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Programme Planning

Warm up
Carry out the following instructions as a warm-up:

12 cones are set out randomly around the hall (four different 
colours should be used, so there will be four groups of 
three, each group a different colour).

Players jog around the hall in any direction.

Shout out one of the colours from the cones and all players 
must get to that coloured cone as quickly as possible, then 
carry on jogging again.

Shout out different dynamic stretches to the group to 
allow them to stretch and warm up the specific muscles 
needed for that sport i.e. heel flicks, to stretch the 
participant’s quadricepts.

King of the ring

Equipment
          1 Football (per player)           Marker cones

How to Play
Mark a large square out using the cones. Each player is given 
a ball and dribbles within the square. On the whistle players 
must try and kick any opponents ball out of the square whilst 
protecting their own. If a player’s ball is kicked out of the square 
they are out, the winner is the last player in the square with 
their football.

Football - Conditioned Game
Game is played as a normal game of football, i.e. 5-a-side, 
7-a-side, 11-a-side …. However a condition can be added to make 
the game easier, more difficult or to ensure players focus more 
on a skill they have been practicing during the session.

Two touch - Players are only allowed two touches before 
passing the ball. This will prevent players dribbling the ball 
and encourage them to pass.

All players in a team must touch the ball before 
shooting – encourage players to maintain possession, 
and focus on player movement to allow them to work 
themselves into space to receive a pass. 

Players cannot tackle each other – all defenders are 
passive making the game easier (usually used for younger 
players) to allow more time on the ball without the pressure 
of an opposing player.

You could think about other conditions you could add in to the 
game, you could ask the young people what suggestions they 
might have.

Cool Down
Instruct the group to carry out the following:

Light jog around the hall.

Give a few commands such as a light skip or open groin 
(nothing strenuous).

Slowly bring the players down to a slow walk.

Bring the group into a semi-circle in front of you and give 
static stretching.
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RESOURCE

Craig McMurray, Sports Development Officer in Glasgow, suggests a comprehensive sports 
session for Company aged young people.

Stretches 
Some definitions and instructions:

Opening the gate (Open Groin) - A dynamic stretch 
completed on the move, a great way of stretching muscles 
on the move. Bend the leg at the knee and take it from the 
inside out, you can then repeat the stretch by taking it from 
the outside in (closing the gate).

Heel Flicks - A dynamic stretch completed on the move. 
Take short steps, lifting your heels up to your backside. No 
knee lift is required for this drill. You can put your hands 
behind your back, against your backside so you can feel 
your heels flick them.

FOOTBALL FOCUSED  
‘SPORTS SESSION’

GIVE YOUR YOUNG PEOPLE CHALLENGE  

  PLUS AND LET THEM FLY WITH IT!

Throughout their time in BB, young people will have gained 
invaluable experience, in Anchors and Juniors we ask them to 
give their opinions and make choices, in Discover young people 
gain more responsibility, engage in their communities and discuss 
and reflect upon what they think. Now it’s time to develop this 
even further!

As a leader you could plan an excellent programme for your 
young people, but with this age group the process is of just as 
much importance as the outcome. Challenge Plus gets young 
people involved in every area right from the planning, through to 
the delivery and evaluation. The Challenge Plus Programme has 
been written for use by young people and leaders in partnership. 
Don’t be afraid to give your young people Challenge Plus and let 
them fly with it!

The Challenge Plus Programme pack contains a number 
of templates and additional information which will help 
support young people and leaders when thinking about the 
programme for this age group.

Seniors take a keen interest in what they do during meetings, and 
usually have a clear idea of what they like. However, sometimes 
they have difficulty coming up with ideas on what they would like 
to do as a group.

With the start of the new session looming think about how you 
could get your young people started, putting their ideas together 
and planning their own programme for the session. You could try 
using some of the ideas below on your first night back to help get 
ideas flowing.

The Brainstorm Bag
Bring a bag of assorted bits and pieces along to your 
meeting, the bag should contain a wide selection of 
items such as a golf ball, dvd, bow tie, sunglasses, teddy 
bear, toothbrush, key ring, piece of string, map, photo 
frame, box of matches, sticky tape and a pen-knife.

Divide the young people into teams, tip the contents of 
the bag into the middle of the floor. Run a relay race from 
different corners of the room, with each person, from 
each team picking up an item and taking it back to their 
team. The team then has to generate 3 programme ideas 
for that item before returning it to the pile in the middle 
and picking up another item. Depending on the number 
of young people, you might want everyone to do this 
once, or multiple times.

Ask the young people to think laterally about 
the items, eg the toothbrush might suggest:
Tooth: visit a dentist, brushing techniques

Brush: art, visit a gallery

Brush: sweeping up (environmental/community project), 
DIY (painting and decorating)

Brush: hair styling, make-up art, face painting etc

All these suggestions were generated from the 
toothbrush. Some ideas may be practical, some may not. 
This is not important. You are encouraging free thinking 
in the young people.

Come back into one group and discuss the ideas 
generated in each group for each item. 

Central to Challenge Plus and working with the Seniors age group is the active involvement of 
young people in decision making. 
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Why have Branding 
Guidelines?
Branding guidelines clearly set out our identity through 
the colours, fonts and layouts that we use, and also to 
set out the variations of logo that can be used and how 
they are applied. Branding Guidelines will give clarity on 
what we have agreed to use and when, and will give us 
rules within which to work. Branding Guidelines also help 
to provide a user friendly guide to the implementation 
of our ‘Intellectual Property Notice’ (the full ‘Intellectual 
Property Notice’ can be found on the BB website) which 
covers the use of our registered trademarks including the 
‘adventure begins here’ logo and ‘Brigade Emblem’.

 

What should we be doing as a 
Company/Battalion/District?
Take a look at the ‘Branding Guidelines’ and see 
how they fit with what you are already doing, and 
what changes you would need to make to follow 
the guidelines. It’s important that every part of the 
organisation does its part to correctly show-off ‘Our 
Brand’. Being ON BRAND is important at all levels of 
the organisation.

Why do we need variations  
of the logo?
There have always been variations of the logo, as these 
are needed for different applications. It is important to 
remember that a logo is used across a wide range of 
products from full colour and black & white paper based 
print, to digital media such as the web, email and social 
media, to printing on mugs, t-shirts, pencils and more.

Creating a welcoming culture
Welcoming young people to BB is more than positive first 
impressions – as important as they are; it’s also about creating 
a welcoming culture and atmosphere. This means that your 
welcome to children and young people is warm and enthusiastic 
every time they come. It’s about remembering individual likes 
and dislikes, big events in their lives, birthdays, what team they 
support, their hobbies, interests and influences. How do you 
remember all of that for everyone? Just make a few notes and 
when the time is right, ask the young person about the exam, 
driving test, football match etc. This makes a huge impact and 
forms the building blocks for the youth work relationship that’s 
so important in BB work.

Sometimes children and young people can be challenging to 
us in their behaviour. How do we welcome these young people 
each week – genuinely and warmly? Well, forgiveness along 
with unconditional positive regard can help. If we can forgive 
ourselves for our feelings of irritation or thoughts of resentment 
and forgive them for whatever behaviour tried our patience in 
previous weeks, then the slate is wiped clean. What a wonderful 
gift to give a child – the opportunity to start afresh over and 
over again.

What about different cultures?
If you’re lucky enough to be based in a diverse community 
then you will probably be working hard to attract children 
from all backgrounds. This is where your welcoming skills can 
really pay off.

Imagine that you’ve arrived in the UK or Ireland from Poland or 
Nigeria or India and you have a young family. What would be 
your hopes for your children? I’m guessing that you would want 
them to make friends and be happy and feel welcome. This 
is where BB can play a vital part in community cohesion. How 
do you get the message out that we welcome children of all 
cultures and of all faiths and none? And how do you ensure that 
parents feel secure in leaving their children with you?

It can help a lot to do a little research on the cultures of the 
nationalities in your catchment area. Back to the London 
Olympics again – here’s a link to a fantastic resource from the 
London Development Agency on “Welcoming the World”. It has 
useful tips that could give you confidence in understanding 
different customs and manners.

How great would it be to welcome a parent from Poland or 
Nigeria in her mother tongue? Two minutes online will deliver 
to you the ability to say “E ku abo!” (Welcome in Yoruba) or 
“Witamy!” pronounced vee-am-ee (Welcome in Polish).

If languages are not your thing, then just remember that a smile 
is the universal welcome. So keep smiling and keep those 
welcomes warm.

Karen Jay 
Director of Youth & Children’s Work
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Download the resource at: 
http://bit.ly/1l8aBnN

If you have any questions then get in touch at:
karen.jay@boys-brigade.org.uk
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Our Brand
Over the past 12 months we have been developing our brand to create a consistent, distinctive 
and relevant image for The Boys’ Brigade. Our brand is important. We want to share something 
of what it means to have a brand and how we will go about using this through all that we do. 
‘Branding Guidelines’ have been produced to demonstrate brand application locally.

MAINTAINING A  
  CONSISTENT BRAND

WELCOMING YOUNG PEOPLE IS MORE  

  THAN POSITIVE FIRST IMPRESSIONS

Chris Norman 
IT/Communications Manager, BB Headquarters

Article Continued
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Find out all there is to know about ‘Our Brand’ at:
boys-brigade.org.uk/ourbrand

Showcasing  
Our Brand
Some of the key elements from the 
‘Branding Guidelines’ are included in 
this article. 
We hope that this brief look into the guidelines will 
cover some of the most important factors for you 
to consider when applying our brand, but should 
you have any queries or want more information 
please in the first instance download the full 
‘Branding Guidelines’ document. BB Headquarters 
or your Regional Headquarters will also be able to 
provide guidance.

     Downloading ‘Our Brand’
We have made all of the logos, fonts, symbols, etc available to 
download from the BB website, including versions in a number 
of formats to make it easy for you apply the brand locally.

Logo spacing & Sizing

Logo Variations

Identity Missuse

Colour Palette

It is important to make sure that The Boys’ Brigade 
logos are not altered. This will maintain consistency 
across all publications. Although it may be tempting to 
amend a logo to make it sit with your design this could 
massively dilute the impact of the brand. See Branding 
Guidelines for all examples of Identity Missuse.

The Boys’ Brigade brand is made up of an array of 
blues. When these colours are mixed with vivid images 
it can create a well composed look. It is important 
that users work to these colours. This will help keep a 
global consistency. The Branding Guidelines contain 
a full list of available colours and colour values so that 
you can accurately translate these colours on your 
own computer.

It is vital that The Boys’ Brigade logo has adequate 
space around it to help keep its message clear. The 
diagrams in the Branding Guidelines explain how this 
should be achieved. Logo sizing is also very important 
as if the logo is smaller than the specified size it can 
become difficult to read.

The Boys’ Brigade have a variety of logo options. The 
variations that are provided in the Branding Guidelines 
also include The Girls’ Association logo. To see all 
variations please view our Branding Guidelines.

 C: 100 R: 33
 M: 14 G: 44
 Y:  100 B: 74
 K: 10

Dark Blue  #212C4A

 C: 91 R: 34
 M: 67 G: 75
 Y:  0 B: 142
 K: 18

Blue  #224B8E

 C: 65 R: 93
 M: 30 G: 153
 Y:  0 B: 210
 K: 0

Light Blue  #5D99D2

XX

X

X

No smaller than 
15mm in height

Branding Guidelines - See Page 05

Logo Backgrounds
Brand logos should always be placed on the 
appropriate background. This will help the brand be 
easily seen. The Branding Guidelines feature a variety 
of examples showing which logo is appropriate for 
different backgrounds. It is also important to use 
the appropriate file type so that the logo is always 
communicated in the highest quality.

Branding Guidelines - See Page 09

Branding Guidelines - See Page 11

Branding Guidelines - See Page 13

Brand Fonts
Fonts are a very powerful way of communicating 
a brand, we have selected a range of fonts to be 
used. Please avoid using alternative fonts as this will 
weaken the overall effect of the brand. Choosing the 
correct font size and weight is also explained in the 
Branding Guidelines.

Futura AaBbCc123
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890:”;’,.<>/?~!@#£%^&*()_+={}

Branding Guidelines - See Page 16

Adding A Location
We have created instructions on how to localise the BB 
logo to your Company/Battalion/District. The Branding 
Guidelines show the colour, font and spacing that 
should be applied.

1st Anywhere Company
1st Anywhere Company

Branding Guidelines - See Page 14

Branding Guidelines - See Page 06


