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1. Executive Summary 

Objective 

The project has involved market research to develop a membership 

model for national sporting teams. Our research is expected to be 

included in T20 Regional Victoria Limited’s (“T20 RVL”) bid for a Geelong 

based cricket team forming part of the KFC Big Bash league. 

Methodology adopted 

Research has consisted of six direct interviews with sporting clubs in 

Australia and desktop analysis of thirteen national and international 

sporting clubs to identify essential membership model attributes. We 

have also undertaken market research specific to the establishment of a 

T20 cricket team to be based in Geelong (903 participated).  

Key findings 

The key findings from our research included: 

• start up teams should initially not expect high membership levels 

• membership models for existing clubs are too complicated  

• loyalty programs are a simple, cost effective retention mechanism 

• membership packages need to represent ‘value for money’ 

• foundation membership for start-up teams is valued by members 

• the price point of the typical supporter needs to be understood 

• support from local, state and national sporting bodies is critical 

• connection to the community within the team’s region, both at 

formation and ongoing, is fundamental to success 

• market research revealed strong support for a local T20 cricket 

team, value for money and a reserved seat are most relevant 

Recommendation 

Our key membership model recommendations are as follows: 

• develop ‘supporter’ rather than ‘member’ packages 

• supporter / member packages and prices limited to five types 

• consider first year price discount to build support / loyalty 

• adult membership price below $125 per season, adult general 

admission to a game with no reserved seat around $20 

• develop recognition for foundation members / supporters 

• seating packages should be offered, particularly to families 

• involve local cricket – engage with cricket association members to 

increase awareness and support for a regional T20 cricket team   

• select partners / sponsors that align with the region’s core values  

• include local players in the team to encourage community support 

• for a truly regional team, the name should not include ‘Geelong’ 

• ensure the environment is entertaining, safe and family-friendly. 
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2. Project details 

Project objective  

The project objective was to develop recommendations for a model for 

attracting members to join a national sporting team based in Geelong.  

In particular, the project involved research to support a second bid by T20 

RVL for a KFC Big Bash League cricket team. 

Project methodology 

An overview of the research methodology adopted by the project team is 

illustrated below. A more detailed description of the methodology is 

outlined in section 3. 

 

 

 

The key areas of focus with respect to the environmental scan and market 

research were as follows: 

• Prices of membership 

• Different offers (full season, 5 matches, no match attendance) 

• Methods of encouraging community to support new teams 

• Links to associations 

• Strategies for attracting members in the pre-launch phase  

• Foundation membership 

• Other recognition, loyalty /and retention strategies 

• Retention of supporters in subsequent years. 

Project outcome 

This report includes our recommendations for a membership model 

as it applies to a national sporting team, based on the research 

conducted. 

We have also provided recommendations to T20 RVL with respect to 

the membership model for a Geelong based T20 cricket team.  
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Project participants 

The project team was as follows: 

• Damian Waight, Community Development Team Leader, Golden 

Plains Shire Council 

• Tara Clark, Middle School Curriculum Coordinator, Geelong 

Grammar School 

• Lachie McColl, Senior Manager – Valuations, WHK 

• Associate Professor Peter Miller, School of Psychology, Deakin 

University. 

We would also like to acknowledge Deakin University post-graduate 

student, Hannah Meurer, for her contribution during our research. 

Special thanks 

We would like to thank the Board of Directors of T20 Regional Victoria 

Limited for their support and encouragement during the project. In 

particular, Mr David Kelly and Dr Michael King have been instrumental in 

providing ideas, guidance and contact with various sporting associations. 

Special thanks for to the individuals associated with the six sporting 

organisations we interviewed during the project for their generosity with 

time, openness and interest in the project.  

We would also like to thank the sponsors that have provided prizes during 

the market research including: 

• Connect Tel 

• Lord of the Isles 

• Computerlec 

• De Grandi cycle and sports 

• Peppercorn Hampers. 
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3. Detailed methodology 

Stage 1 – Environmental scan 

Stage 1 of the project involved two important components, being desktop 

research and face to face interviews with sporting associations.  

Each of the components is described below and on the following page. 

Desktop research 

The desktop research involved identifying a number of existing national 

and international sporting organisations. The sporting organisations were 

identified and categories are as follows:     

1. Recent Start Up National Sporting Teams  

2. National Teams in Regional Cities  

3. International sporting organisations / unique characteristics 

The sporting organisations were selected across a range of sporting codes 

to ensure diversity in the identification of key attributes of membership 

models. Furthermore, the second category mentioned above was 

considered important by the project team for relevance to the Geelong 

region. 

The 13 sporting organisations selected are outlined in the adjacent table. 

 

 

 

 

 

 

 

 

Category Organisation Sport 

Recent start up 

National Sporting 

Teams 

Melbourne Vixens 

Melbourne Heart 

Hobart Hurricanes 

Melbourne Stars 

Melbourne Renegades 

Melbourne Aces 

Netball 

Soccer 

T20 Cricket 

T20 Cricket 

T20 Cricket 

Baseball 

National Teams in 

regional cities 

North Queensland Cowboys 

Cairns Taipans 

Geelong Cats 

Rugby League 

Basketball 

AFL 

International 

sporting 

organisations / 

unique 

characteristics 

Green Bay Packers 

New York Yankees 

NSW Speedblitz Blues 

Essendon Bombers 

NFL 

Baseball 

Cricket 

AFL 

 

The project team developed a matrix to identify information with respect 

to each sporting organisation including background information, 

governance / ownership model, community engagement programs and 

key membership model attributes (eg. range of prices for memberships).  

The matrix and the full summary of desktop research findings is included 

in Appendix 1.  
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Face to face interviews 

The desktop research findings enabled the project team to develop 

questions for the face to face interviews. 

The second component of the environmental scan involved a series of 

interviews with existing sporting teams based in Australia. Consistent 

with the categories adopted for the desktop research, the project team 

selected a combination of recent start up national sporting teams, 

national teams in regional cities and sporting organisations with events 

and special offer focus.  

 
The people and organisations that were interviewed are outlined below: 

Organisation Interviewees 

Victorian 

Racing Club 

Julian Sullivan – Executive General Manager Club 

Services 

Doug Mann – Subscriptions and Ticketing Executive 

 Gold Coast 

Suns 

Travis Auld – Chief Executive Officer 

Kelly Ryan – General Manager – Memberships, 

Marketing and Fan Development 

Sam Eustice – General Manager Commercial Operations   

Wollongong 

Hawks 

Mili Simic - General Manager 

Stuart Wilkinson - Manager Corporate Relations and 

Partnerships 

Melbourne 

Rebels 

Leanne French – Manager Fan Engagement and Events  

Christine Finnegan – General Manager Commercial 

Operations 

 

Organisation Interviewees 

GWS Giants Rebecca Shaw - Fan Development General Manager 

Chris Mintern - Membership Manager 

Hobart 

Hurricanes 

Michael Roberts - CEO Cricket Tasmania and Hobart 

Hurricanes 

 

An illustration of the questions we asked during these meetings is 

contained in Appendix 2. 

The environmental scan assisted in the development of questions as part 

of Stage 2 – market research. 
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Stage 2 – Market research 

The objective of the market research was to understand the level of 

interest in a regional T20 cricket team and the important attributes of a 

membership model to the general community. 

The project team considered a number of channels to undertake market 

research including: 

• advertising through local media 

• public surveys (eg. shopping centres) 

• social media and email based 

• presentations to cricket associations and clubs 

• school programs. 

The market research was conducted using an internet based survey tool 

known as Survey Monkey. The project team determined this channel to 

be the most cost and time effective form of gathering information across 

western Victoria. 

A series of 30 questions were formulated based on research conducted in 

stage 1 of the project. The questions forming part of the survey are 

contained in Appendix 3. 

The survey was distributed through various channels including social 

media (Facebook, LinkedIn), employer groups (Deakin University, WHK, 

Geelong Grammar School), Leaders for Geelong and Committee for 

Geelong groups, and local chambers of commerce. 

 

In addition, the project team directly contacted seven cricket associations 

across western Victoria to engage with both the associations and their 

respective cricket clubs.    

As an incentive to complete the survey, a number of prizes were offered. 

Participants who completed the survey completely were given the 

opportunity to go into a draw for the prizes. In addition, the cricket club 

who had the most surveys completed were awarded a particular prize for 

their club. 

The survey information proved to be invaluable for the next step of this 

project – the collation process. The Leading Edge project team brought 

together the information researched from the desktop research, 

interviews and survey results to make recommendations for a preferred 

membership model.  

Limitations of our research 

Local cricket clubs and associations were contacted and encouraged 

to participate in the market research.  An incentive was offered to 

the club who was able to attract the most survey participants.  

However, response from clubs and associations was limited. This 

audience could provide valuable market research information.   

We did not engage with the Geelong Football Club as part of our 

research. We consider that additional insights into membership 

models and successful marketing methods could be provided by this 

well established and recognised sporting organisation. 
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4. Key findings 

Stage 1 – Environmental scan 

Desktop research 

Below is a summary of the key findings from the research conducted: 

• The majority of the organisations have community engagement 

programs.  54% have strong links to schools and / or junior 

development programs. 

• Organisations in existence for less than 5 years have membership 

levels on average of approximately 11% of stadium capacity.   

• Membership levels for organisations in existence for more than 5 

years averaged approximately 68% of stadium capacity. 

• 31% of organisations offered voting rights to its members.  The 

Green Bay Packers have shareholders with voting rights. 

• 69% offered an age-based merchandise pack usually named after 

or linked to a marquee player. 

• The majority of the organisations have between five and ten 

membership categories and pricing levels.  These pricing levels 

range in most cases in the hundreds of dollars. 38% having a 

membership price range greater than $1,000. 

• 85% offer entry level membership at or below $50.  This entry 

category often did not typically include entry to games. 

• Approximately 62% offered loyalty recognition and / or discounts 

to returning members. 

• 23% offered reciprocal rights membership to other clubs. 

Detailed findings for the desktop research are contained in Appendix 1. 
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Face to face meetings

Below is a summary of the key findings from each interview conducted.  

A more comprehensive outline of the key discussion areas from the face 

to face meetings is contained in Appendix 2. 

VRC (special events) 

• Value for money is critical to members. 

• Foundation members need to feel important (respect their needs). 

• Voting rights are considered to be very important. 

• Female members were attracted to a safe and entertaining 

environment. Creative ideas such as “Fashions on the Field” 

resulted in membership growth.  

• Most effective recruitment strategy was “member get member” 

offering significant prizes. 

• Continuous communication of upcoming race meets and other 

events ensure regular contact with members. 

• Loyalty points program for members attending race meets outside 

Spring Carnival increased attendances. 

• Community programs need to be aligned to core values of 

organisation. 

Gold Coast Suns (start-up, regional) 

• The community was actively involved in the formation of the club 

and its values. 

• Foundation partners strategically selected for mutual benefit and 

regional economic impact. 

• Partnership with Southport Sharks was critical in the initial club 

success. 

• Formation research did not convert to memberships in the first 

year. 

• Marketing was directed at locally based AFL supporters in the first 

year. 

• Members desire a sense of connection and ownership and the 

ability to exercise a vote can be important. 

• Foundation members were recognised. 

• Aim of “making footy fun” (Sam Eustice) by excellent customer 

service, including opposition supporters, and continuous family 

friendly entertainment outside the ground. 

• Corporate memberships are not based on the traditional “jacket 

and tie” events. 
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Melbourne Rebels (start-up) 

• Value for money is important. 

• Club has overhauled their membership types and prices as a result 

of first year feedback. 

• First year price did not demonstrate “value” to members. 

• Foundation members are recognised and rewarded for their 

loyalty. 

• Privately owned club with no member voting. 

• Recognise that connections with grass-roots rugby needs to be 

developed for ongoing success. 

Greater Western Sydney Giants (start-up) 

• Membership flexibility (number of games) has been useful to start. 

• Membership model was simplified in the second year. 

• Foundation members are recognised and will be rewarded in 

future. 

• Personalised approach offered to members. 

• Growth in memberships will ultimately result from on field success 

and associated media coverage. 

• Club does not compete against other codes in Sydney – games 

played on different days to avoid clashes. 

Wollongong Hawks (regional) 

• Club adapted from a privately owned to a community based 

membership model, offering voting rights to members. 

• Foundation membership was offered at the time of the change 

• The club considers important membership attributes to include 

personal and transparent communication, and promotion of a 

family based culture with community values. 

• Connection to local community and a culture of loyalty considered 

critical. This permeates down through coaching staff so that  

retention of players over several years demonstrates this loyalty.  

Hobart Hurricanes (start-up) 

• The club is integrated with Cricket Tasmania allowing most 

effective marketing and use of resources. 

• Partnership with schools in north of Tasmania is creating a sense of 

recognition outside Hobart. 

• Specific merchandise provided to be visible to parents of cricketers. 

• Key lesson learned from the first year is to listen to members. 

• Membership types were simplified in the second year. 

• Critical to have a team primarily consisting of locals. 

• Families requested reserved seat and choice of seats. 
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Stage 2 – Market research 

Summary of survey participants 

The 903 survey participants included the following characteristics: 

• approximately 50% were male and 50% female 

• approximately 49% were aged less than 30 years old 

• 62% were from Geelong 

• 15% were directly part of a local cricket club  

• of those respondents with children, 20% had children playing local 

cricket 

• respondents that had attended a sporting event included 63% 

attending one to two cricket games and 50% attending one to two  

AFL games per year. 

Key findings from survey 

The survey included questions to understand the level of interest in a 

regional T20 cricket team and the important attributes of a membership.  

The survey identified the following with respect to interest in a T20 team 

and attendance: 

• 65% of respondents “loved the idea” or had “medium interest” in a 

T20 cricket team based in Geelong. In male and female 

respondents, 79% of males expressed an interest as per the 

following graph. 

 

 

 

 

• With respect to game attendance, more than 80% of respondents 

would support the team by attending a game of T20 cricket. 

• Only 23% of participants indicated they would be willing to buy a 

membership, notwithstanding the interest expressed in attending. 

• 73% of interested participants would attend three games or less. 

Only 6% would attend all eight games (assuming the T20 season 

was equivalent to 2012/13). 

47%

32%

18%

3%

27%

36% 36%

2%
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20%

30%
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Love the idea Medium level of

interest

Not interested Declined to answer

Interest in a Geelong based T20 cricket team
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With respect to membership attributes, participants responded as 

follows: 

• As represented in the adjacent graph, the most important 

attributed was price or value for money.  

• More than 80% of respondents indicated that less than $20 per 

adult ticket represented good value. Less than 2% of respondents 

would pay more than $40 per game.   

• Overwhelmingly, 53% of respondents identified that a membership 

should cost less than $100 for an adult. 34% would be willing to 

spend between $100 and $125 on a membership. Overall, 87% 

suggested a membership should cost less than $125 for the season. 

• A seat at the game was the second most important attributed and 

is consistent with several face to face interviews conducted. 

Approximately 49% of respondents wanted a reserved seat as part 

of their membership. 

• Voting rights was considered to be least important. 

 

 

 

With respect to encouraging partners and children to attend the cricket, 

specific responses that regularly appeared included: 

• a safe and family friendly environment 

• pre and post match entertainment. One particular respondent 

suggested that to “bring back the fun – beach balls should be 

allowed!” 

• appropriate game time for the family 

• affordable food options and healthy alternatives to the traditional 

food available. 
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5. Discussion of findings 

Desktop 

The desktop research demonstrates that start up teams should not 

expect high levels of membership in the early years of existence.  T20 RVL 

should forecast for modest membership levels from years one to five. 

Multiple membership categories enable members to join at a level and 

price to suit their needs.  However, having more membership categories 

can make selection more confusing especially if the consumer is exposed 

to the information for the first time.  Clear communication of 

membership categories and price is critical. 

Loyalty recognition and discount offerings are a simple, cost effective way 

to retain members. 

The desktop research was internet based and in many cases, information 

was difficult to find and unclear.  Clear, easy to find membership 

information is should be one of the highest priorities for T20 RVL’s 

membership strategy. 

Face to face interviews 

The face to face interviews identified the following key themes: 

• It is crucial for the organisation to demonstrate value for money to 

members. Membership should be affordable, accessible and 

include additional membership privileges. 

• All of the start up organisations simplified their membership types 

and / or pricing after year one.  

• The start-up organisations have recognised foundation members 

and perceive this to be important with respect to member loyalty. 

• Voting rights, particularly for Victorian clubs, are an expectation of 

members, irrespective of whether the vote is exercised. 

• Members need to feel part of the club and be valued for their 

contribution.  

• New regional clubs such as the Gold Coast Suns have established 

core values, engaged with the community and aligned with 

strategic partners. 

• Sporting teams should consist of primarily local players, where 

possible, to ensure members identify with the team. 

• Reserved seating for families is a popular membership attribute. 
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Survey 

The survey respondents indicated that there is interest in a T20 cricket 

team based in Geelong provided that the pricing is affordable and the 

environment is family friendly. 

However, a large proportion of respondents would not support the team 

with the purchase of a membership. Supplementing this, voting rights 

associated with membership were considered the least important 

attribute of a membership. 

The survey only included responses from 127 individuals (or 14%) 

associated with local cricket clubs. We anticipated the participation from 

cricket associations would be higher given the topic and time of year the 

research was conducted, suggesting current interest in the local cricket 

community is low.  

As a result, we recommend that further engagement with local cricket 

associations across western Victoria will be critical to the success of a T20 

cricket team.  

Supplementary information 

According to an AFL survey with respect to the drivers of membership 

satisfaction (announced by Brendan Gale in his address of 22 June 2012 

to the Australian Athletes Alliance), the primary drivers include: 

• 40% due to membership arrangements such as the speed with 

which membership packages were processed and savings of entry 

gained by membership 

• 19% due to personal involvement including the way member 

contributions are recognised, and club efforts to make members 

feel part of the club 

• 11% due to the service provided to members such as the 

helpfulness of staff and value of club functions 

• 9% due to the home ground factor including the feeling of a home 

ground and the family friendly nature of the venue 

• 8% marketing and communication 

• 7% club administration including the functioning of the club board / 

governance 

• And lastly, 6% due to on field performance! 

 

 

  



 
 

16 

 

6. Recommendations 

Based on the information collected during the project, we have 

developed a number of recommendations for a membership model for a 

T20 cricket club in the Barwon South West region: 

• Membership options (price and packages) should be clear and 

simple. Ideally, no more than five membership types should exist in 

order to avoid supporter confusion. 

• Adult membership should be priced at less than $125 for the 

season. 

• A cheaper price model for the first one or two years is desirable to 

build a supporter base. 

• Survey respondents suggest that adult general admission to a game 

with no reserved seat should be priced around $20 to maximise 

attendances. 

• Attendees will prefer to be supporters rather than members. Less 

than 30% of survey respondents indicated that they would become 

members. 

• Foundation members / supporters should be identified and 

recognised for their loyalty. 

• Seating packages should be offered to families. 

• Merchandise should be reasonably priced and easily available. 

• Partners and / or major sponsors should be selected based on their 

alignment to the team and communities core values. 

• Where possible, local cricketers should be used in the team. 

• A culture of entertainment should be built into the event models to 

make matches more attractive to families and female audiences. 

• Consideration to the name should be explored, particularly the use 

of “Geelong” given the regional expectation of the team. 

• Strong links to the community including cricket participants’ needs 

to be fostered early in the team’s existence. 

• Work is required to increase cricket participant awareness and 

support for a regional T20 cricket team. 

 



 
 

17 

 

 

Appendices 

 



 
 

18 

 

Appendix 1. Desktop research 

Summary of findings 

Thirteen sporting organisations were selected to be researched based on 

a matrix of information with respect to membership, community 

engagement and other general club information. 

The following pages contain a summary of the desktop research by area 

of focus and sporting team. 

The research did not typically involve contacting the organisations, and in 

some cases, the information available on the organisation’s website was 

limited or difficult to find. 
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Team New York Yankees Green Bay Packers Hobart Hurricanes Melbourne Heart

NSW Speed Blitz 

Blues

BACKGROUND INFORMATION:

Sport Baseball NFL Cricket Soccer Cricket

Capital or regional capital city capital city capital city capital city capital city

Number of memberships 363,948 Shareholders 1,471 7,000 350

Stadium capacity 52,325 73, 128 15,500 30,000 46,000

Membership % of stadium capacity n/a > 100% 10% 23% 1%

Age of club 111 years 93 years 1 year 5 years 156 years

Population of town 19,541,453 104,057 209,287 4,172,931 4,627,345

Town location New York Green Bay  Hobart  Melbourne Sydney

Number of sponsors 24 50 21 24

Governance / Ownership Model Private Ownership Publicy Owned NFP Cricket association owned Private Ownership Cricket association owned

COMMUNITY ENGAGEMENT:

Community programs yes yes yes yes yes

School programs yes yes yes no yes

Example of other engagement Recognise local police, School coach recognition, Function appearances street soccer program girls' cricket,

amateur baseball comp. Charitable foundation indigenous cricket

MEMBERSHIP

Voting rights No yes No no no

Range of season prices $44 - $16,000 $20 - $1,000 (exc seats) $43 - $350 $40 - $935 $45 - $6,950

Junior membership available no yes yes yes no

Family member package no N/A yes yes no

Loyalty discounts/recognition offered no yes yes yes yes

Reciprocal rights available No No No no yes

Merchandise with membership yes yes yes yes yes

Age-based merchandise pack Yes yes no yes no

Social media communication yes yes yes no yes
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Team Essendon Bombers Melbourne Aces Melbourne Vixens North Qld Cowboys

BACKGROUND INFORMATION:

Sport AFL Baseball Netball Rugby League

Capital or regional capital city capital city capital city regional

Number of memberships 46,813 200 2,280 10, 132

Stadium capacity 56,000 15,000 10,500 26,500

Membership % of stadium capacity 84% 8% 22% 38%

Age of club 139 years 4 years 4 years 17 years

Population of town 4, 172,931 4, 172, 931 4,172,931 189,931

Town location Melbourne Melbourne  Melbourne Townsville

Number of sponsors 47 20 13 23

Governance / Ownership Model Incorporated association Owned by league State association owned Owned by league

COMMUNITY ENGAGEMENT:

Community programs yes no yes yes

School programs yes no no yes

Example of other engagement Multicultural, indigenous, Community training adopt a school,

school programs junior competition

MEMBERSHIP

Voting rights yes No No yes

Range of season prices $30 - $1,645 $75 - $195 $40 - $400 $67 - $1,258

Junior membership available yes yes yes yes

Family member package yes yes yes yes

Loyalty discounts/recognition offered no yes yes yes

Reciprocal rights available yes no yes no

Merchandise with membership yes yes yes yes

Age-based merchandise pack yes no yes no

Social media communication yes yes yes yes
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Team Cairns Taipans Melbourne Renegades Geelong Cats Melbourne Stars

BACKGROUND INFORMATION:

Sport Basketball Cricket AFL Cricket

Capital or regional regional capital city regional capital city

Number of memberships 2,280 1,070 38,511 2,647

Stadium capacity 5,300 53,359 27,000 100,000

Membership % of stadium capacity 43% 2% 142% 3%

Age of club 14 years 1 year 153 years 1 year

Population of town 170,586 4,172,931 290,277 4,172,931

Town location Cairns  Melbourne Geelong Melbourne

Number of sponsors 10 10 6 major 19

Governance / Ownership Model Incorporated Association Cricket association owned Incorporated Association Cricket association owned

COMMUNITY ENGAGEMENT:

Community programs yes yes yes yes

School programs yes no yes no

Example of other engagement junior development, charity partner, Sports foundation charity partner,

schools vs Taipans  junior clinic  junior clinic

MEMBERSHIP

Voting rights no no yes no

Range of season prices $153 - $1,355 $8 - $225 $50 - $399 $15-$250

Junior membership available yes yes yes yes

Family member package yes yes yes yes

Loyalty discounts/recognition offered no yes no no

Reciprocal rights available no no no no

Merchandise with membership yes yes yes yes

Age-based merchandise pack no yes yes yes

Social media communication yes yes yes yes
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Appendix 2. Face to face interviews 

Interview questions 

Below is an example of the questions we asked our interviewees in the 

face to face meetings. 

1. What do you believe was the key to your successful application for 

a [sporting] team? 

2. What was the extent of the research undertaken to understand the 

supporter interest upon establishment of the club? What channels 

were used / considered for research and which were the most 

successful? 

3. To what extent did [national sporting body] support the 

preparation / research? 

4. How did you decide what type of memberships would be offered?  

How did you determine pricing? Did you survey potential 

supporters with respect to any price ceiling? 

5. Foundation membership has been offered and is listed as still 

available. What key returns do these deliver for the club?  

6. You currently have [xxxx] members. How does this compare with 

your expectations?  

7. Do members typically live locally? How far do they travel for 

games? Do you have any demographic information of your 

members in terms of where they live, attendance, sex, age? 

8. What challenges does the club face attracting members? What 

barriers are there for members/prospective members? 

9. What are the challenges associated with generating membership / 

club support in [location] due to competing against other sporting 

codes? 

10. What is the most successful strategy used to target new members? 

11. What membership type do you sell the most of? Why do you think 

that is? 

12. How many members attend games on average compared to 

general admission spectators? 

13. Can you describe any strategies employed to attract female and 

young members to the club? 

14. What do you do to attract members from around the region not 

just in the immediate area? 

15. What rights are afforded to members? Are they entitled to vote? Is 

this something the club considers important and if not currently 

included, would it be considered in the future? 

16. What is your strategy for retaining members? Do you offer loyalty 

discounts? Does the club have reciprocal rights, locally and 

internationally, with other clubs? 
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17. The club has an extensive community program.  To what extent do 

you believe particular programs are playing in attracting support / 

membership? 

18. Which is the most successful community program from the 

perspective of member loyalty (retention)? Have you surveyed 

members regarding the importance of these programs to them? 

19. Do you collaborate with other sports clubs or organisations and 

offer reciprocal rights? 

20. How important is your affiliation with local [sporting] team(s)/ 

association(s) in your area?  

21. How do you communicate with members to promote a sense of 

involvement within the club? What is the most effective form of 

communication? 

22. What is the extent and importance of social media used? 

23. Since launching the club in [xxxx] and with the benefit of hindsight, 

what would you have done differently with regard to membership? 

24. What three things do you believe are essential in a successful 

membership model? 

25. What strategies and member offerings do you currently consider to 

be essential and the most successful for the club? 
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Summary of interviews 

Below is a summary of the key areas of discussion with respect to each of 

the face to face meetings. 

Victorian Racing Club 

• Transition of VRC from being a traditional male dominated 

spectator sport focused on gambling and socialising. More than 

55% of members were aged over 55 in 1997. 

• “Member get member” recruiting strategy increased membership 

progressively from 7,000 to 20,000. Incentive of overseas holiday 

was on offer. 

• Introduced a “young membership” to encourage younger 

demographic. This is staged from early ages. 

• Continuous market research of members and their needs was 

undertaken. 

• High retention of members (approximately 97%) results from 

providing value to members such as loyalty programs, 

communications with respect to special events and upcoming race 

meets. During racing season, members receive fortnightly email. 

• Key elements of membership model include value for money, 

engagement with members, voting rights and reciprocal rights 

(international). 

• Membership voting rights considered important 

• Demographic of membership is primarily local (78% Victorian) and 

approximately 30% from inner Melbourne suburbs. 

 

 

 

 

• Events are intentionally timed so as not to compete with other 

major sporting events. 

• Incentive / loyalty program offered to members to encourage 

attendance outside the Spring Carnival. Consists of a points 

program, where more points for attendance result in additional 

member benefits. 

• Female membership (and attendance) has dramatically increased 

as a result of creative ideas such as “Fashions on the Field”. VRC is 

very supportive of new ideas and protecting the family 

environment. 

• VRC fortunate to now have an attractive proposition, such that 

memberships have been capped at 22,000. 

• Average age of members now approximately 43 years old. 

• Community programs were selected to be consistent with values of 

VRC. Four race days during the year are linked to a charitable 

organisation. VRC received feedback that suitable sponsorships / 

charitable links are attracting new members. 

• Key attributes of VRC offering are attention to detail (high service 

standards) and strong branding for race day “experience”. 



 
 

25 

 

Gold Coast Suns 

• Formation of club and successful application for AFL licence 

originated from dedicated group of 17 business and community 

leaders (GC17). 

• GC17 sought out the views of the community including local 

football clubs, general public, local council, state government, 

media, potential sponsors and heavily involved the AFL. 

• Most critical for the AFL was to demonstrate supporter interest and 

corporate sponsorship. 

• At formation of club, community forums were held to establish the 

core values of the club – flexible, affordable and accessible. 

• GC Suns were fortunate to be able to design their own stadium 

which is very modern and has significant space outside the stadium 

for entertainment areas. 

• Foundation partners were strategically selected. Club identified 

that tourism was critical to the success of the club and also the 

local economy. 

• Partnership with Southport Sharks was undertaken due to long-

standing reputation in the area and grass-roots connections to local 

football. Care was taken to ensure other local clubs were not 

excluded. 

• Initial research indicated interest of 42,000 members. Less than 

12,000 joined in the first year. Key message was not to assume 

membership will result. 

 

• Members have expressed their need to feel a connection to the 

club, but not necessarily through voting rights. Members desire a 

sense of ownership and the ability to exercise a vote can be 

associated. 

• The team openly invite and encourage other sport supporters to 

attend, based on improving the region economically.  

• The team openly encourage AFL supporters (non GC Suns) to 

attend and this is a significant part of the attendance at games.  

• Community programs are critical to the success and survival of the 

club. This is a core value that all players and staff have agreed to. 

• Foundation members were offered selection of their own seats and 

recognition in a wall mural. 

• The initial marketing focus for the club was existing AFL supporters 

living locally. Conversion to membership is the aim over time. 

• The club does not separately market to females as distinct from 

males. 

• The ambition on game day is “making footy fun” (Sam Eustice) 

including pre-game entertainment, continuous entertainment 

outside the arena and and inclusive approach (for opposing teams). 

• All ground staff have attended “Disney” training for customer 

experience 

• Corporate areas are modern, colourful and clean. Various areas 

exist for different levels of sponsorship. Most successful corporate 

events have been themed parties. Traditional jacket and tie events 

are not successful. 
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Wollongong Hawks 

• Club adapted from a privately owned enterprise model to a 

community model. Financial difficulties required a “Save the 

Hawks” campaign to raise funds and overhaul the ownership 

model. 

• The community model includes a board of directors strategically 

selected to represent the community. The model also includes 

voting rights for members, albeit not widely exercised. 

• Promotion of the community based model and family culture is 

core to the values of the club. 

• The club offered foundation membership as part of the change to a 

community model. 

• Approximately 46% of the members are female, although the club 

does not directly target female members in any unique way. 

• The club considers a personal and transparent approach to 

communication to be important to members. A range of mediums 

are used including newsletters, emails and social media. 

Melbourne Rebels 

• Key elements of membership are value for money and an 

emotional attachment. 

• Critical to establish value for a new club. 

• International research undertaken (membership models) and local 

research into demand for rugby union. 

• Membership price in the first year greater than general admission 

resulting in 30% member churn in year one. New membership 

launched in second year with a reduction in prices and one free 

game. 

• Despite research, most likely supporters shunned the club due to 

high prices. 

• Five membership types, reduced from nine in the first year. 

• Member flexibility was important – start with 1 game membership 

and increase from there. 

• Partnership with Rabobank was cleverly co-branded but has yet to 

result in a significant increase in members converted. 

• The club is privately owned and has been challenged by the limited 

support from rugby associations as a result. No voting rights 

offered to members. 

• Foundation members were recognised and are offered additional 

benefits (eg. first access to British Lions games). 

• Members are primarily based in Melbourne. 

• Off-season communication via fortnightly newsletter is considered 

important to maintain engagement with members. 
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Greater Western Sydney Giants 

• Memberships range from supporter (1 game) to 11 game 

memberships. Flexibility in the number of games has been useful. 

• Key to success is the development of a brand that captures the 

hearts and minds of the community. 

• Foundation members have their names displayed at the home 

stadium and anticipate they will have special privileges.  

• Research for the formation of the club was facilitated by the AFL 

primarily based on the growing population in the region. 

• 20,000 names were identified due to creative research campaigns 

including “Sign for Sheedy”. Alliance formed with ACT government 

to target prospective members. 

• Retention strategies include small things such as name cards on 

seats (first game), player contact and question time with the coach. 

Personal approach is considered important. 

• Membership types have been simplified in the second year. 

• Club has links with Australian Diabetes Council and offer the group 

a presence on match day. 

• Junior involvement developed via free kids clubs. 

• Female inclusion is a strategy of the club moving forward. 

Campaigns include networking lunches and demonstration of the 

rules by female master of ceremonies. 

• Success of the team is critical to the media coverage and ultimate 

aim to increase membership.  

Hobart Hurricanes 

• Club has an integrated operation where Cricket Tasmania manage 

domestic cricket, local cricket and T20 games. This allows better 

marketing to members and use of resources. 

• Limited useful research was undertaken before formation. There 

was wide recognition that domestic cricket crowds were declining. 

• Memberships vary from all games (Cricket Tasmania membership) 

to supporter based offering. 

• First year membership was less than 500, but games were well 

attended from general admission. Cricket Tasmania is now in a 

better position to encourage memberships to guarantee access to 

popular games. 

• First year membership was primarily males – “pale, stale, male” 

principally from Hobart. 

• Second year marketing strategy has been to encourage families 

were a reserved seat is offered (based on feedback received)  

• Future marketing will be focused on north of Tasmania and 

promoting the team as a Tasmanian team consisting of players 

from around the state. 

• The inclusion of an international identity was critical, but 

importantly the team needed to be primarily Tasmanians. 

• Team partnered with Burnie cricket and has enabled promotion in 

schools and development of a northern recognition. 
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• Marketing to females consisted of campaigns in local shopping 

centres and radio. The objective was to convert mothers of 

cricketers to attend. 

• Merchandise included giving children a fridge magnet that was 

placed on the fridge in the sight of parents. 

• Hobart Hurricanes is not a separate entity (part of Cricket 

Tasmania) and therefore members do not have a vote. 

• Feedback from first year members included that reserved seat 

selection was important (choose your own seat). 

• Membership types were simplified in the second year from five to 

three, again due to member feedback that the types were too 

complicated. 

• Important for the club to understand what the members want – 

this is a key lesson from the first season.    
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Appendix 3. Market research  

Survey questions and responses 

Number Question Response 

1 Where did you hear about the survey? 

 

2 What is your gender? 

- Male 

- Female  

 

- 449 male (49.7%) 

- 454 female (50.3%) 

  

48%

10%
3%

1%

2%

36%
Deakin University

Facebook

Leaders for Geelong

LinkedIn

Cricket club

Email from colleague
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Number Question Response 

3 What is your age? 

- 11 to 15 

- 16 to 21 

- 21 to 29 

- 30 to 35 

- 36 to 45 

- 46 to 55 

- 56 or above 

 

4 What is your marital status? 

- Single 

- It’s complicated 

- In a relationship 

- Living with partner 

- Married 

- Separated 

- Divorced 

- Widowed 
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1%

Other
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Number Question Response 

5 What is your home town? 

 

6 What is your postcode? Full details provided but not necessary to include here. 

7 Do you have children? 

- Yes 

- No 

 

- 274 or 43.3% (yes) 

- 359 or 56.7% (no) 

- 270 (did not answer question) 

  

Geelong and 

surrounding 

areas

62%

Melbourne and 

surrounding 

areas

13%

Regional and 

Rural Victoria 

19%

Interstate 

Australia

3%

International 

Countries 

3%
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Number Question Response 

8 How many children do you have? 

 

9 If you have children, do they play local cricket? 

- Yes 

- No 

- I do not have children 

 

71 or 19.7% (yes) 

290 or 80.3% (no) 

10 Which club or organisation do they participate in? Various responses provided.  

Full details provided but not necessary to include here. 

11 Are you part of a cricket club? 

- Yes 

- No 

 

- 139 or 15.4% (yes) 

- 762 or 84.6% (no) 

12 Which club? Various responses provided.  

Full details provided but not necessary to include here. 
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Number Question Response 

13 Please tick any of the following local sporting clubs you 

play for: 

- None 

- Cricket 

- Netball 

- Hockey 

- Football 

- Soccer 

- Baseball 

- School sport 

- Other (please specify) 

Respondents provided multiple answers. Responses have been aggregated into 

overall percentages for simplicity. 

- 46% 

- 10% 

- 7% 

- 17% 

- 8% 

- 4% 

- 1% 

- 2% 

- 20% (various sport selections provided). 

14 Are you currently a member of a professional sporting 

club? 

- Yes 

- No  

 

 

- 19% (Yes) 

- 81% (No or did not answer the question) 

15 Which club? Various responses provided.  

Full details provided but not necessary to include here. 
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Number Question Response 

16 How often do you typically attend the following 

professional sporting games per year season 

(< once, 1-2, 3-5, 6-10, >10, all games)? 

- AFL 

- Cricket 

- Tennis 

- Soccer 

- Rugby league 

- Rugby union 

- Basketball 

- Horse races  

 

17 Would you be interested in a professional cricket team 

based in Geelong? 

- Not interested 

- Medium level of interest 

- Love the idea 
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35 

 

Number Question Response 

18 Please describe your reason for lack of interest? 

END OF SURVEY IF ANSWERED ‘NOT INTERESTED’ TO 

QUESTION 17 

Various responses were provided, primarily including a lack of interest in cricket 

or distance to travel to Geelong. 

One suggestion was that a team representing western Victoria would appeal to 

country residents, provided the team was not entirely Geelong focused.  

19 How would you support the team? 

(respondents could choose multiple answers) 

- Buy a membership 

- Go to a game(s) 

- Watch the game on television 

- Attend special events (eg. player days) 
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Number Question Response 

20 Over a six week season, how many games would you be 

willing to attend? 

- 0 

- 1 

- 2 

- 3 

- 4 

- 5 

- 6 

- 7 

- All 8 games 

 

21 Would you be willing to travel to Geelong for games? 

- Yes 

- No 

Of those respondents that answered the question: 

- 558 or 91% (yes) 

- 55 or 9% (no) 

22 Would you be willing to travel to Melbourne for games? 

- Yes 

- No 

Of those respondents that answered the question: 

- 327 or 53% (yes) 

- 288 or 47% (no) 
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Number Question Response 

23 What is important to you in a membership package? 

(rate from 1 to 11 with 1 being most important) 

- Price (value for money) 

- Voting rights 

- Preferential access to international games 

- Reciprocal rights with other clubs 

- Merchandise (eg. hat, stickers) 

- Access to a good number of games 

- VIP or member events 

- A seat at the game 

- Pre match entertainment 

- A club that supports the wider community 

- A range of membership options 

The following table summarises the results based on the proportion of respondents 

rating each attribute from 1 to 11.  

The highlighted cells indicate the most common rating for each attribute. For 

example, 63% of respondents indicated price (value for money) to be the most 

important attribute in a membership model.    

 

 

  

Order of importance

Attribute 1 2 3 4 5 6 7 8 9 10 11

Price (value) 63% 11% 9% 4% 4% 1% 1% 1% 1% 2% 4%

Voting rights 5% 2% 3% 3% 7% 4% 5% 9% 8% 14% 39%

Preferential access 6% 8% 9% 12% 14% 8% 9% 6% 8% 11% 9%

Reciprocal rights 3% 5% 8% 7% 13% 9% 11% 13% 12% 11% 8%

Merchandise 4% 5% 7% 6% 13% 12% 9% 11% 12% 12% 10%

Number of games 14% 18% 14% 15% 13% 8% 6% 4% 3% 1% 3%

Member events 7% 5% 8% 7% 10% 12% 14% 14% 11% 6% 5%

A seat 23% 27% 16% 9% 8% 4% 3% 2% 2% 2% 3%

Entertainment 5% 3% 5% 4% 9% 8% 12% 14% 12% 15% 14%

Community support 13% 10% 13% 11% 13% 10% 8% 7% 5% 5% 3%

Membership options 13% 10% 12% 13% 13% 8% 6% 5% 5% 4% 9%
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Number Question Response 

24 What sort of tickets would you purchase as part of your 

membership? 

- Unreserved 

- Seated 

- Family package 

- Premium package 

- Other (please specify) 

 

25 Would you bring your family to games? Of those respondents that answered the question: 

- 459 or 75% (yes) 

- 149 or 25% (no) 

26 Who would you bring to games? 

- Children 

- Spouse / partner 

Of those respondents that answered the question: 

- 228 or 38% (yes) 

- 360 or 43% (yes) 

27 What do you consider to be important in a membership 

to encourage children and / or partners to attend? 

A variety of responses were included including: 

- A safe and friendly environment 

- Reasonably priced and / or value for money 

- Good seating 

- Family friendly time of day 

- Pre game entertainment 

- Variety of entertainment to cater for ages and genders. 

  

185

340

131

34
8

Unreserved Seated Family

package

Premium

package

Other
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Number Question Response 

28 If you chose not to be a member, how much per game 

would you be willing to pay (adult entrance, no 

reserved seat)? 

- $10 per ticket 

- $10 to $20 

- $20 to $30 

- $30 to $40 

- $40 to $50 

 

29 How much would you be prepared to pay for an adult 

membership for a five week cricket event? 

- < $100 

- $100 to $125 

- $125 to $150 

- $150 to $175 

- $175 to $200 

- > $200 
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