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INFORMATION PAGE 
Week of May 13th, 2005 
 

1 IRB Game Analysis Centre 
Corris Thomas and the IRB Game Analysis Centre have produced another 
absorbing and revealing report, this time on the Six Nations 2005. 
 
I attach it herewith, or you can access it at: 
http://www.irb.com/Playing/Game+analysis/IRB+Game+Analysis.htm 

 
No doubt you will derive a number of conclusions from the statistics.  For your 
interest, here is an article by Paul Ackford, of the Sunday Telegraph 
newspaper, in which he presents his views. 
 

“Specialist players are the best way forward  
At last, conclusive proof from this season's Six Nations Championship 
that big, hulking forwards faffing about among the backs are a complete 
waste of space. 
 
The exhaustive study, a 42-page document examining every aspect of 
play from the International Rugby Board's research department, also 
pointed to another misconception. It found that there is no direct link 
between the amount of possession a side generate and the number of 
games they win. In many cases, less is more. 
 
The findings go a long way to confirming what this column has always 
believed: namely, that rugby should do an about-turn on the multi-skilled 
individual who does most things competently but few things 
outstandingly, and return to the era where specialists were valued. This 
column wants props who can scrummage powerfully, hookers who can 
throw straight, centres who can pass, wings who can beat an opponent 
with trickery rather than bulk, and to hell with the add-ons modern players 
are forced to worry about. 
 
The study, conducted by former international referee Corris Thomas, 
showed that England and Ireland, by common consent the best sets of 
forwards in the championship, were useless when it came to producing 
the continuity which leads to tries. Both packs were good at winning ball 
but that's where their contribution ended. England's forwards managed 
only two passes in the first half of their contest against Wales (the team 
average is around 65), while Ireland's grunters fashioned a miserable five 
in the entire match against England. 
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Wales's forwards, on the other hand, notched up a stupendous 46 in their 
game against Scotland, indicating their emphasis was on avoiding 
contact, passing out of the tackle and creating fluency, while England 
and Ireland were looking for brick walls. "The perception is that rugby is a 
15-man passing game where the backs play like forwards and the 
forwards play like backs," Thomas said. "But that's not what we're seeing 
out there. In fact, forwards seldom pass the ball. Only 15 per cent of 
passes were made by forwards. They tend to take the ball and die with 
it." 
 
The conclusions are equally devastating for the correlation between 
possession and victory. England won more possession in each of their 
five matches, made more passes than any other team, rucked and 
mauled more, conceded roughly the same level of penalties as the other 
countries, yet lost their first three games and ended up in fourth position 
in the final table. In other words, they know how to get the ball but have 
no idea what to do with it when they have it. 
 
Wales, by contrast, made fewer passes than England, rucked and 
mauled less often, had less possession than their opponents in four of 
their five outings, but won all five. And all because they were 30 per cent 
more efficient in converting possession to points than the rest. 
 
The question now is what implications the research has for Sir Clive 
Woodward's Lions. Wales went into the championship with a deliberate 
strategy. They kicked the ball to touch on fewer occasions than the other 
teams, their forwards made more passes than England and Ireland 
combined and they scored more tries from inside their own half than 
England, France and Ireland combined. 
 
Yet Woodward has selected a Lions squad in which the bulk of the 
forwards are from England and Ireland where the emphasis was 
different. If Woodward wants to take on the All Blacks out wide and in 
space, and he says he does, then he will have to hope that some very 
old Irish and English dogs of forwards learn new tricks sharpish. 
 
If they can't or won't, the Lions are up against it. Big time.” 

 
2 Sponsorship and Marketing – Unions helping themse lves 

Richard Adams, the respected Technical Director of the Cayman Rugby 
Union has sent me this excellent piece. 
 
There is something for every country here, and particularly for the developing 
Unions of NAWIRA. 

 
“After listening to many of the comments at the IRB General Assembly 
regarding Unions helping themselves, I have a few thoughts that some 
may find helpful.  I do not profess to being an expert in marketing but 
have had some measure of success in gaining several sponsorships 
while here in Cayman and in Canada prior.  The Cayman Islands are full 
of wealthy businesses and businessmen but they did not get that way by 
giving away money. 
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So how best to separate those same businesses that had been turning 
the union down for funding for years from their hard earned dollars. 
 
I believe it is necessary to have a product to sell and the best product is 
development of the youth or the top-level national sides as both have 
marketable potential.  In other words you have to have programs before 
you can attract sponsorships.  These programs have to be advertised 
through the media of newspaper, email, Internet, web pages, television 
and the all too often forgotten Radio.  If you have someone willing to 
send in information or show up regularly then most will give you time and 
at no charge as they are happy for the filler material.  It may take a year 
before they realise that you are going to keep giving them information but 
once you have gained their trust you will get regular features. 
 
Strategy 1 
We looked in the newspapers, listened to the radio and looked at the 
billboards to see who was actually advertising their product.  This at least 
told us who had a marketing budget.  We then investigated the cost of 
these advertisements as well as the products being advertised.  We then 
looked at our demographic of members, parents and associates and 
decided which products best suited our membership. 
 
Armed with this information we developed a package that cost 
considerably less than their current advertising campaign and reached 
more of their target population by sponsoring primarily their children. 
 
Strategy 2 
We approached each potential sponsor armed with these four important 
pieces of information: 
�  We know your product 
�  We know roughly what your advertisement in ***** cost 
�  We have a large contingent of our membership involved in your 

business 
�  We would like to offer you a chance to get involved at a much 

lower cost and reach all of these people who have an active 
interest in your business 

 
Strategy 3 
We asked each of these sponsors how they would like to spend their 
money.  They could: 
�  Sponsor a tournament 
�  Sponsor a team 
�  Sponsor a competition or league 
�  Sponsor equipment 
�  Sponsor pitch side boards, flags, post protectors 
 
In other words we had a budget that started at as little $50 and stretched 
to what is now $30,000 for some of our bigger sponsors. 
 
The secret has always been as much radio, TV and newspaper coverage 
as possible before and after the event especially highlighting the 
wonderful work that is being done with the developing youth of the 
nation, province, town or village and the excellent values that are being 
passed on.  Without these sponsorship dollars this would never happen. 
 
We have stuck with this program for five years. 
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Our sponsorship budget has grown with our programs.  Five years ago 
we had less than one hundred and fifty players of all ages and an 
operating budget of some $150,000 annually.  We now have almost three 
thousand players and our junior budget alone cost more than $150,000.  
So while the IRB and government grants account for about 15% and 
memberships about 15% the other 70% comes through sponsorships. 
 
Current sponsorships we receive just to give you some ideas are as 
follows: 
�  1 Academy player (U19) $2200 per year 
�  Rugby Radio show sponsor $5000 per year 
�  Inter School Super 8 $10,000 per year 
�  Team sponsor $1000 per year 
�  Equipment sponsor from $50 to $5000 
�  Beer sponsor $5000 (in product) 
�  Local bar sponsor ($2000) 
�  Local nightclub sponsor ($2000) 
�  Kit Laundry Sponsor ($4000) 
�  Club Bus Sponsors ($1200 each max of four) 
�  Tournament sponsor (From $2000 - $10,0000 per tournament) 
 
The Academy is a daily training program.  Each player is invited to join 
from one of our school programs at age 16.  We then seek employers in 
the line of business that the player is interested in.  We pair them up.  
Each player is sponsored for the year and in return spends holidays etc 
working with the company.  We have up to 25 players each year in the 
Academy. 
 
The Radio show is a ten-minute spot each Friday morning talking about 
local and global Rugby.  For the sponsor it is about a third the price of 
normal radio advertising as we are like most not for profit. 
 
The inter school Super 8 is the inter school league the cost covers 
equipment and an administrator to ensure it all runs smoothly.  It is an 
excellent way for a sponsor to promote themselves with the youth and 
their parents. 
 
Beer sponsor is almost entirely in product that is given for free and is 
then sold for a profit.  IE $5000 sold on raises almost $12,000 
 
Local bar sponsors and nightclub sponsors are the bars we take all 
visiting teams to and where the members frequent on other nights of the 
week.  Many publicans are eager to harness the Rugby crowd and their 
spending power. 
 
Kit laundry again is all in trade, we do not pay and we advertise their 
product on the sleeve of all kits throughout the Union. 
 
The club bus spends 95% of its time at schools or transporting kids 
around.  We sell four advertisements a year. 
 
Tournaments are often cheaper to sponsor than other forms of 
marketing.  One of our sponsors who deals in realty spends $5000 a 
fortnight on advertising a full page spread in the local paper.  For the 
same amount we held a tournament, gave each kid a t-shirt with the 
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sponsors name on it, a ball with the sponsors name on it and all the 
media coverage they could handle.  Now a few weeks on the T shirts are 
still everywhere in the schools along with the balls, now that is some kind 
of advertising.” 
 

3 IRB Radio 
Since December 2004, the IRB has been running a Radio News Service, 
providing stations worldwide with round-up and interview material from its 
events.  This is provided free and rights free to radio stations and websites 
 
If your Union wants access to download this content as it comes in (.mp3 
format), email Seb Lauzier at the IRB on seb.lauzier@irb.com and give your 
station’s name, preferred email address and a phone number if applicable. 
You'll receive a username and password and you're ready to access the 
secure extranet that holds all the content. 
 
Trinidad and Tobago’s WMJX (100.5 FM) radio station is the first local 
electronic media house in NAWIRA to take the IRB reports. 

 
4 Of Rugby and Basketball 

Special mention this week goes to Ian Hyde-Lay. 
 
Ian played for Canada, and went on to become his country’s most honoured 
referee.  This included several appointments to the IRB Sevens, including the 
Fiji v New Zealand final in Suva, 2000.  Also to the final of the IRB’s World 
Under 19 Championship as well as Scotland v Samoa at Murrayfield, and a 
host of other full international matches. 
 
Why Ian? 
 
Because Ian was Canadian Steve Nash’s high school basketball coach.  
Nash (6’3”, 195lbs) this week was named the NBA’s 2004-2005 Most 
Valuable Player , beating out favoured Shaquille O’Neal. 
 
Congratulations Ian! 
 

(The answer to your question is YES!  Nash was an e xcellent high school Rugby player too!) 

 
 
Best wishes to all. 
 

 
Tom Jones 
Regional Development Manager 


