
ones that are smeared, out of focus or in poor taste.

A brochure that looks
as if an amateur threw
it together can give
the impression that
your tournament is
the same way.
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DEFINITIONS

Camera Ready — A stage in
the production of a publication in
which it is ready to be printed.
No further typesetting. pasteup
or alterations are needed.
Typeset — A computer gener-
ated process that produces
letter-perfect type.

Logo — A standard ilustration
and-or type design that a busi-
ness or organization uses to
represent itseif.

Graphics Designer — A
person trained to design. fay out
and paste up a publication.
Public Relations Coun-
selor — A person trained in the
marketing and promotion of a
business or organization.

Paste up — To put together
the various efements (such as
type, photos and illustrations) of
a publication in such a way as to
make it camera ready.
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PROMOTION ALTERNATIVES

As mentioned previously, there are many ways to publicize your
tournament. We'll cover & few of the standard ones here. However,
with a little creativity and brainstorming you can come up with others
that may better suit your situation.

Worp-0or-MouTH

As mentioned at the beginning of this chapter, one of the most
etfective means of promoting your tournament is by discussing it
with your friends. Making a concerted effort to tell several key indi-
viduals about your tournament can ensure that word of your tourna-
ment date is spread through the recreational fishing community. lden-
tify these fishing leaders in your community and solicit their help in
promoting your tournament among their fishing friends. Encourage
all people involved with your tournament to tell their family and
friends about the event.

ADVERTISING

In this publication, when we refer to advertising we’re talking
about paid promotionals in a media outlet. These include radio spots,
TV commercials, and newspaper, magazine and other printed adver-
tisements.

To prepare an advertisement or commercial, draw a rough sketch
of a printed ad or write a simple script for a radio spot that will
illustrate the tournament image you’d like to get across. With these
ideas on paper, you have two choices. Either contact a consultant to
help develop the ad or go directly to the media outlet and ask to see
an advertising representative who will help you develop it.

Costs vary according to the media outlet and the length or size of
your ad. Most newspapers and magazines charge per column inch,
with a discount for larger ads. Color in the ad also will add 1o the
cost. Some print mediums also give a discount if your ad is “camera
ready.” This means it is already typeset and pasted up with no altera-
tions necded. Radio and television commercials, as a general rule,
will cost more than newspapers and magazines, but these mediums
reach a much greater audience. Ask the targeted publication or station
to give you a rate card listing its fees and method of charging.

One rule of thumb about newspapers, for an ad to be effective, it
should be run at least three times. You may also want to request that
your ad be run in the sports section of the paper, but some newspa-
pers charge extra for special requests. The most prominent placement
of your ad in a newspaper is in the upper right-hand corner of a page:
that's where a reader’s eyes generally go first.

The most effective way to reach your audience through advertising
is by catching them at simifar events. One place you may want to try
to advertise is 1n other tournament’s programs, where advertising
space is often sold.



No~N-Paip Mepia PROMOTIONS

If paid advertising seems 1o be beyond your budget, don’t despair.
You may still be able to get publicity for your toumament through the
news side of the media. Tournaments can get non-paid publicity via
the media in three basic ways: (1) listed in 2 eegular community
events schedule of activities (don't forget the calendars of events on
some cable TV stations), (2) mentioned in the sports section as an
upcoming contest, or (3) covered ax a regular news story. The trick n
getting coverage 18 10 dealing effectively with media representatives.
writing interesting. clear news releases. and giving good interviews.

Media Relations

The importance of good media relations cannot be stressed enough.
It can mean the difference between getting a series ot stories on your
tournament (played up big with photos and large headlines) and
gewing i codd shoulder (with no toumament coverage).

The basic rule in dealing with the media is to be courteous and to
treat the clerks, reporters and editors like you'd want to be treated if
someone came to you asking for a tavor. Listed below are some other
tips in dealing with the media.

1. Developing personal contacts with key media people are help-
ful. When someone knows you on a lirst-name basis, they are more
likely to listen to what you have to say than if they are talking 1o a
stranger. If someone within your organization has established con-
tacts among the press, be sure to use these, After your inmitial news
release, remember to keep your media friends informed of upcoming
activities and events or any changes related © your tournament.

2. Develop a good news release. This is the first, and sometimes
only, contact you'll have with the editor who decides what stories
will be writien and what won't. Like all first impressions 1t should be
a good one {see the section on creating a news release for more
details).

3. An extensive, up-to-date mailing list 1s another necessary key to
good media coverage. Appendix G is a publicity list that will get you
started, but you should add your local media, tourist agencies, cham-
bers of commerce and fishing clubs to the list,

4. After the news release has been sent, visit the publication or sta-
tion in person if possible. You'll want 1o see the editor in charge of
making story assignments. This person may have a variety of titles,
Al a newspaper or magazine it could be the city editor, news editor,
articles editor or assignments editor, to name a few. At a smaller
newspaper, the managing editor, editor or publisher may be in charge
of muking assignments. At TV and radio stations it may be the news
director or program director.

5. Call ahead to find out about deadlines, You want 10 time your
news releases so that they aren’t received too late for publication.
Magazines often want news items six weeks to three months prior to
the event. Be prepared for an “iU's too late™ response if you wait uniil

Never go in demanding
that something be
published on a certain
day or in a certain way
Nothing riles an editor
more than someone
telling him how to do
his job.



A news release is the
first, and sometimes
only, contact you will
have with the editor
who decides what
stories will be written
and what won't. Like
all first impressions it
should be a good one.

the last minute. You also want to avoid visiting media right I?Cf(lft‘
press time or air time. This is the busiest time. and they are likely 1o
consider you a nuisance if you come in at this nme.

6. Never send a news release (o more than one person at a publica-
tion or station without indicating who received the other release.

7. Have one person in your organization designated as contact per-
son. When two members of the same organization call on the same
editor or news dircctor. it's bound to cause confusion. Also. it estab-
lishes a “contact person”™ whom the editors may call for further infor-
mation or clarification.

8. Never go in demanding that something be published on a certain
day ot in a certain way. Nothing riles an editor more than someone
telling him how (o do his job. Remember if someone decides to cover
your fournament, he is doing you a favor.

The best approach is 10 tell the editor or news director that you
have a “story idea” or an event she “may want to cover.” Then, tell
her what it is. 1f you must ask that an editor publish something in a
certain way, suggest it by saying, "if you decide to cover our tourna-
ment, we reguest that you .. "

9. Write everything down that media representatives teli you about
getting things published. Don't trust your memory.

10, Be accurate and fair in your news releases. Double-check all
facts betore you submit the news release. Be impartial. Give credit to
those who deserve it.

L1 Talk to editors and news directors in a professional manner.
Drop names if you think it will help, but never try to pressure some-
one into cavering your tournament through friendships or business
connections.,

Also, don’t suggest that the media is obliged to cover YOUr event
simply because you've placed a couple of ads with them. This may
work in some small-town newspapers that have a smafl staff that both
sells ads and writes news, Elsewhere this suggestion is likely to
offend the professionalism and objectivity of the Journalists.

t2. Members of the press should be offered free tickets to all your
toumumcnl functions. But don't be insulted if they insist on paying
their own way. Many publications have rules against accepting gifts.

13. When a story is written or put on the air, be sure to thank the
jourria!ists f()‘[‘ their “thorough coverage™ or “accurate reporting,” but
not for the “fabulous publicity.” Journalists like 1o think of their
articles as being newsworthy, not free publicity.

News Releases

The news release or press release can be your most valuable pub-
licity wol. It provides information to the media in a clear, concise for-
mat that can garner widespread coverage of your tournament.

Unfortunately, about 75 percent of news releases are thrown in the
trash after a quick glance by a news editor. Th
1o have a news release that not only grabs the
holds it as well.

erefore, it's necessary
reader’s attention, but




Do’s: The news release must have the following characteristics.

1. {t must be informative, but not boring or pompous. Above all the
news release must make the editor think, “This 15 an event that my
readers would like to know about.” So the news release must explain
how the tournament will benefit the commumty or fishermen that
enter, rather than dwelling on how “wonderful™ your tournament 1s
going to be,

2. A good lead is necessary to pull the reader into the story. Some-
thing that separates your tournament {rom all the rest (high atten-
dance, location, type, etc.) might be a good way to lead off the news
release. Another good way to begin a news release 1s with a light
human interest story. Whatever you choose, the first couple of para-
graphs must be strong enough to carry the reader through the entire
news release.

3. Make sure all the essential information is included in the news
release. The old newsman’s rule of including the five W's is a good
way to check for missing facts. Do you have the Who, What, When,
Where and Why included?

4, The most important facts should be included as close to the
beginning as possible. If the news release is cut for space your crucial
tacts will be left in.

5. Brevity is one of the most important qualities in a news release.
Editors and news directors don’t have the time or the patience to read
a lengthy news release. The key word in rule #3 s “essential.” Don’t
include every bit of extraneous information about your tournament.
It’s probably best to leave out the the story about the assistant
director’s son catching his firse fish at last year™s lournament. A
release is best if it 1s only one page long, but never should it go
longer than two and a half pages.

Don’t's: The news release must not:

I. Run on and on about the wonders of your club or organization.
Save the bragging and gushing for an awards ceremony following the
tournament.

2. Take a stand on a controversial fishing issue. This is not the
place. If you want to complain about something, write a letter to the
editor.

3. Be messy. Also keep it free from grammatica! mistakes and
spelling errors.

4. Exaggerate or be misleading in any way. You'll regret it in the
long run.

Format: The way a news releasc looks is just as important as the
way it reads. A professionally done news release 1s more likely to get
published than one that appears as if it has been done by an amateur.

The following suggestions on format will assist you in preparing
your news release. Most of these rules were taken from a publication
by Yamaha Quiboards on promoting 4 tournament.

THE NEWS RELEASE"

The purposes are:

1. To announce your upcom- -
ing tournament and related '
activities.

2. To invite the press to
attend and cover the tourna-
ment.

3. To provide a background
and history of the tournament.

4. To announce changes aor
clear up confusions.

5. To announce the winners
of the tournament and state

record fish.




78

NOTES

I. Use your club’s Jetterhead stationery for your press release. It
wil add credibility to your effort, and looks more professional.

2. Muke certain your copies are of good quality. A release that
can’t be read won’t get any exposure.

3. Date your release. If you plan to send out several releases about
your upcoming event, then a date will help you and the media. The
date also tells them the release is current,

4. Give a “release date.” Including a release date such as “For
rclease April 3 or thereafter” or “For immediate release,” will tell
media when you would like to see the news report printed or aired.

5. Type and doublespace the release. There should be no errors or
strike-overs, for these mistakes tend 10 confuse and could delay your
publicity. Double-check your work, then have someone else check it
before you mail it. Pay particular attention to addresses and telephone
numbers.

6. A headline will help. Type in a short headline at the top of your
release. This helps the editor quickly identify what your release is all
about. Use all capital letters and underline (or put in bold if you have
a word processor.

7. If you use photography with your releases, there are certain re-
quirements. ldentify the people in the photograph from left to right.
Don’t write on the back of the picture unless you are using a felt-tip
pen. It's best if the captions are attached with rubber cement, adhe-
sive spray or wax to the back of the photo. Don’t use glue, paper clips
or staples. Although color photography looks great, some publica-
tions might not be able to use color. Be sure to check with the media
outlets to see if they can use color photos or send only black and
white photos to all print media and color slides to television stations.

8. Include contact information. Be certain the name, address and
telephone number of the publicity coordinator is included in the re-
lease. Place it ¢ither at the top or the bottom of the page (separate
from the text of the news release). Just be sure it’s easy to find,

9. 1f the release runs more than one page long, be sure to include
the word “-more-" at the bottom of each page that has a following
page. Place a *-30-" at the end of the text. Try not to break a para-
graph from one page to the next. Important information can be lost if
one page gets separated or lost.

10. Number all pages at the top, repeating a shorter version of the
headline. The traditional numbering style is to put “Add 1™ at the top
of the second page, “Add 2" at the top of the third and so forth.

The Media Package

If you think the news release may not be enough to get the cover-
age you want from the media. you may want to develop a packet of
information for media representatives. Various items can be included
in a folder with your tournament logo on the front. Since this is a
more expensive method of soliciting coverage, you may want to be
selective about the recipients.



The med:ia kit should include the following items:

w A news release that describes the upcoming tournament and
related evenis,

w [nformation on the history of your tournament,

w Background on the purpese of your club or organization.

wr Photos of last year's fournament.

& The tournament program or brochure that solicits participants.

w [D passes or tickets to all tournament events or a phone number
or address where these can be obtained.

wr |f the media kit will be sent out of town, you may want to in-
clude travel and tourist information on the jocal area.

MEET THE PRESS

What do you do when you answer the door, and CBS's 60 Min-
utes” crew is waiting to interview you? Will you be prepared? Here,
we provide a few guidelines to prepare you for interviews with the
media — even if it’s only a representative from the local fishing club’s
newsletter and not “60 Minutes.”

1. Be prepared. Don’t play it by ear. Be familiar with tournament
rules, starting times, etc. Look at the story from the reporter’s view-
point and prepare answers to the questions you think wiil be asked.

2. Remember if you don’t want a statemeni quoted, don’t make it.
There’s really no such thing as “off the record.” It’s easy for a re-
porter to later confuse what you said off the record with the rest of
your comments.

3. Try to highlight the most important facts at the beginning of the
interview. When the reporter goes back to review his notes, these will
be the first things he comes across.

4. Give direct answers. Don’t beat around the bush. If you don’t
know the answer, tell the reporter you'l} find out and call him back.

5. Be polite, but firm about not revealing private or confidential
information. If your tournament is involved in a lawsuit, be sure to
check with your lawyer before talking to reporters.

6. Don’t argue with the reporter or attempt to answer loaded ques-
tions. Keep your cool and don’t get defensive. Just tell your side of
the story and no more.

For example, let’s say the town mayor was disqualified from your
tournament because his fish did not meet the freshness requirement of
your tournament, and you suspected the fish had been on ice for two
mionths. The mayor raises a stink about it, claiming his reputation has
been ruined. A reporter calls and asks you if your tournament person-
nel make a habit of disqualifying perfectly good fish and of accusing
people of cheating.

Don’t attempt to answer his question or defend your actions based
on your suspicions. Simply say, “The fish did not meet the freshness
requirement and was disqualified on that basis. No one has accused
the mayor of cheating.” If you stay calm and polite and refrain from
attacking the mayor or the reporter, you will sound more credible and
will stay out of trouble.

DEFINITIONS

News Release — An articie
describing a particular activity or
issue, prepared according 1o 4
standard format and distributed
to media representatives.

Lead — The beginning para-
graph or two of an article.
Photostat — Art that has been
reproduced through a photo-
graphic pracess that makes 1
usable in a pasteup.

Typeface — A particufar de-
sign of type. This is called
Helvetica italic. The text to the
left is Times regular and bold.
Contact Sheet — A photo of a
set of negatives, usually on 8 x
10 paper. It aliows a person 10
see all the positive images on a
roll of film without printing each
negative separately.
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7. Do not exaggerate the facts. Give accurate figures or estimates
of expected participants. previous record, ete.

8. Tell the truth, even if it hurts. The truth inevitably surfaces in the
long run, and when it does you’ll look much worse than you would
have it you'd originally told the truth.

OTHER PuBLicity Ibkas

There are many other ways to publicize your tournament besides
using a media outlet for paid advertising or news coverage. The fol-
lowing is an admittedly incomplete list of promotional ideas.

Printed Promotions

One of the most important facets of promoting your tournament is
getting across an image. Having a symbol that people associate with
your tournament will help develop your image and reputation. When
people see this symbol they are reminded of your tournament and the
image it invokes.

In the publicity world this symbol is usually found in the form of a
logo. Some of the more popular ones include McDonald's golden
arches, Coke’s red and white emblem, and Nabisco's red triangle on
the upper left corner of its packages. Like the larger publicity-seek-
ers, you should be consistent and put the same logo or emblem on alt
your printed publicity.

Some of the standard printed promotions include tournament pro-
grams or brochures, posters and flyers, banners and signs, biltboards,
T-shirts, hats and stickers.

I. Tournament programs or brochures —This prospectus is
designed for potential tournament participants, It should include the
schedule of events, tournament rules, divisions, registration informa-
tion and an entry form that can be mailed back to the tournament.
Typically this publication is 3" by 8" (brochure size} or 5" by &"
(program booklet size).

The larger size allows room for advertisements from businesses.
Gathering ads to put in your program can be a way 1o help pay for
your tournament expenses. Selling advertising for your program is a
separate function from publicity and should not be done by the pro-
motions commitlee. Set up a separate committee to be in charge of
selling ads and soliciting spon