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Jenelle Herbert: [Begins with slideshow presentation 00:00:01 to 1 

00:00:46] Hi, everyone. My name is Jenelle 2 

Herbert. And for the next hour, I am gonna talk to 3 

you about game operations and game day 4 

management. I have been very fortunate in that I 5 

have had the opportunity to work in three very 6 

different hockey markets over the course of ten 7 

years. I’ve been experienced on the east coast of 8 

Canada, where I worked for the Winnipeg Jets 9 

former affiliate, the St. John’s Ice Caps. I’ve 10 

travelled to the west coast, where I worked for 11 

Calgary Flames affiliate, the Stockton Heat, in 12 

California’s US market. And then, I’ve also gained 13 

experience in the spotlight of Toronto’s market, 14 

where I worked for the Toronto Marlies and spent 15 

several years with the Toronto Maple Leafs. I’ve 16 

worked more than four hundred games, been a part 17 

of three very exciting playoff runs, and executed 18 

many special events and hockey festivals, including 19 

the scouting combine, the All Star game, and two 20 

drafts, outdoor game, and NHL awards. Add that all 21 

up, and that’s all the fans that I’ve had to engage 22 

and entertain. Over the course of this segment, I am 23 

gonna talk about what game operations and game 24 

day management actually entails. And how it inter-25 

relates with all of the other departments within an 26 

organization, some best practices, and some must-27 

have skills one should have if they wanna enter into 28 

the world of game operations for their favourite 29 

sports team. But first, let me share with you some 30 

frequently asked questions I receive when people 31 
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find out that I work in the sports industry. [Pause 1 

2:12] 2 

Participant 1: You work in sports? How’d you get that job? 3 

Jenelle Herbert: The most common follow-up questions are: 4 

Participant 2: Do you get to go all the games? Do you get to meet 5 

any of the players? 6 

Participant 1: What do you do in the off-season? 7 

Jenelle Herbert: Yes. I do get to go to all the games. But that doesn’t 8 

mean I’m sitting in the stands, drinking a beer with 9 

my friends. I’m working. And that means playing 10 

the role of director and producer of all game day 11 

elements, co-ordinating staff, and communicating 12 

with television the details right down to the very 13 

second. And don’t get me wrong. Working the 14 

games are a lot of fun, especially when you get to 15 

do it from the best seats in the house. Watching all 16 

of your hard work be executed, and seeing the joy 17 

on the faces of fans when they finally get featured 18 

on the video board. However, the truth is, it’s not 19 

always as glamourous as it looks. It requires a lot of 20 

long hours and can be extremely challenging at 21 

times. On game days, you don’t come in late. You 22 

just leave late. It’s part of the gig. You show up at 23 

ah, eight-thirty in the morning. And you leave 24 

around 11 pm at night. And that’s if everything goes 25 

well, or you’re prepared for tomorrow night’s game. 26 

That’s right. You have to work back-to-back games 27 

sometimes, with little time off in between. You 28 
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learn very quickly that you do get to meet all of the 1 

players. But they have a job to do, and so do you. 2 

Sometimes they will overlap, and when they do, it’s 3 

pretty cool. But you have to check yourself, remain 4 

professional, and act like you’ve been there before. 5 

During the off-season, you’re going to work just as 6 

hard. There’s end of the year reviews and reports. 7 

The next season’s business plan to write. Inventory 8 

to restock, such as prizing and props. New creative 9 

ideas to sell to partners for potential promotions. 10 

Auditions to be held for the anthem singers. Hiring 11 

of new staff such as ice crew, announcers, and any 12 

game day promotional staff. And the list will go on. 13 

[Pause for visual presentation 4:02 – 4:10] So what 14 

does game operations and game day management 15 

actually entail? A little bit of everything. I like to 16 

think of game operations as the pinnacle or 17 

centrepiece of the organization, as it interconnects 18 

with a lot of other departments. Let me briefly 19 

review each department on some of the things you 20 

may interact on. [Pause for visual presentation 4:30 21 

– 4:34] The Marketing Department. When 22 

developing the overall look of the show, you will 23 

work very closely with the Marketing Department 24 

to ensure accurate branding is used and synergy is 25 

maintained within every element, including 26 

graphics, video features, and giveaway items. The 27 

Marketing Department may also work closely with 28 

you on products or promotional advertising plans so 29 

that in-game advertising is consistent. [Pause for 30 

visual presentation 4:58- 5:04] The Human 31 
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Resources and Finance Department. Upon hiring 1 

staff, you will need to work closely with Human 2 

Resources and Finance Department to ensure the 3 

proper on-boarding of employees, communicating 4 

the organization’s policies and expectations, along 5 

with payroll setup. Sometimes - hopefully not too 6 

often, you will work closely with these departments 7 

when it’s necessary to let employees go, severing 8 

their ties with the organization. These conversations 9 

are difficult to have, but they cannot be avoided. 10 

[Pause for visual presentation 5:30 – 5:36] Hockey 11 

operations. Your relationship with hockey 12 

operations may be the most important relationship 13 

that you will need to develop. It requires a lot of 14 

communication and trust, as confidential 15 

information will be exchanged. For instance, player 16 

transactions and injuries may be communicated to 17 

you prior to the public, so that video features, in-18 

game scripts, and graphics can all be updated. 19 

Communication will also be required around game 20 

day itineraries, ensuring coaches are comfortable 21 

with the timing of pre-game ceremonies, or perhaps 22 

a player needs to be notified that they will be 23 

accepting an award prior to the puck drop. Or 24 

filming arrangements may need to be made with 25 

specific players for sponsorship deliverables. All of 26 

these things will take place throughout the season 27 

and a well-established relationship with hockey 28 

operations will only add and enhance the many 29 

opportunities associated with building a stimulating 30 

show. [Pause for visual presentation 6:32 – 6:38] 31 
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The Sponsorship Department. At every sports 1 

conference I’ve attended pertaining to game 2 

operations, someone is always quick to point out 3 

frustration surrounding the Sponsorship Department 4 

and the commitments made on deliverables. In these 5 

situations, a sponsor may have been promised a 6 

deliverable, such as an elaborative promotion that 7 

may look good on paper; however, may be difficult 8 

for the game operations department to deliver and 9 

execute. This disconnect is usually resulting 10 

because of a lack of communication and 11 

understanding of what it takes to execute elements 12 

within a game. For instance, displaying a graphic on 13 

the video board doesn’t involve just pressing a 14 

button. It can involve a series of steps. Another 15 

example may be a complex promotion with multiple 16 

elements making it difficult to execute within the 17 

90-second timeframe of a time-out. In order to solve 18 

this disconnect, it’s really important to foster a close 19 

working relationship with the Sponsorship 20 

Department. By doing so, you can help them 21 

understand the process behind what it takes to 22 

execute a simple promotional element. In the past, 23 

I’ve invited account executives to shadow game day 24 

staff on game nights. This allows them to see the 25 

execution first-hand, and everything that must occur 26 

behind the scenes in order to present a flawless 27 

product to the fans. Account executives have always 28 

shown appreciation, thanking me for the experience, 29 

leaving with a greater understanding of how they 30 

can sell features with executional elements and 31 
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game operations in mind. When a greater 1 

understanding of each other’s departments are 2 

established, it’s easier to move forward as a team, 3 

working together to develop custom creative 4 

concepts that are specific to the objectives and 5 

needs of the clients they are servicing. [Pause for 6 

visual presentation 8:22 – 8:36] The Ticketing 7 

Department. Sometimes you may find yourself 8 

working with the Ticketing Department on 9 

incentive programs that incorporate in-game 10 

concepts to entice fans to purchase tickets. This can 11 

be a creative relationship, as a lot of great ideas can 12 

be developed at this table. [Pause for visual 13 

presentation 8:43 – 8:48] Video Production. 14 

Oftentimes, game operations encompasses video 15 

production. Depending on the size of your 16 

organization, there may be an entire department 17 

specific to the development of videos not only for 18 

game operations, but for sponsorship, marketing, 19 

and any other organizational need. This department 20 

will assist you in making your ideas come to life, 21 

starting with the documentation of those ideas onto 22 

a story board, and then into video format. This 23 

department will be involved in action-packed game 24 

highlights, team opening videos, funny mascot 25 

spoofs, player prospect videos, and the list will go 26 

on. It is a fun partnership that opens up the doors for 27 

all kinds of creative possibilities, and oftentimes 28 

their capabilities will wow you as you work towards 29 

the final product. [Pause for visual presentation 9:33 30 

– 9:38] Communications and Social Media. The 31 
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Communication Department will work with you on 1 

executional plans to advertise upcoming game 2 

promotions or theme nights, and may also be 3 

involved in the integration of in-game promotional 4 

material across multiple social media platforms, 5 

including Twitter, Snapchat, Instagram, and 6 

Facebook. For example, a promotion like Tweet 7 

Your Seat, where a fan tweets a photo of the seat 8 

they’re sitting in during the game, and then one 9 

lucky fan is selected as a winner for a prize delivery 10 

in their seat. This can involve the Social Media 11 

Department selecting the winner, and 12 

communicating it to game operations so that it is 13 

announced in-game, and prize delivery captured on 14 

the video board. This department will also be a 15 

great resource directly from the fans for feedback 16 

about entertainment value and quality of the game 17 

presentation. [Pause for visual presentation 10:27 – 18 

10:33] Community Relations. Over the course of 19 

the season, you may be involved in community 20 

initiatives with this department such as, fan 21 

festivals, parades, rink builds within the 22 

community, and hospital visits. Some of these 23 

initiatives can be great features for in-game use. 24 

And will therefore require you to attend to capture 25 

the event on camera, interviewing fans in 26 

attendance, as well as community figures. I’ve 27 

always enjoyed being involved in these sorts of 28 

events and have often encouraged my staff to be 29 

involved as well, as it’s a great way to build team 30 

morale while giving back to the community. [Pause 31 
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for visual presentation 11:06 – 11:11] Facility Staff. 1 

And finally, another very important relationship that 2 

is built over time, is the relationship that is 3 

developed with all facility staff, including facility 4 

managers, concessions, security, ice maintenance, 5 

lighting, and ushers. Clear communication is 6 

required to nurture this relationship, and the sharing 7 

of information is a must. If the facility staff are 8 

aware of a potential issue with the Zamboni, a plan 9 

can be put into place to fix this problem by facility 10 

staff. The game operations department may also 11 

prepare for a Plan B, in the event of the Zamboni 12 

breaks down mid-game. Now, don’t misinterpret 13 

me. A Plan B isn’t created out of mistrust. But, due 14 

to the fact that anything can happen, and when it’s a 15 

live show, you have to be prepared for everything 16 

and anything, Plan B, C, and D will become a 17 

natural part of game prep in all areas. I learned very 18 

quickly in my career that all possibilities must be 19 

covered. Nine times out of ten, when executing an 20 

on-ice promotion, a Plan B will need to be 21 

activated. For instance, when an on-ice promotional 22 

game results in a tie between two contestants, 23 

something you thought would never occur, enter 24 

Plan B. The tiebreaker that will crown the winner, 25 

all within the set timeframe. Having these plans in 26 

place will help ensure smooth execution occurs on 27 

game night. [Pause visual presentation 12:34 – 28 

12:42] What Game Ops entails. So now that you 29 

have an understanding of how Game Operations 30 

interconnects with all the other departments, which 31 
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is great information to have, you may still be 1 

wondering what exactly does Game Operations 2 

involve? What responsibilities and tasks can you 3 

expect over the course of the year? The exciting 4 

part, and truly rewarding experience, is that you will 5 

be responsible for creating the entire show. Which 6 

means, developing and implementing the strategy, 7 

vision, and execution of all the game night 8 

entertainment to enhance the overall fan, sponsor, 9 

and partner experience. This means creating 10 

creative campaigns and promotions that strengthen 11 

brand identity, brand awareness, or product sales 12 

not only for the team, but for the sponsor as well. 13 

Tasks and duties will change throughout the season 14 

as priority levels change. In the pre-season, a lot of 15 

your time will be spent focused on the hiring and 16 

training of new staff, ensuring prizing inventory is 17 

restocked, along with promotional props and 18 

giveaway items. Training camp and media day will 19 

also be approaching, where you will be responsible 20 

for capturing clear head shots and video footage for 21 

future video elements. Discussions around the 22 

creations of the opening video, and how fans will be 23 

wowed during the home opener will begin. 24 

Exhibition games also take place in the pre-season, 25 

and just like the players on the ice, this is a great 26 

way to get a feel for the team and how staff will 27 

effectively work together. This is the best 28 

environment to test any new products, promotions, 29 

elements, or features, and is also a great opportunity 30 

for new announcers to get their feet wet. This is the 31 
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calm before the storm. The storm hits as soon as the 1 

season begins. The countdown to home opener is a 2 

very exciting time. And you can feel the 3 

anticipation building, not only in the office, but in 4 

the surrounding community as well. The players 5 

have now all arrived. And the arena is full of 6 

practices and games. Your days will be spend 7 

scheduling staff, writing scripts and timing 8 

matrixes, event details and game-day itineraries, as 9 

well as confirming anthem singers and special 10 

guests. Many meetings will be held discussing all of 11 

the details associated with each and every game - 12 

that’s all 35 to 40 home games. Building will occur 13 

throughout the season, as videos are created and 14 

new promotions are formed. Graphics for each and 15 

every game element will also need to be created. 16 

Any spare time you have will be spent discussing 17 

new ideas and how you can incorporate emerging 18 

trends into the game presentation, engaging fans to 19 

participate, creating an environment that everyone 20 

wants to be a part of. This part of the season is fast 21 

paced, high stress, and can involve many late 22 

nights. Let me describe a typical game night. In this 23 

example, puck drop is scheduled for seven thirty 24 

pm. [Pause, speaks during visual presentation 25 

15:36] I arrive at the office or rink with my coffee 26 

and breakfast in hand by eight-thirty in the morning, 27 

ready for the day ahead. My morning begins by 28 

finalizing all game-day itineraries and ensuring any 29 

special guests involved in the pre-game ceremonies 30 

are still confirmed to attend, along with the night’s 31 
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scheduled anthem singer. [Pause] By 10 am, all 1 

game day itineraries must be printed and posted in 2 

both the home and away dressing rooms before the 3 

players arrive for their morning skate. A copy of the 4 

itinerary must also be posted in the referee’s 5 

dressing room and the penalty box for the off-ice 6 

officials or scorekeepers, and finally, a copy must 7 

be posted in the media room or press box for 8 

broadcasters, journalists, or reporters. In some 9 

organizations, a staff meeting will occur in the 10 

morning with all relevant staff - including hockey 11 

operations, facility staff, management, concessions, 12 

ticketing, security, and ice maintenance crews, all to 13 

review the night’s details to ensure everyone’s on 14 

the same page. In my past experience, this meeting 15 

has also occurred the day before, or even earlier in 16 

the week. Nonetheless, it’s led by Game Operations, 17 

and allows for details to be shared to ensure 18 

everyone’s on the same page and a smooth 19 

execution on game night. [Pause speaks during for 20 

visual presentation 17:01] From 11:00 am to 1:00 21 

pm, edits are being made to the script and timing 22 

matrix, as last-minute details are being finalized and 23 

shared. Prizing checks are being made to ensure 24 

every promotion has a prize assigned. Sometimes 25 

this can mean meeting a sponsor to collect a last-26 

minute prop, or prize for their promotion. On good 27 

days, lunch is had; however, not all days allows for 28 

this luxury, as I run around, putting out last-minute 29 

fires. These fires can range from ticketing issues for 30 

special guest, ice-related issues, staffing changes, 31 



   Game Operations 
 

Transcribed by Consentia Inc.               www.Consentia.com 12 

lost or broken props, or promotional changes that 1 

affect the timing of other elements in the script. 2 

Your patience will be continually tested during this 3 

timeframe. And no matter how organized you are, 4 

or what deadlines you have in place, last-minute 5 

changes are often unavoidable. By 1 pm, I like to 6 

email a copy of the script to my in-game 7 

announcers so that they have time to quickly review 8 

and formulate any questions or concerns they need 9 

clarified. This also allows them time for 10 

memorization. [Pause speaks during for visual 11 

presentation 18:09] 3:00 pm to 5:00 pm. At 3:00 12 

pm, last-minute changes and adjustments are made 13 

to the script and timing matrix, and they’re now 14 

finally ready. Assuming the photocopier doesn’t 15 

jam, all scripts will be ready for distribution by 4:00 16 

pm. At 4:00 pm, it’s time to head over to the rink, 17 

and set up the game day room for the part time staff, 18 

ensuring all props are taken out of storage, waivers 19 

are readily available, and prizing is laid out and 20 

clearly labelled, identifying the promotion that it 21 

belongs to. Concourse setup must also occur, which 22 

involves table setups, pop-up displays, or 23 

inflatables, and any - any other sponsor deliverables 24 

or requirements. During this timeframe, sound 25 

checks will also need to occur for the video board, 26 

music systems, microphones, and potentially even a 27 

run-through with the anthem singer. I typically 28 

double check all technology, as well as the 29 

production headsets and walkie-talkies to ensure 30 

they’re in working order, and no issues can be 31 
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identified. All graphics and videos should be 1 

imported into the production system and tested for 2 

last-minute issues or errors. By 5:00 pm, it’s finally 3 

time to sit down and enjoy the press meal. This may 4 

be the rare moment when I get to sit down and eat 5 

prior to being in full-game mode. With that said, 6 

I’ve take-out containers handy, as small fires can 7 

sometimes present themselves, and any issues that 8 

pop up can mean dinner comes to a halt, and the 9 

problem-solving hat goes on. [Pause speaks during 10 

for visual presentation 19:40] 5:00 pm to 6:30 pm. 11 

With doors scheduled to open at 6:30 pm, pre-game 12 

meetings are held typically one hour before with 13 

part time staff outlining all the details in the timing 14 

matrix and script. Attendants at the meeting would 15 

include promotional staff, ice crew, announcers, 16 

camera crews, video production, and anyone else 17 

involved in the execution of game night. It’s 18 

important that during this time, communication is 19 

clear and concise, so that everyone is on the same 20 

page and understands what’s expected of them. 21 

Tasks are also assigned to staff to ensure 22 

promotions are executed timely, in relation to the 23 

script, to ensure no detail is forgotten. This is 24 

typically the last opportunity for items that have 25 

been missed or forgotten to surface, and any 26 

questions or concerns to be clarified. [Pause speaks 27 

during for visual presentation 20:37] 6:30 pm to 28 

10:00 pm. At 6:30 pm, the doors are now open and 29 

fans are eagerly entering. Last minute instructions 30 

are given to the game day staff as they begin their 31 
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first task of the evening: greeting fans at the door, 1 

and handing out the giveaway item of the night. 2 

They are also ensuring special guests and anthem 3 

singers are escorted to the proper waiting areas, and 4 

they’re selecting contestants for the night’s 5 

promotions. This means it’s time for me to head to 6 

my post high above the ice, the best seats in the 7 

house. Production headsets go on, and I am now in 8 

full game day mode, ready to call the game, which 9 

involves communicating cues to announcers, 10 

production crews, promotional staff, and off-ice 11 

officials, counting in videos, time outs, penalties, 12 

and ensuring we keep time according to the time - 13 

the timing matrix, and television needs, ensuring 14 

every element is hit, and any alterations to the plan 15 

is communicated as the game progresses. 16 

Depending on crowd reaction, little tweaks may 17 

need to be made, as I keep close watch on game 18 

flow and the overall mood. It’s a fast-paced, 19 

stressful environment that requires quick thinking 20 

and problem solving one hundred percent of the 21 

time, all while keeping the fans and sponsors in 22 

mind. No matter how prepared or organized you 23 

are, things can happen that change the entire plan 24 

for the night’s game. Some examples may be the 25 

Zamboni breaking down on the ice, or perhaps a 26 

missed time out that now may have to be made up 27 

elsewhere in the game due to a sponsorship 28 

commitment, or contestants not showing up for a 29 

promotion, resulting in a last minute scramble, or 30 

even the score, or a slow-moving game can cause 31 
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lack of fan participation or enthusiasm. All of these 1 

things can alter the execution of the game night 2 

presentation. [Pause speaks during for visual 3 

presentation 22:24] 10:00 pm to 11:30 pm. Around 4 

10:00 pm, the game is over, which means it’s time 5 

to debrief the staff on the good, the bad, and the 6 

ugly. This is a great time to identify what worked 7 

really well and what may not have worked, so that 8 

changes can be made, if necessary, for future 9 

games. The night’s props must also be put away, 10 

and completed waivers, contestant, and prize forms 11 

collected and filed. As you head out the door to go 12 

home, your mind is already racing, thinking about 13 

tomorrow’s to do list. Oftentimes, that can mean 14 

another game day to prep for, and if it’s Sunday, 15 

that means an even earlier puck drop, at 4:00 pm - 16 

even less time to accomplish everything you did 17 

today, again. [Pause, end of visual presentation 18 

23:10] Are you exhausted just thinking about it? 19 

Repeat that 39 more times. It will honestly be one 20 

of the most rewarding aspects of your job, seeing 21 

your ideas and creations come to life in the 22 

presentation, and being able to see the joy and 23 

excitement throughout the fans. This is what you’ve 24 

created, and you should be proud. What’s even 25 

more exciting than the regular season? Playoffs. 26 

The road to the cup can mean a lot of hard work. A 27 

playoff run can last a couple of months, or be over 28 

before you know it. Either way, you’ll likely need 29 

to restock your inventory, such as giveaway items 30 

and prizing, book more staff and anthem singers, 31 
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and co-ordinate with the league on special 1 

presentations, especially if you make it to the 2 

Stanley Cup final. New scripts and timing matrixes 3 

will need to be created, with the added pressure of 4 

creating an atmosphere that not only gives the 5 

players a rush, it pushes the fans to be the loudest 6 

they’ve ever been. Playoffs are such an exhilarating 7 

time. I hope that each of you are able to experience 8 

this moment at least once in your career. Just like 9 

the players, it’s the goal of every staff member in 10 

the organization to be the last one standing, hoisting 11 

the cup. When you find yourself in this moment, be 12 

sure to stop and take it all in. In the post-season, 13 

you work just as hard. It can begin as early as April, 14 

or as late as June, depending on your playoff run. 15 

Some common tasks you can find yourself doing 16 

during the off-season include end-of-the-year 17 

reporting. What worked well this season, and what 18 

didn’t work. Which promotional elements and 19 

features should be kept, and which ones should be 20 

retired. What recommendations do you wanna 21 

implement for next season? You’ll also need to 22 

develop the upcoming season’s business plan, 23 

outlining what goals you’d like to achieve, and the 24 

strategies and tactics of how you’re going to 25 

achieve those goals. Budget planning - what new 26 

items need to be purchased, such as props or new 27 

technologies. Staffing - how many staff will be 28 

returning. Do you need to rehire, and if so, how 29 

many, and how will you go about the hiring 30 

process? Before you know it, the off-season will 31 
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come to a close, and the pre-season will be, once 1 

again, upon you. [Pause for visual presentation 2 

25:17- 25:26] Documents. Right now, you’ve heard 3 

me refer to a few documents that are vital to game 4 

operations. These are, the event details, itineraries, 5 

script, and timing matrix. You will spend many 6 

hours working on a variation of these types of 7 

documents over the course of the season. And they 8 

will be very useful to the rest of the organization 9 

come game night. Keep in mind that these 10 

documents are only examples, and each 11 

organization may have different preferences and 12 

practices in place. [Pause speaks during visual 13 

presentation 25:53- 26:09] Event Details. Event 14 

details are an in-depth document that captures all of 15 

the tiny details related to a particular game, from 16 

start to finish. This document can begin earlier in 17 

the day, if there’s a fan festival or tailgate leading 18 

up to the game, and should continue onwards from 19 

the doors opening to the very end of the game, 20 

capturing egress. The event details should include 21 

all setup needs pertaining to staffing, including 22 

ushers, security, ticket takers, and concessions. 23 

Setup needs pertaining to power and technology, 24 

such as microphones or power outlets for specific 25 

activations, carpet and pattern-free needs for pre-26 

game presentations, or ceremonial puck drops, and 27 

lighting requirements for the inner bowl. When 28 

should the lights be dimmed, and when should the 29 

lights come back to full strength. In-game details 30 

should also be communicated within this document, 31 
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highlighting television time outs: what are their 1 

length, how often do they occur, and are any special 2 

requirements needed? Intermission details should 3 

also be communicated, such as, what are their 4 

lengths? What are the on-ice contesting needs, and 5 

Zamboni requirements? Lastly, I always include 6 

protocols specific to overtime and shootout 7 

procedures, so staff are aware of what’s expected 8 

should the game remain tied at the end of 9 

regulation. All of this information allows for staff to 10 

properly prepare, and ensures everyone has a clear 11 

idea of what’s expected of them. In order for this 12 

document to be effective, it needs to be circulated in 13 

advance of the game date, and a meeting held with 14 

each department to review the details where any 15 

questions or concerns can be discussed. [Pause for 16 

visual presentation 27:37 – 29:04] Game Day 17 

Itinerary. Game Day Itinerary focuses on the timing 18 

of pre-game events leading up to puck drop and is 19 

mainly utilized by coaches, players, officials, and 20 

media. This document will be less detailed in terms 21 

of the event needs, but more detailed in the timing 22 

of each element, as timing is calculated down to the 23 

exact minute, or even second. Circulation of this 24 

document should occur on game day, prior to the 25 

morning skate, and be circulated to both teams, on-26 

ice officials, off-ice officials, facility staff, and 27 

posted in the press box for all media. In this 28 

example, the game day itinerary outlines when 29 

warm-up is scheduled to begin and end, along with 30 

what time should be posted on the clock, the time 31 
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the home and visiting team will be introduced onto 1 

the ice, followed by the timing of pre-game 2 

ceremony, puck drop, and anthem singer. It is 3 

important that the timing outline is estimated 4 

accurately, so that television and radio can properly 5 

plan and prepare their own content. If the timing is 6 

estimated incorrectly, or time isn’t kept throughout 7 

the execution, it could result in television missing 8 

the puck drop, or having to fill extra time. Finally, 9 

the length and time of all time-outs and 10 

intermissions are noted for quick reference and 11 

reminders. [Pause for visual presentation 30:21 – 12 

31:15] Script & Timing Matrix. The Script & 13 

Timing Matrix are one of the single most important 14 

documents that you will need for your production 15 

crew and game day staff. These documents are 16 

reviewed during pre-game meetings, and should tie 17 

the entire production and presentation together, as 18 

well as communicate the overall vision to the 19 

operators, production crew, and game day staff. The 20 

script will outline every element that requires an 21 

announcement, and will outline the name of the 22 

element, the time at which the announcement will 23 

occur, how long the announcement should take, and 24 

what should be said. I also like to include a 25 

pronunciation guide for both teams onto every 26 

script, to ensure player names are always announced 27 

correctly. Each announcer, whether it be the in-28 

game host, or public address announcer, will 29 

receive different scripts highlighting each of their 30 

announcements. A master script containing all 31 
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announcements should also be created and readily 1 

available, in the event a situation arises. It has also 2 

been my personal preference to provide a copy of 3 

the master script to both announcers, so if 4 

something goes wrong, they’re able to jump in 5 

without missing a beat. [Pause for visual 6 

presentation 32:26-33:37] The timing matrix will be 7 

used mainly by the production crew and game day 8 

staff, and will capture all elements within a game 9 

presentation. This document will also vary from 10 

arena to arena, as usable inventory, such as video 11 

boards, LED screens, and ribbon boards may be 12 

different in each building. In this example, you can 13 

see how each element is outlined for the production 14 

crew. The first column displays the real time of day. 15 

This category is particularly helpful leading up to 16 

puck drop, but may not always be utilized following 17 

puck drop, as game flow will dictate the remainder 18 

of the game element. Clock time indicates the time 19 

displayed on the score clock. This is particularly 20 

helpful when an element needs to be executed at a 21 

specific time - such as television time outs, which 22 

occur at the first whistle following the 14th, 10th, 23 

and six-minute mark of each period. Run time will 24 

indicate how long the element is. In this particular 25 

document, you will see length of videos, or the 26 

length of a script read. Audio will either refer to 27 

which announcer is responsible for that particular 28 

element, and may also refer to specific songs to be 29 

played during that element. Audio can be a great 30 

cue for game day staff. For example, staff will 31 
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know that the t-shirt toss will commence upon 1 

hearing that specific song. Video boards, LED ring, 2 

ribbon boards, GOBOS, concourse television, will 3 

all vary based on what your particular arena offers. 4 

Each column will indicate the name of the element, 5 

graphic, or video that the production crew will be 6 

responsible to execute. Lastly, I always include a 7 

column for notes for myself and staff to write their 8 

own reminders. Different programs can be 9 

purchased that will create an entire season’s timing 10 

matrixes and scripts for you, once all the elements 11 

are input into that program. Whether these programs 12 

are worth it comes down to personal preference. 13 

I’ve used these programs in the past, and actually 14 

prefer to lay out my own matrix so I can quickly 15 

and easily switch between games. Other colleagues 16 

of mine swear by the program. The best advice I 17 

can give you, is do what will work best for you and 18 

your staff. [Pause for visual presentation 35:51 – 19 

36:04] Must Have Skills. Game operations and 20 

game day management extends beyond just the rink. 21 

You need to have a variety of skill sets to succeed 22 

in this fast-paced, stressful environment. Some must 23 

have skills to consider are: creativity, graphic 24 

design, video editing, analytics, and a musical 25 

sense. [Pause for visual presentation 36:26 – 36:38] 26 

Creativity. A big part of game operations is 27 

developing the next great thing and being creative. 28 

A lot of great ideas can come from many different 29 

sources that can be adapted into something 30 

remarkable. Seek out best practices, what currently 31 
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works for your organization, and what has worked 1 

well for other organizations. Adapt those best 2 

practices and continually work towards improving 3 

upon them. I continually look for best practices and 4 

ideas everywhere I go. Sometimes I find them at the 5 

movie theatre when a great soundtrack is played, or 6 

when I’m attending a sporting event and I see 7 

something I think I can adapt. And I even find great 8 

ideas while watching television. [Pause for visual 9 

presentation 37:17 – 37:30] Graphic Design & 10 

Video Editing. A lot of content is constantly needed 11 

in game operations for the video board. As new 12 

arenas are being built, video boards are becoming 13 

bigger, and non-standard shapes and sizes are 14 

becoming more prevalent. Therefore, having a good 15 

knowledge of design applications and programs are 16 

becoming even more important. In order to produce 17 

graphics and videos, you will need to be familiar 18 

with importing footage, multi-tier editing, creating 19 

rough edits, green screen filming, adding visual 20 

effects, working with stills and images, and 21 

knowing how to incorporate audio elements, such as 22 

sound effects, dialogue, and music. Become 23 

familiar with programs like Avid, or Adobe 24 

Creative Suites, and start owning your design skills 25 

now. [Pause for visual presentation 38:14 – 38:28] 26 

Analytics. Today’s organizations depend and thrive 27 

on analytics more than ever before. You don’t need 28 

to be a stats wizard, but you should be comfortable 29 

with all kinds of business metrics, including those 30 

associated with digital and social media. The role of 31 
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social media, as well as mobile devices, within the 1 

game presentation is increasing every day, as new 2 

technology becomes available. Having a greater 3 

understanding of business analytics behind this 4 

technology can help make your next great idea more 5 

appealing to fans and sponsors, because you’ll be 6 

able to report on the reach, engagement level, 7 

traffic, and responsiveness of your content. [Pause 8 

for visual presentation 39:06 – 39:18] Musical 9 

sense, or ear for music. Having a good sense for 10 

music and atmosphere is key. You need to have the 11 

ability to judge the mood of the crowd, so you know 12 

where to play certain songs that will add or enhance 13 

the atmosphere of that particular game. The ultimate 14 

goal is to create a reaction or feeling from fans so 15 

that they’re clapping, stomping, or dancing, and 16 

feeling the excitement, intensity, or celebration. If it 17 

is nearing the end of the game and the home team is 18 

down by one, you should play a song that will give 19 

the teams and fans an adrenaline rush. Playing a 20 

slow song during this intense moment will drag 21 

down the atmosphere when intensity should be 22 

building. Having good musical sense will help 23 

create an atmosphere that fans will want to 24 

participate and thrive in. The sports industry is truly 25 

an exciting and interesting place to work. But you 26 

have to be willing to put in the hours. The 60 to 70 27 

hour work week, the night and weekend games, and 28 

oftentimes, little time off. This is a lifestyle. It’s not 29 

a game, it’s a career fueled by passion. You’ll be 30 

faced with a variety of challenges along the way, 31 
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but you must keep moving forward and internalize 1 

that pressure. Always be relentless. As much as you 2 

try and prepare, be ready to change course as the 3 

situation arises. Activate those Plan Bs, Cs, and 4 

even Ds. Be adaptable. Together as a team, you can 5 

accomplish so much more. I encourage you to 6 

always foster a collaborative environment with your 7 

team where you can explore critical issues and 8 

discuss emerging trends. Involve your team, and 9 

motivate them to share their ideas and think of 10 

solutions throughout the season. Be collaborative. 11 

Always be clear about your requests and 12 

expectations, and always be willing to share 13 

information with your staff and fellow colleagues. 14 

They aren’t mind readers, communicate. And 15 

finally, don’t let the fear of the unknown or fear of 16 

failure hold you back. Take those risks. Separate 17 

yourself by being great. Be a trailblazer. The sports 18 

industry can be really tough. It’s full of a lot of 19 

smart, creative people all trying to succeed and win. 20 

Most importantly, remember to have fun, and never 21 

be afraid to be daring, be different, and be first.  22 

Questions? Contact Jenelle Herbert, jenelleherbert@gmail.com 23 

END OF RECORDING: 42:33        24 
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