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Background

• WJMSC has a new marketing plan designed by the following:
– Stu Baker (Event Director); Grant Smith (Event Chairperson, 

Director of GSA Design); David Wiltshire (Event 
Communications Manager); Martin Brady (Assistant Event 
Director); Julie Keane (Sport Manawatu Operations Manager).

• Our marketing vision is for this event to be:
– the best WJMSC ever held
– a landmark event for Palmerston North as a destination for 

international events

• To realise this vision we must focus on:
– increasing the profile of the event and Palmerston North in New 

Zealand
– increasing spectator numbers, and
– increasing future Squash participation numbers



4 step approach

1. Better branding and targeted communications

2. More televised Squash

3. Proactive and participative sponsors

4. Community involvement



Progress to date
• Launched the new event date and major sponsor –

Prince International.

• Entered into preliminary discussions with Sky Television 
to record the event live. Plus entered into discussions 
with the following regional and national media: Radio 
Network, RadioWorks, Manawatu Standard, Dominion 
Post, Sunday Star Times, New Zealand Herald, 
Television New Zealand and TV3.

• We have begun the process of reviewing sponsorship 
structure and opportunities based around squash’s core 
properties (see list of sponsors we have approached 
attached).



Event Branding 

www.2006worldjuniors.co.nz



Associated Squash Branding



Sponsorship Branding



Education Resource Branding

• Manawatu Stu

• Room for sponsor



The Event
• The WJMSC is the pinnacle of world junior men’s 

Squash. It is a showcase for the brightest talents from 
around the globe and the championships is a tournament 
steeped in fierce rivalry, accomplished technical ability, 
and undying competitive spirit.

• To represent your country at such an event requires a 
superior level of dedication, an unwavering commitment 
to fellow players and an extremely high level of 
performance.

• The WJMSC will strive to create the myths and legends 
synonymous with the greatest sporting competitions in 
the world, generating an excitement that supporters, 
sponsors and teams alike will desire to always be 
involved.



Let the games begin
• The WJMSC needs to be a showcase for the skill, 

finesse and excitement that typifies the game of Squash 
at this level – under 19.

• This vocal and colourful support needs to be generated 
among Squash’s youngest supporters.

• To achieve this we propose developing an education 
resource that reflects our diverse regional cultures and 
one that portrays a recognisable and marketable 
personality for our region – Manawatu Stu!

• Capitalising on Squash’s unique status, we will look to 
widen our sponsorship opportunities.



Example – Education Resource
• An educational resource will be designed by education specialists, 

teachers, squash personnel and will contain a variety of event based 
activities including:

• Lesson plans for classroom teaching

• Fun activities associated with countries and player s attending 
the World Junior Men’s Championships

• A teacher’s resource kit

• A guide to where the resource fits the Teaching Cur riculum

• This resource will be the main form of promotion into schools and 
will be driven by Central Squash development officer based at Sport 
Manawatu – Donna Wilson.

• We are hoping this resource will be picked up by teachers and 
delivered straight away in term two 2006.

• Already we have had three schools reply to our request to host 
teams (ie. Ashhurst, Roslyn and Bainese). This has been a result of 
one fax to schools to date.



Key recommendations

• Brand the event – 2006 Prince World Junior Men’s 
Squash Championships.

• Develop a branded identity for the Championships and 
organise the design of the Championship logo.

• Review format of Championship structure to enhance 
entertainment value (ie. for television and spectators) 
which make for more exciting competitions and 
ensures the best development of player skills (in 
association with high performance coaches) .



Key recommendations…continues

• Generate local interest in Championships with minimal 
entry costs.

• Generate community interaction with the 
Championships.

• Investigate ways to enhance the city and region’s profile 
within New Zealand and internationally.



The need for increased marketing 
• To achieve its strategic objectives, WJMSC has 

embarked on a process to make Squash a more 
marketable sport with increased sponsorship and 
increased television coverage.

• We have a solid base for Squash in Palmerston North 
and believe the time is now right to leverage and grow 
that support – to maximise the value of the business and 
increase revenue for investment in developing the game.

• To keep up with other perceived ‘2nd tier’ sports who are 
also doing a great job, e.g. netball, softball, basketball.

• If Squash does not compete in the marketplace it will 
lose support as fans, spectators and players are 
attracted to higher profile and/or more appealing 
opportunities.



Now is the right time

• It is important to maintain momentum – continue the 
promotional process that has already started that sees 
squash in Palmerston North as a centrepiece for the 
sport in New Zealand.

• We can continue to talk seriously with existing and 
potential new sponsors for the Championships that will 
bring new enthusiasm and profile to our region.

• We can deliver to businesses and squash enthusiasts, 
highly appealing sponsorship/hosting packages that will 
be able to sell this region and as a result ultimately bring 
people to Palmerston North. 



Timetable

• Now to 30 January 2006 – Finalise all elements of th e Marketing and Promotional Campaign
(see attached sheet and Banner Strategy). 

• 1 February 2006 – Second follow-up of “Support a Cou ntry” educational resource through 
regional primary schools.

• 15 February – General ticket sales open & Championsh ip promotion begins via website 
launch through Squash New Zealand contacts. 

• 1 March – Championship schedule and event programme for athletes finalised and 
announced. Information sent to key media contacts.

• 1 March – 50 x A1 posters distributed to key promoti onal display areas.

• 1 March – 250 x A3 posters distributed to key promot ional display areas.

• 1 March – 500 x A4 posters sent to Squash New Zealan d for distribution.

• 30 March – All  merchandise options ready for sale – presales on website.



Timetable…continues

• 26 April 2006 – Distribution of schools education re source and begin 
development work in schools with schools who have r egistered interest.

• 30 May – All Championship Souvenir Handbook items co mpleted and ready for 
production & distribution. 

• 1 June – Championship ceremonies formats finalised.

• 3 July – Radio contra promotions starts on all netwo rks promoting event.

• 12 July – Advertorial in Manawatu Standard promoting  event and thanking 
sponsors.

• 17-28 July – Daily Championship media coverage throu gh regular to dedicated 
local, regional, national and international media c ontacts. Event 
Communications Manager David Wiltshire is coordinat ing this.

• 28 July-31 October  – Post Championship results dist ributed, recognition of 
volunteers and all post event matters finalised. 


