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it Vel TRY IT. PLAYIT. LOVEIT.

Target Markets

(Athlete Pathway = who) Young People Youth  Young Adults Adults

Marketing Tools Posters Members Website Social
(Try it. Play it. Love it. = how)

Have a Hit Kiwi Squash Squash Ignite
Improve

Social Slam Squash Mates

(Wg/l;rt? 523\,/ I:tlve\,ﬁat) Women’s Squash SquashFit Squash 57

Interclub Events Competitions

Feedback

Our Resources Coach development and supporting resources




l THE STATE OF PLAY

Every week in more than 300 facilities
with a squash court tens of thousands
of people play squash

An estimated 90,000 people pick up a
squash racket each year to try it or

play it

Approximately 18,000 people are
registered as affiliated club members

Around 1,300 people have joined the
Squash Coaches Network

BUT...

» Affiliated club memberships have

dropped by an average of 1000
people per year over the past 7 years



WHAT RESEARCH SHOWS

« Participation in most sports is
declining - due to technology

« Members come and go and
participation is low

« People play less sport as they get
older

« We face increasing competition from
other leisure options - especially
electronic devices / apps

* Fitness gym memberships are
iIncreasing across all age groups

Our population is getting less fit
and more obese



m PLAYIT. LOVEIT. Our ambition

. To GROW the NZ squash family
from Kaitaia to Bluff, Gisborne to

HELP PE 0 PLE Hokitika and everywhere in between

SO THAT

FALL IN LOVE

« Kiwis in every corner of the country fall
in love with th d play it ev
WITH SQUASH v?/egke}n trt1eitr Igc?a?rzlit?: asp:i/n;ribee?/
SO THEY
CHOOSE
18,000 -> 20,000

TO PLAY IT




WORKSHOP OVERVIEW

Aim: By the end of this workshop you’ll develop a plan of attack to grow participation and
membership in your club using our ‘Membership Growth and Retention Model’

1. Identify current and future ‘target market’ opportunities
within your communities

2. Discuss the various ways to play the game
(programmes) and determine the best options for your
club

3. Develop a step-by-step plan that you can use to grow
your club
a) Establish goals for participation and membership
b) Maximise scheduling opportunities
c) Look at ways to find and train a pool of coaches
d) Offer ideas to assist with marketing
e) Recap on activity reporting

4. Highlight other resources and support you can access




(@=»ss SQUASH MEMBERSHIP GROWTH AND RETENTION MODEL

1. Market Research

Market research within your community provides you with an understanding of where your club is, where you are heading, what your opportunities look like and the gaps that you can take advantage ol.

2. Lead Generation

Once you arc aware of the potential arcas of growth, you need to generate a pool of leads (potential members) within these arcas. I'ind out what motivates cach person and offer them solutions (suitable
pragrammes and events, a welcoming environment and like-minded people) to support them with meeting their individual needs.

Referrals

Relationships Retention

3. Introduction 4. Participation 5. Membership .
IKY 11.

LEAD MEMBER

Enjoyment Acquisition Quality experiences and

Special effort is required relationships keep people

to set a strong

foundation coming back for more
Taking a person from being a lead Lo gelling them To maintain someone’s interest in the game the You can use lrial periods to get initial buy in for
introduced to the game and closer to becoming a primary driver of membership is encouraging membership. Once they are fully engaged and ready,
member is a vilally important procedure. Make meaningful and enjoyable participation opportunities. use a simple sign up process.

someone responsible for personally welcoming new

players into the club and introducing them to other Find out what motivates each individual so you can Acquisition

players. offer them what they want to suit their lifestyle. Once you have a new member, a correct induction

. procedure is imperative to maintain the membership

Focus on providing lots of member contact and Instead of trying to sell a membership, focus on and negale buyer’s remorse.

engagement - one-on-one coaching sessions, group creating value for each person by providing them with

programmes, fun tournaments and other social events... quality participation experiences and strengthening Retention

o social bonds. To stop members leaving to another club, or leaving the

:/mll]ln:rv{:;l :It::' nl]vvr”r(m{'r:gizjriilt&(sll(;i;tr?;wllil(t)n:)?]ti\nu . game of squash altogether you need to put support

egularly and ensure they deve lationships and see . . . . - ategies in place m feel like 3
the resulls they are after. Once they have sellled in you Personal relationships and enjoyment of the game drives participation [S‘t[l([]']lL[TJ;;S ‘Lﬂtﬁrﬁatt;tbor[g%kei l(;](;\;\?n f{o( LDlrlg\;t;npgma[ o the
need them to continue participating regularly and Participation is the trigger that sparks membership motivating envirconment and creating connections
ensure they keep developing relationships and seeing . between members.

results. People become members to get results but stay because of friends




PROVEN WAYS TO GROW PARTICIPATION

Stimulating environments Building clubs within the club
e.g. colour and light e.g. book / wine / cards groups

Education and communication

e.g. electronic newsletters Relationship selling and member inductions
e.g. welcoming processes

Building bonds

e.g. social media Lapsed member re-engagement campaigns
e.g. database emails

Personal and small team training Casual play options
e.g. coaching sessions e.g. Pay2Play

But... there is one thing that works above all others



PEOPLE CRAVE DIFFERENT WAYS TO PLAY

Group programmes

We are social creatures and we love
spending time with other people...

Isn’t that why we come to a club in the first place?






THE JOURNEY OF SQUASH PLAYERS

ATHLETE PATHWAY

[ Masters J Professional

=

Club Graded Competition J National Squad

Club Teams J World Junior Squads

Women National Development

PARTICIPATE
Social Club Player

Senior Men'’s and
L Women’s District

Adult Starters Club

Junior Boys and

School and Tertiary L Girls District [=]={=]=n]=]\Y]
Club Youth 13-19 yrs Talent identification Individual
L Development

Big Nix 9-12 yrs

Notes
1. The Explore, Learn, Participate, Talent Identification, Perform and Excel Tiles represent the New Zealand Sport and Recreation Pathway.

Small Nix 5-8 yrs

2. The Squash NZ Athlete pathway and playing communities that it caters for are represented in the white tiles.

L W W G S, W W

EXPLORE 0-5 No Programs

3. Squash NZ does not deliver structured programs in the 0-5 community.

4. Schools and Tertiary are deemed to require differing needs to that of the junior club communities.

The different stages of participation for people playing squash in New Zealand



CURRENT SQUASH DEMOGRAPHIC PROFILE - ADULTS 16+

Age
16-24 years
25-39 years
40-54 years
55-69 years
70+ years

Male
Female

23.9%
30.5%
39.0%
5.9%
0.7%

12.7%
27.3%

NZ European 69.6%
Maori 4.4%
Asian 2.6%
Pacific 1.3%
Other 13.1%
2+ groups 8.9%
Major urban 57.0%
Urban 6.9%
Minor urban 14.5%

Rural 21.7%

Full / part time work
Studying

Retired

At home with kids
At home no kids
Other

73.5%
14.1%
0.7%
6.2%
1.3%
4.3%

Deprivation
(socioeconomic)

Low
Medium
High

41.5%
39.3%
19.2%






DO YOU UNDERSTAND YOUR COMMUNITY?

Demographics?
Trends?
Behaviours?
Attitudes?
Needs?

Motivations?

A

How will your communities change
Sport NZ Insights tool over the next 3, 5, 10 years?



THE DIERERENT WAYS
TEOHEIEP DIFFERENT
PEOPLE TOiRIFAY4
SQUASH



THE PROGRAMMES (WAYS TO PLAY) AVAILABLE

Programmes HAVE A HIT at Kiwi Sque_ish KIW'. Sqanh Squash Ignite Social Slam Squash Mates* Women’s Squash SquashFit* Squash 57
squash SiEURNPS Big Nix
Al Any Any Al Al

5-8 years 9-12 years 13-19 years 19-35 years

Prospective / lapsed
members

Squa ELEIS) J-F
t
i S

Target Market(s)

Trial

Athlete pathway

Coach
Development

T

Hie AHIT

GIVE SQUASH A GO

T

Entry point

Mod 1 + Ext. 1a & 1b

Children / primary

Children / intermediate

Social / business house /

Beginners / ageing

school students school students Club youth / teenagers ST CRLS club night players FEmEEs Al players
J J J F-E E-D All All All
Fundamentals Fundamentals Basics Basics Social Basics Health / fitness Casual
Participate Participate Participate Participate Participate Participate Participate Participate
4-8 weeks 4-8 weeks 4-8 weeks 4-8 weeks 4-6 weeks 4-8 weeks
30-40 mins 40-60 mins 60 mins 60 mins 40-60 mins 60 mins
School / club courts School / club courts Club courts Club courts Club courts Club courts Club courts Club courts
Mods 2, 2a, 5+ Ext. 2 Mods 3, 3a, 5 + Ext. 2 Mod 4 + Ext. 2 Mod 6 + Ext. 2 Mod 7 + Ext. 2 Mod 8 + Ext. 2 B 4 & 2 s B Any
Logo, Teacher Logo, Teacher
manual, Brochures, manual, Brochures, Logo, Manual, DVD, Logo, Manual, DVD, Logo, Brochure, Posters, Logo, Brochure, Logo, Resource Lasm. @i
Certificates, DVD, Certificates, DVD, Posters Posters Guide Posters cards, Guide 90.
Posters Posters
- (®
Kiwi. Vg R— _ O
RO . 82 e 5
sL uas a ';:Ia SQUASH ’GN’TE e 52 WOMEN'S SQUASH SQUAWS';H'WQLT SQUdSh@
Al e rum. g Squasn ) —
Beginner / Participation Programmes —> More Competitive Squash






STEP 1: HOW MANY PEOPLE CAN YOUR CLUB GET ‘MOVING’?

Giving your club targets motivates and inspires its’ members and gives them a sense of what

IS possible
Membership

(number signed 100 200 120 105
up each year)

Participation
(number
attending every 50 175 75 55
week)




STEP 2: PROGRAMME (WAYS TO PLAY) SCHEDULING

The ultimate benchmark of a timetable is the number of people it draws in. Always measure
success by how many people are playing squash every week.

Questions to consider:

e How many people can you fit onto the available courts?

e Are you limited by the amount of squash balls and rackets you have?
e Are you planning to upskill enough people to deliver the programme?
e \When does it suit people to come to your club?

e How long do people want to commit for?

e How does the event calendar affect your available court space?

e \What will you do to promote your programmes?



PROGRAMME (WAYS TO PLAY) SCHEDULING INSIGHTS

Programme Focus

Juniors

Youth

Beginners

Business House & Club Nights

Women's

Interclub
Leagues / Ladders

Fitness

Technique / Movement

Findings suggest...

Offer 2-3 open daus throughout the year to lead onto other programmes.

Schedule have a go days in Feb — Mar which are good months to lead people into the season.
Saturdays and Sundays between 10am and Zpm are considered the most accessible days and times.

Offer 4 structured programmes throughout the year to link in with the school terms. Fun special programmes in
the holiday breaks.

Schedule sessions to start alter school hours so parents and students can make it in time.

Mondays and Fridays are the most popular days of the week to offer junior (primary / intermediate schoaol)
programimes.

Wednesday is the most popular day of the week to offer youth {secondary school) programmes.

Offer Z2-3 beginner programmes each year o facilitate new member connections.
Use other programmes to find other members {e.g. parents of juniors and youth; friends of business house
players) to targel.

Offer 4 Business House leagues throughout the year (spring, summer, autumn and winter versions).
Wednesday and Thursday evenings alter BGpm are the most popular days of the week Tor plagyers interested in
these "social-orientated” offerings.

Offer 2-3 women-only programmes throughout the year for females (mothers & girls) to take part with their
peers in @ maore comfortable environment.

Ihursday mornings after 10am; and Sunday afternoons after 3pm are considered the most accessible days and
times.

Offer 4 Interclub leagues throughout the year (spring, summer, autumn and winter versions).
luesday (women) and Wednesday (men) evenings are the most popular days of the week.

Monday evenings from 6pm is considered the best day and time to schedule for {semi-) competitive players.

Off-season (Jan — Mar) are good months to run more frequent training sessions to lead people into the season.
luesdays and |hursdays between Gam and 8am are considered the most accessible days and times in-scason.

Offer 1-2 specialist programmes each year for (advanced) players looking for extra coaching.




WHAT IS AVAILABLE TO MAKE YOUR PROGRAMMES A SUCCESS

Kiwi Squash Squash Ignite Social Slam Women's Squash Squash Mates SquashFit Squash 57

Insights and Advice Insights and Advice Insights and Advice Insights and Advice Insights and Advice Insights and Advice Insights and Advice

HOW TO GET YOUNG PEOPLE MOVING G _ G g HOW TO GET NEW ADULTS MOVING G Q HOW TO GET FEMALES MOVING G HOW TO CREATE A SOCIAL BUZZ G 3 HOW TO PUSH YOURSELF FURTHER G

SQUASH SOUASH SQUASH SQUASH SQUASH

Have Fu 7". HaveFu .
'a)'s‘Iugsh" P‘alf!q"as




STEP 3: FINDING AND TRAINING COACHES

A squash coach is someone who shares knowledge and experience, makes squash fun and helps others to reach their
potential. The role of a squash coach is the same regardless of the level of players they work with. On any given day a
coach will need to be able to fill many and varied roles, these include:

FAN — giving PROMOTER — advertising FRIEND — providing
encouragement products, services and empathy and
and support. PrOgramimes: assistance.
TEACHER — \ /
passing on new MEDIATOB i
G o . QN'R —— 7 to for advice and
g . .
cleille: / \ \ settling disputes.
MANAGER — MOTIVATOR — CHALLENGER —
organising encouraging a asking questions
activities and love of squash in and stretching

competitions. athletes. athletes.



DEVELOPING PEOPLE = THE KEY TO SUCCESS OF PROGRAMMES

sPiRe <D

“GET STARTED"

“Croati
World raass
oachiny

wironm

e sauashing.co.ne

Starters Club

World Class

“SMALL NIX”
5-8 YEARS

“SMALL NIX”
5-8 YEARS

Hydratlon &
Nutrition

Big Nix

S-12 years

i Athletlc
Managing Development

the Mind

e NICT =

CONDITIONING

Identification

Sports Injury and selection

Management

Squnsh K Conching Madute 8
School and Tertiary -
Primary and
Intermediate

Programme
Management




4. MARKETING YOUR CLUB

Letting existing members o o _
know Highlight club activities on the website

Use free online templates to create

promotional materials Put posters up around your club in common areas

Send out newsletters targeting the Create Facebook events and invite friends and
people you want to attract family along

Hand out flyers so everyone can

distribute to their own networks Use free community noticeboards and local

media

Remember to keep telling a story every week — keep
adding photos and videos of each session



5. iISQUASH ACTIVITY REPORTING

An example: Devoy Squash & Fitness Centre, 20175.

Participation

Programmes Total number of participants

women n” wine 15

Blokes n’ Beer 5

Dave Clarke Technical Development 6

Fitness Programme 127

Girls Group Coaching 68

Ladies Group Coaching 87

Mums n° Bubs 4

Doubles Competition 32

Tauranga Girls College 51

Coast Kids Holiday Programme 194

YMCA Holiday Programme 70

Club Holiday Programme 39

Home School Coaching Programme 21

Junior Team League 36

Junior Development Squad 14

Bethleham College 50

Junior Coaching Programme 121

Junior One Day Tournaments a5

TOTAL 1,055
Membership

Declared Senior Senior Junior Junior .
Members Men Women Boys Girls Graded, £t

squash @) itnesscentre 594 258 144 130 62 229 365



REGIONAL INSIGHTS FROM THE LAST TWO YEARS

Based on Squash New Zealand Activity Reporting data 2015

Type of programme Northland Auckland Waikato Eastern Central Woellington Canterbury Midlands Otago Southland
MNurnber of clubs reported 19 22 13 10
422
Junior Club 350 968 642 375 36 193 234 238 20 4 960 4230
Primary / Intermediate School 54 12719 704 424 35 517 360 1042 42 836 452 17335
Youth Club 205 24 a8 237
Secondary School 45 B3 392 25 40 78 13 859
Beginner Adult Club 23 7 24 16 4 a8 30 n2
Social Club 504 1062 =90 1598 449 855 801 650 906 333 409 8557
Women's Club 12 80 49 102 25 25 54 28 4 22 45 448
Club Teams 60 2900 2059 810 343 150 800 1052 32 620 6395 9521
Club Graded Competitive 10 192 45 B4 12 232 2 682
Fitness 54 40 =] 14 80 210 12 418
TOTAL 1040 18396 5137 36320 1430 2020 2539 3178 1341 2022 2744

Based on Squash New Zealand Activity Reporting data 2016

Type of programme Northland Auckland Waikato :feunr; Eastern Central Woellington Canterbury Midlands Otago Southland TOTAL
Number of clubs reported 18 14 17 12 143
127 B 3460

Junior Club 539 487 a7 368 350 350 205 = 1a] 135 5439

Primary / Intermediate School 120 £12 106 182 45 584 446 14750
Youth Club 353 g 401
Secondary School 243 7 30 25 12 500 77 958
Beginner Adult Club 27 29 = [ 31 20 a8 4 178

Social Club 344 1045 1378 1743 1419 1260 A76 760 653 635 47 9360
Women’'s Club 59 120 145 55 17 98 2 16 54 &7 643

Club Teams 133 1793 1987 725 310 1039 700 1792 24 435 541 9469

Club Graded Competitive 10 179 166 =] 363
Fitness 4 19 B6 26 33 7 42 237

TOTAL 1382 15728 5600 4057 931 3026 2013 5048 930 34586 3087
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it Vel TRY IT. PLAYIT. LOVEIT.

Target Markets

(Athlete Pathway = who) Young People Youth  Young Adults Adults

Marketing Tools Posters Members Website Social
(Try it. Play it. Love it. = how)

Have a Hit Kiwi Squash Squash Ignite
Improve

Social Slam Squash Mates
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Interclub Events Competitions

Feedback

Our Resources Coach development and supporting resources







OTHER RESOURCES, CASE STUDIES, MARKETING TEMPLATES

NATIONAL INSIGHTS ON SQUASH CLUB PROGRAMME SCHEDULING

o on 1 Now Zealand Activity Reporting data 2015

Programme Focus Findings suggest..

INNOVATIVE WAYS OF INCREASIN(
PARTICIPATION AND MEMBERSHIP

="

Technique / Movement T W] DDA O oA T TAGVICOD A 1O och -

For best results: ask your members what programmes they want and why they want It. Let them shape the focus on

Put
the programmel your maj

in heading im e

Use Avial tonts,

SEERETEES
Demographic Forecast for Auckland Region

All Area Units
Demographic  Demographic
Type Attribute

Ethnicity  European I o
Asian I ;7

e v G,
-
™

Forecast Change 2013 to 2028

Pacific s 00% 3’}'
Maori Wesk / ;’-.’
MELAA 19% i
Other 10.9% o

%

&=

Gender Female 50.3%
Maie =49 ™
Lifestage  Older Aduls — 22 1%
Young Famiies [N 17.7%

Young Adults * 17.1%
Young Retirees [ b.o%

Primary Wi
Oider Retrees [ 5%
Older Famiies 6.3% . .
oo oo Recruitment Guide
Secondary | Ll
Tertiary Mo
Sub Ethnicity Chinese 148% 43%
Indian 12% 31%
Samoan 48% b1%
0.0% 200% 40.0% 60.0% 80.0% -10.0% 0.0% 10.0%

% Population = % Change in Population
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